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The course information as follows may be subject to change, either during the session because of unforeseen
circumstances, or following review of the course at the end of the session. Queries about the course should be
directed to the course instructor.
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This course will focus on both the theoretical development of marketing and Fintech to real-world problems. We will begin
with our course a review of traditional marketing concepts and tools. We will then focus on how to apply Fintech tools,
such as Al/Big Data/Financial Cloud/Mobile. APP etc. to deploy financial marketing plan for different financial assets and
institution.
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After taking this course, students will be able to know fundamental marketing concepts and tools and have a financial
marketing frame work. Based on traditional marketing theorem, students should understand the difference between

traditional financial marketing and Fintech marketing. Finally, students could make financial marketing plan using various
Fintech tools.
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Course Contents (in Parts/Chapters/Sections/Weeks. Please notify name of instructor for course section(s), if
this is a team teaching or module course.)
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Lecture 1 Introduction of Marketing Management

This lecture mainly introduces the main framework of marketing management. It introduces the definition of marketing
from the marketing case of China Merchants Bank Credit Card, BOSS Network Direct Employment and NetEase Cloud
Music, which is widely known to consumers. Introduce the marketing process (creating and acquiring customer value,
understanding customer needs, and then developing a customer-driven marketing strategy). At the same time, it
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introduces the development of integrated marketing planning and planning, marketing tools 4P (Production /Price /Place
/Promotion), marketing 6R mode (Right time /Right place /Right price /Right pattern /Right product /Right customer), and
finally establishes the relationship with the customer to get value from the customer.
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Lecture 2 Collaboration to Establish Customer Value and Financial Marketing Environment Analysis

This lecture draws on the importance of establishing customer relationships from the case, focuses on the company's
strategic planning of financial institutions, defines the use of marketing, designs business portfolios, collaborates to build
customer relationships, and introduces marketing management work-analysis, planning, execution, control and
assessment. Study the marketing environment of the financial industry - population, economy, nature, technology,
politics and social and cultural environment. After the lecture, students have an in-depth understanding of the marketing
plan and the analysis of the marketing environment.
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Lecture 3 Management of Marketing Information and Consumer Buying Behavior

This lecture begins with case sharing, introduces marketing information and customer observation, conducts marketing
research, establishes a consumer behavior model, and analyzes the characteristics of marketing consumer behavior—
cultural, social, personal, and psychological. Finally, summarize the consumer purchase decision process - identification
needs, information search, selection evaluation, purchase decision, post-purchase behavior. In this lecture, students
learn about the process of consumer purchases of financial industry service products by analyzing the consumer's mind
and decision-making process.
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Lecture 4 Direct Marketing and Digital Marketing
This lecture introduces the concept of direct marketing and digital marketing with digital marketing cases. Introduce the
most important marketing methods in the digital age, the similarities and differences of traditional marketing methods, the

main forms of direct marketing and digital marketing - online marketing, e-mail, online video, blogs and other online
forums, WeChat public account.
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Lecture 5 Transfer of Power to The Customer Base

This lecture begins with the WeChat public account marketing case, focusing on the leading power of marketing is
shifting from the brand to the customer base. It includes three main trends: from exclusive to inclusive, from vertical to
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horizontal, from individual to social. After studying this lecture, students will understand the current and future
development direction of marketing and strengthen the customer-centric marketing concept.
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Lecture 6 The New Path Purchased for The User

This lecture introduces the changes in the new ways of purchasing by e-commerce development. Focus on the 5A
model — Aware, Appeal, Ask, Act and Advocacy. Two concepts: purchase action rate (PAR) and brand recommendation
rate (BAR). After completing this lecture, students will have a more intuitive understanding of marketing.
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Lecture 7 The Future of Marketing - Mobile Terminal

This lecture begins with a mobile phone mobile terminal marketing case, introducing the revolutionary impact of mobile
phones, Pads and other portable mobile terminals on marketing. The main content includes the evolutionary history of
smartphones, the profound impact it brings, how to become a new force shaping the economy, and the main platform for
future marketing. After completing this lecture, students will have a clearer understanding of the future development of
marketing.
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Lecture 8 Thinking Development and Financial Institutional Marketing Case Sharing

This lecture begins with the use of smartphone marketing cases by banks to further expand the students’ thinking space.
Focus on the case of banks, brokerages, funds, insurance and other financial institutions using the smart phone platform
to conduct marketing. This includes different marketing cases of China Merchants Bank, Zhongtai Securities, China
Merchants Fund and Ping An Insurance. Finally, summarize the course. After the study, students will further understand
the meaning of marketing from the perspective of fintech.
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