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Market-driven Product Innovation
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Value Opportunity Analysis for Innovative Product
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Innovation and Business Models

FEAR:
o BUFTEYMRRIIT
o FEUFIEAEAT DNA
o BIERXZE
o BEXTHHTEMITIG
o NERIFT: hENCFDR

PR
o EMHINEFONERAIFTENERNE S, UENPEEEFERER
ST,
o« WA—EZMMENCIFAE, BRIERHIMBART S RRS ML EXTE
TRAIT A

o BIEASKRA. THRTE, RITNEBOFITY, NARGEEANE;

PIGM (08-2025)




Ees] HKUICB f = 31
@ Institute for China Business {mm ﬁ’:’jﬂf_tg

WP it A8 E w8 PR - Innovative School of Professional Management
S " < ,

o FAEINTEEENAMKIG, RITRKITERRABLRNEEINETET
o

5 SRS RE R
Creativity and Business Breakthrough Strategy
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Brand Commitment and Value-added Services
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Startup Financial Planning and Innovation Risk Management
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Al and Digital Intelligence for Marketing Optimisation
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IP Innovation and Trendy Toy Strategy for Business Growth
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Growth Marketing for Hi-tech and Emerging Industries
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