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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
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Creativity and Business Breakthrough Strategy
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Brand Commitment and Value-added Services
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o DIHIIRBER, X9 mEER(Brand Differentiation); &
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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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