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KRR FRARAURAE M) BER
RE IR BRI E I E S BART 8 B RS 1) 8 XN N
¢ H 55 What Is Marketing?

MR The Marketing Ethics;  What Is a Marketing Strategy .

%I T RETR R TT I
KRR BRARTT AL E Lo
RE/TEOR: MBS BT SIS .
H%%H 55: What Is Marketing Environment?
HEMeR: A Co’s  Micro-marketing  Environment; A Co.’s  Macro-marketing

Environment.,

I MRS EE RS

FIR A BT R AT 5E So
A J1E3K: To help the students to understand the basic theories and practical methods of

marketing research.
H%#H 15: What Is Marketing Research.

HHME ;. Marketing Information System; Marketing Research Methods .

SEVYBTT I e S H I ST ST 15
FR R BRI B AT I E Lo
AE JJE3K: To help the students to understand the basic theories and consumer behaviors.

#(%H ri: What Is Consumer Behavior.
MR Variables That Affect the Buying Behavior.

STEIT WM. HismigMinig e i
IR BT 4077 o

e JJEL3KR: To learn the importance of marketing segmentation .
- (& H 5. Why Is marketing segmentation needed.
- XS target market; marketing positioning.

SEINHIT RIS
FOTR AL BRAR Sh i E SUR3 K
AEJ1#3K: To help the students to understand the concept of product and learn the key

contents of product management.
¥ HE . Basic Models of Communication.

HZHME T . How to Improve Communication in Negotiation .

FLEIT EN H RS RS
R BRI 5E o

AE /7K : To understand the concept of negotiation power and all the sources for
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negotiation powero
(5 F )5 . What Is a Product.
H2FHME S e Individual — Product — Strategies; Product Life Cycle; New  Product

Development Strategies.

FINBIC EHREE
R R BAEBIRTE ) e U EEAER .
AE JJ#3K: To help the students to understand the basic theories and practical methods of

marketing distribution channels.
#(%H f5: Distribution Channel Categories & Levels.
H M Future Development of Distribution Channels; Physical Distribution &

Logistics.

FILRIT BER. MR RIE R R
AR BRIER R BERARERE R E Lo
A JJE3K: understand the basic theories and practical methods of retailers and

wholesalers.
#2723 ;. Retailing & Retailers.
H MR In-store Retailing and non-store Retailing.

HHHor BETSEE SR
FORRL: BRI HE I E Lo

E7JZ3K: to understand the basic theories and practical methods of marketing

an

promotion.
HZH 15: The Concept of Promotion.

H2#ME . Promotion by Integrated Marketing Communications.
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FiE | Sk | it
IR ERIRLE Lecture, Discussion,
Q&A;
Negotiation Practice & Case 2 0
Presentation
study
RIRIC IR Lecture, Discussion,
R T 30 5 Q&A;
Negotiation Practice & Case 2 0
Presentation
study
ﬂj:ﬁm L Lecture, Discussion, Q&A;
SERS 2 0
Negotiation Practice & Case | Presentation
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study .
HVUERTT s K : .
i Lecture, Discussion,
ey 35 3145} Q&A;
Negotiation Practice & Case 2 0 2
Presentation
study .
HHEIC . . .
B . Lecture, Discussion,
H b 7 3 A 37 5 for Q&A;
Negotiation Practice & Case 4 0 4
Presentation
study .
ENHIT RS Lecture,  Discussion,
Q&A;
(EgLil Negotiation Practice & Case 2 0 2
Presentation
study .
HLHIT EMHERS : .
" Lecture, Discussion,
S Q&A;
Negotiation Practice & Case 2 0 2
Presentation
study .
F\HIG ERRIEE Lecture,  Discussion,
Q&A;
H Negotiation Practice & Case 2 8| 10
Presentation
study .
WL BER. Mt
T Lecture,  Discussion,
R M o SR Q&A:
Negotiation Practice & Case 2 0 2
Presentation
study .
Bt BEhigia : .
] . Lecture, Discussion,
B fiekiE| Q&A:
Negotiation Practice & Case 4 0 4
Presentation
study .
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