1B 1008y 1 80 3akEr34

iT4H 2 -
EY < ;}f\-'-g% 55 ]i ‘ %
AL A 5
MARKETING T Chang Chun-hui
M- B -
. S| e dgy 3ge
TBTXB2B P

Aoet % T P

- ~ &g

S

rﬁ“’*’%ﬂ@u SRTIRE W FAN TAREE ) TRESRF L > T 4K

~ ‘E) I; %/J— o

SREREEAERTOMIEE ) BB H S ET THEEE > i
* N gogds ) el & o
EFAREP CPERFRSER BV EE TRREY & TRREF ) DB Fowo

P -
AET *—b{ N~ A +

ie’ ")I' E’

;{gﬁ ’:‘)Il B

2pl B
CBYE

A.
B. 135
C
D

2 @ % x w5 ™
PRESY CBEEFEZE A

FREN S AR s F g Ao

L3 ARRP GRS -

FEHEMAIEE R G4

SALf i

AREBENBEATHAMZIARMRS, E—PRATHEMR, LA RATHHARH
WAk, RIES, MR, @REERRE, BBRLFRETR, FokFEL
HILRBARZOAER, LTRFEZIERoRAE S REIHMEIAEFTEEY
A,

Important marketing related concepts will be introduced in this course,
Besides, students will learn how to create customer value, target the
correct market, and build customer relationships, Furthermore, the critical

skills and knowledge which should be applied in the 4P strategies will be
also emphasized in the course,
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