121005 ER% 1893 kETE4

EATE E N L % .

2 o 14 ;E{;% F%;r;\:‘

PRAL r"ﬁ’- . '
TRANSPORTATION MARKETING ) Tao Chi-chung
MANAGEMENT AND PUBLIC RELATIONS
Zjnp »

=] % # 7 “pE s
B e sp | B2 EEH 3e
TMTXB4P '
A I S
S OB TEHNPOTREET A - RO R R0l R o Ak TR g il
Freoib o BT R E G AT ’\vm@'@?}/\‘j ] ,3";{:'_';‘7(;] o
ST TR L LERK  FE LRI P oA RAFRE . R
7}i§ fﬁg.@m@ 74 o j\%’}ﬁg—‘/fr%'\f.& k L m@ﬁﬁ’rg —gf-_m%%]]\ o R %i
HIBEP ~ B B p Enp RIS o FRTETALE ¢
i‘iﬁ%ﬁ?ﬁ¢€~ﬁ§@ﬂf’%?’§W$4i%iiﬁﬁ7%;w&1;%?
BT > = 5 PR A E‘%Jalsr’“&aa&]mg FH 2 3 BRG] AR YT H IR o
o~ GG i iE ﬁ%ﬁ’zl'ﬁ" o) 3B F R )j}vépi Ar o
RIS S AN
A B pEA#H IR
B. L R E B E
C. B pamirheii4
D. REF* L EHWMEF I ivi 4 o
E. BB ¥8 5 ApEELLs -
F. svig sl a 4 o
Gg%@ﬁ%g\Aéw@ﬁ@%mﬁo

FALH 4

%%ﬁa%ﬁ WBIEMITH B AN GRS R WUER, WE2HNBITH
2 ONERBE #FZ2HAN mk%ﬂ A dm 4T JE R TR PR I AR ST AT R A P
%@mﬁ%o

The purpose of this course is to introduce theory and practice of marketing
and public relationship management in the field of transportation. In the
first half-semester, marketing management and public relations are examined,
In the second half-semester marketing management and public relations

problems are discussed and their linkages with current issues are also
explored,
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1| B A fE 50 o P E sy 1T 4 22> £ B 12| Students may understand 2 | ABC
Z MR various transportation
marketing or public relations
problems,
2 | B AT AITHE RN LB ZE| Students may understand key C2 | AEF
A A A concepts of marketing
management and public
relations,
3 A5 T MRE M AT 88 &2 3k B 1% | Students may understand c2 | ABG
22t RAIEAME © EMN, ®& | transportation marketing
W, ZAME % RERRIEM S| management and public
PRl relations development in US,
Europe and Asia—pacific
region,
4| B AR T RITHZEN LM% 2| Students may understand P3 | ABCE
B % B IE 4 éé\zﬂf’i}ﬁ FR# 483, | transportation marketing
issues supported by these
theories,
5| Bk AE 40 SE gy 7 4K BN B 14 8| Students may conduct P6 | ABCD
EEXIEE S transportation marketing and
public relations case studies
surveys,
6| AR T MATEMKZ R 7% | Students may explore P3 ABCD
advanced research methods.
7|3 HEL A E ST E P 8 B 1% | Enhancing students’ ability to P3 ABCG
R EFLIHEEND read technical English
especially in the field of
transportation marketing and
public relations,
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A Framework for Marketing Management, Kotler and Keller, Pearson
Publications, 2011,
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