A F 1008 &R Y 2F Y Pk 4 4

FRFs EATHH .
iz 24 ,jc;,:;% I A
FEF | WU, LING-CHAN
SERVICES MARKETING
ggeP g =
Bk ks iﬁ i HFY 25~
TMBXB4P "

o (o) & oT O O

SRR ARFE
S amALELLFEAA
B B o

N LI

’

’

FE G D TR L IR

A - BETL

B g Eicd

C.AERYnd o

D. f £ 401 TR -
AR AT AR ARH L TR ZOEREAN, BAEENA
WA, OB NANE I RAE AN RMEZENTHRE BOARSRZHMR
ETHRMANEE, LRERE DB IR LT T AR AR

Az 4

The course is designed to discuss the theories and applications of services
marketing and management systematically., Through the analysis of key
concepts and real cases around the world, the course intends to stimulate
students’ interests towards services marketing and cultivate students’ ability
to analyze and solve services marketing problems.
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