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Marketing-oriented thinking is a necessity in today’'s competitive world. This
course is aim to enhance students’ knowledge about how to carefully

analyze needs, identify opportunities, and create value—laden offers for target
customer groups that competitors can't match
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concepts and elements of
Marketing
2| IGABZEARES Enhance student’s ability of P4 AB

market survey and
problem-solving

3| REBEELMOBIES Intensify student’s planning Ad BC
and decision—making skill
4 | B R AR 2T EL B BT RE A Expand student’s horizons A6 | BCD

and increase innovativeness
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n % (Subject/Topics)

101/09/10~
101/09/16

What is marketing?

101/09/17~
101/09/23

Marketing Environment

101/09/24~
101/09/30

Company and Marketing Strategy
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101/10/701~
101/10707

Consumer Market and Consumer Buyer Behavior

101/10/708~
101/10/14

Business Buyer Behavior

101/10/15~
101/10/21

Segmentation, Target and Positioning

101/10/22~
101/10/28

Customer relationships management

101/10/29~
101/11/04

Product, Services, and Brands: Building customer
value
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101/11/05~
101/11/11

Product, Services, and Brands: Building customer
value
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101/11/12~
101/11/18
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101/11/19~
101/11/25

Pricing

12

101/11/26~
101/12/02

Marketing Channels & Supply Chain Management
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