K1+ B 10158528 akEI 44

WA AT BT R P

iz A ol R
CONSUMER BEHAVIOR AND MARKETING HKE* | CHANG CHUN-HUI
STRATEGY

- /FF]— ETTA g >

|2 K E \:’% v N

¥F\:§C,J~.- X‘F" 1‘51% E%ﬁp 3%/&7
TLEXJ1A P

o (o) & oT O O

- ~ &g

S

rﬁﬁmﬁjmﬁacﬁ’m Bag TaEeE, ~ Tadag , ~ iAW

~ ‘E) I; %/J— o

S AEEREAIRRTAOPIfRE B M - F 2T THEFEEE o nd
ST Fdan ) apoc @ o

Ju

BB EARERE S B g’ e m g TR % el ¥k

g CoB ) o w4

> 2yl B
»¥

;{gﬁ ’:‘)Il 2]

o N w »

2pl B
CBYE

BRESIRAELFLEEEEAL o
LA D TR TN L (R RN Sk i S G L
_/‘»ﬁ A’\%%WF\ ’P ‘q_/t'f"i%ﬁ'lﬁ%7 ;b °

oA EMRE ARG .

Al 4

BE SR A TANRTHESHEZ NS, RERORHRHTAR—AFN
BB motivate) 78, AR~ LRBEANHTATNGL 2
BA, BRERS, BLE—FIIRRRLFELTERA, bR S T
%g@%aﬁz¢ BT AR EZ DL,

For a marketing strategy to be successful markeketer should try their best
to understand why their customer behave in certain ways., The important
concepts and knowledge related to consumer behavior will be illustrated in
the course , and how does those concepts and knowledge impact the
marketing strategies will be also emphasized in the course,
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Marketin Management Strategies 6ed. by Ferrell and Hartline
Consumer Behavior , by Blackwell, Miniard,and Engle 10ed.
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