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The Purpose of the course is to equip students of management with the
core concepts, framework, and techniques of strategic management that will
allow them to make better decision both for themselves and companies. To
achieve outstanding success, the tasks of international business management
are to identify sources of superior business performance and to formulate

and implement a strategy that exploit these sources of superior performance
globally.
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105/09/12~ .. . .
1 105/09/18 CH3: Organizational Buying Behavior,
105/09/19~ .. . .
2 105/09/95 CH3: Organizational Buying Behavior,
105/09/26~ .. . .
3 105/10/02 CH3: Organizational Buying Behavior,
105/10/03~ .. . .
4 105/10/09 CH3: Organizational Buying Behavior,
105/10/10~ . .
5 105/10/16 CHb5: Segmenting the Business Market and
Estimating Segment Demand,
105/10/17~ ) .
6 CH5: Segmenting the Business Market and
105/10/23 ; .
Estimating Segment Demand.
105/10/24~ ) .
7 105/10/30 CHb5: Segmenting the Business Market and
Estimating Segment Demand,
105/10/31~ . .
8 CH5: Segmenting the Business Market and
105/11/06 ; .
Estimating Segment Demand.
105/11/07~ ) .
9 105/11/13 CHb5: Segmenting the Business Market and
Estimating Segment Demand,
105/11/14~ ) . . .
10 CH6: Business Marketing Planning: Strategic
105/11/20 X
Perspectives,
105/11/21~ ) . . .
11 CH6: Business Marketing Planning: Strategic
105/11/27 .
Perspectives,
105/11/28~ ) . . .
12 105/12/04 CH6: Business Marketing Planning: Strategic

Perspectives,




105/12/05~
13 CH6: Business Marketing Planning: Strategic
105/12/11 !
Perspectives,
105/12/12~
14 05/19/18 CHT: Business Marketing Strategies for
GlobalMarkets.
105/12/19~
15 105/19/95 CHT7: Business Marketing Strategies for
GlobalMarkets,
105/12/26~
1611 06/01/01 CHT: Business Marketing Strategies for
GlobalMarkets.
106/01/02~
17 106/01/08 CHT7: Business Marketing Strategies for
GlobalMarkets,
106/01/09~
181 06/01/15 CHT: Business Marketing Strategies for
GlobalMarkets,
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