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tools, and decision—making processes.

The Primary objective is to enable students to understand how to make the
kinds of decisions they will face in middle-management positions. Besides,
this course will put an emphasis on the application of marketing concepts,




ASARRE P IRE PR s AT P 4 AR L

C PR s (ES
(=) M (Cognltlve MACAHR 1 Cl =R ~C2Hf-C3 &* ~C4 »47 -
C5 FEE (6 £lid
(=) T4t ; (Psychomotor f§ #P)4AE# 1 P1 #% ~P2 4K & ~ P3 M= i -
P4 B i® ~P5 p & it ~P6 £]1F
() "H&y (Affective HAAAES AL =X ~A2 7 5~ A3 €A~ A4 3 -
AS Pt~ A6 B

CRERERE TARA S T RO 4 ) 2R

( ViR B KE P RS B H 2 r;&fm s TE s TR e PR s
ﬁﬁiﬁ?{% PR REC-PAR Y - 58 -

(Z)EHE TP A5 $1-62 5P EHEANEFKETT (bl4e iaie TP EE 5
HRIZCI-CHCop» R EANC6TF > i B P HEAEETR) -

(Z)F Ry m 2 AREPHRABEHELE T iODPwid ) cHARFPREHE
I NG D) LA T B B E'J?ii5ll o T CPesid e
(4o T (o) Fwin 4 | 7 4 RA~ AD ~ BEFPF > Q|35 7] o )

’%‘ 580 (Y 2) S 0 () R
A ~ I m -ﬂ; ~ 4 o
5 Y T Y C O
1| 22T mmlE e ii%%ﬁ/?}l Students will be able to A4 | AD
EREFATHREH] T2 8 understand the important

marketing related concepts

and theories, and have the

abilities to make better

marketing strategy decisions,
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