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1. Discuss how to meet the needs of modern consumers and create a
successful model in agricultural products,

2. Conduct research and analysis 4P of marketing knowledge.

3. How agricultural products can successfully create successful business
models by Taiwan and worldwide cases,

4. For the mid-term and final reports, base on the knowledge learned from
classes to integrate actual marketing operations and find out innovative
strategies for bringing new perceptions to consumers, and creating profits .
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