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This course provides the principles, functions and framework of marketing
management, Students are taught by lecturing, group conferencing and
project assignment, and are trained to be able to apply marketing knowledge
in local business, which includes service industries and manufacturing
industries, This course introduces the following aspects: marketing
strategies, positioning and segmenting, product, pricing, channel, promotion,
as well as planning and control,
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SR kAT S R B to enhance students' interest in marketing issues,
and to develop students' ability to analyze and solve
marketing problems,
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William O, Bearden, Thomas Ingram, and Raymond LaForge (2005),
Marketing: Principles and Perspectives, 5th, edition, Boston, MA: McGraw
Hill/Irwin.

Michael J. Etzel, Bruce J. Walker, and William J, Stanton (2007), Marketing,
14th, edition, Boston, MA: McGraw Hill/Irwin,
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