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This course discusses the strategy and management of marketing channels
and branding, including consumer analysis, channel designing and
management, and the application of brand management and strategy.




AGFARE P HRERT TR 0 PR HE

Bafe 8 pAEL B4R T e (Cognitive) | ~ THR (Affective) | ¥ T it (Psychomotor) |
Gk p KA o

- F,\«’\—"(Cogm‘uve) FELOGHPD NREF A S ,;;t;,gfm; ey ;r;gnwg W oo
- s R (Affective) : FE Az p @~ BT BA B A EREZFY -
= ~ $tiv (Psychomotor) @ ¥ & AiZfl p s flide iv 2 Pbrdk (72 B Y

B , . , e
5 KE P (Y 2) #EPER(E?)
1 |BRARATSH A B IR A ; . Understanding the types, design, strategies of
w& RAeAT AT ATEE A E%é’:l \ﬂéo marketing channel, and how to implement the
channel strategy,
KEPERZPRGEA - Pond S HhAFRRE S FeEgE s N
3 | ey E () i e s o s
3 2 *%“*‘F‘ i] ,F,: o ;E 3 %j‘\% %'\ ?I? ’ /24:‘ ?L—}é_ ’ )r\‘
1| 5 | ABD 17 Hit T H B IG A S AA
) FHE(FrEH P
%)
® ok E R £

p Az

i % (Subject/Topics) #2x

110/02/22~
1 BEARATSH B BB Bl om i Understanding the Marketing
110/02/28
Channel and Brand
110/03/01~ I . ] _
2 BEARIT4H @ M en M Understanding the Marketing
110/03/07
Channel and Brand
110/03/08~| . ]
3 BEEFHBHE M Analysis of Consumer and
110/03/14 ;
Marketing Channel
110/03/15~ N ]
4 10/03/21 HEEEBAHE M Analysis of Consumer and
Marketing Channel
110/03/22~| . ]
5 BEEFHBHE M Analysis of Consumer and
110/03/28 ;
Marketing Channel
110/03/29~| =
6 Lojoaes | BEEEEMEIR#E Channel Structure and Strategy
110/04/05~| _ =
7 osoay | BB EEMHEER S Channel Structure and Strategy
110/04/12~| by e )
8| 110/04/18 B ¥R AE Sy 87 R B1 ] % Channel Power Conflict and
relations
T0/04/19~| & o o o s s e 1 ) e
9 e EpE R, EAxP {4t Brand Equity, Positioning
110/04/25 .
and Value Chain
110/04/26~| b b e )
10 1 10/05/00 B ¥R AE Sy 87 R BL ] 1% Channel Power Conflict and
relations
110/05/03~ & o var 2 o s s s 2 ) e
11 ve MR, AL {442 Brand Equity, Positioning
110/05/09 .
and Value Chain
110/05/10~| s e rn i e
12| 1 0/05/16 iR, EAL¥L{E{E4% Brand Equity, Positioning

and Value Chain




10/05/1T~| & 0 o s ]
13| L0/05/23 ve B 4T48 Brand Marketing
110/05/24~| & 0 o 4o ]
14| | o0ss0 | PH#AT4E Brand Marketing
110/05/31~
S =3 3k 2 . .
5 00608 | B Fm i S Managing Brand Equity
110/06/07~
e 53z . .
161 1 0/06/13 & 3 on M 33 Managing Brand Equity
110/06/14~ B34 . .
70 10/06/20 BA KR & 833 Term Papers and Discussions
110/06/21 ~
181 1 10/06/27 HEPH LA
F%KT%
AR ER
KEXHE TR, HRHE
sl A e Marketing Channel Strategy, 8th edition, By Robert Palmatier et. al, Prentice
KPS H | Hall; & BEHHEER
®H Strategic Brand Management, Kevin Lane Keller, Vanitha Swaminathan
54 o
:I""L'E:tf%élr- AL PR . A 22 L& = PRV s o
% B o (R » et ole § 1 T ¥ 2 A R B)
®LmE: 200 % @FEFE: 300 % GMEFE: %
3 .
AR TET S SR
BT B
' ®ith GARBEEIH) 1500 %
"HHE A F I k) ey ! https://info.ais. thu. edu. tw/csp & d Ktk
# 4 | PREORDBTR TREVEAFE AR, & o
MAEREREEZNFTE o FRFLREPT AR AFE UL
TLFAJIB1720 0A $3F /3% 2021/5/28  22:39:07




