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This course will deliver the important knowledge of marketing management
with both aspects of theory and practice, and the major contents consist of
the understanding of consumer market, the formulation of customer-oriented
marketing strategy, the planning of marketing—mix strategy, and the
application of modern marketing tools. The undergraduate students who
without enough professional knowledge and practical experience, through
this course, may have a systematic and integral thinking framework to

understand the related marketing issues and make the effective decisions.
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1|1 TRHEEXTHEITHEE, 1. Understand the consumer market and the
marketing management,

212, TR THTTHEEZEGTEH R 2. Understand the formulation of customer-oriented
W marketing strategy.

313, TR TR BTEE A R W, 3. Understand the planning of marketing—mix
strategies (4P).

44, T fTiE A BRARIBH T4 T | 4. Understand the application of modern marketing
A tools.
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