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The objective of the course is to provide a framework for understanding the
principles of Marketing reflects the major trends and shifting forces that
impact marketing in this digital age of customer value, engagement, and
relationships. Students shall learn the principles and basic knowledge of
marketing, which includes customer engagement framework, fast—-changing

marketing trends, online, mobile, social media, and other digital marketing
skKills,
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R B ; BTGB RARIA ; ¥ | marketing concepts and principles; understanding

#2AFRATHESIE AT A the marketplace and consumer value; facilitate
7 5 5&ALE A R 2 IR o b students developing the ability of marketing planning
B AT SH HBE, and analysis; strengthen students skills of online,

mobile, social media, and other digital marketing,

KE PR PR Pooicd AR AR RS 2o R

al o B A0 ks . em s
B PR Fros g 4 HA2E % KE 2 i
1] 3 | AB 25 EauI 1 Blok WL (5T
FE o~ wm )
B R4
;if pEpA=zz m % (Subject/Topics) # it
111/02/21~ ] )
1 111/09/%5 Marketing: creating ‘Customer value and engagement
1T5H ¢ Al S IBE B R {E
111/02/28~ ] _
2 111/03/04 Company and marketing strategy: partnering to

build customer engagement, value and relationships

NE) BATHER S L BRI BRI, BRI

3 Eijgzj(: Analysing the marketing environment #7174 3%
111/03/14~ . ) . . .

4 111/03/18 Mapagmg marlaietlg’g‘ mfoymahor} fto gain customer
insights & HITSH A AN IFEE AR

5 Eijgzjié Consumer markets and buyer behaviour & Business
markets and business buyer behaviour T 74 & % ¥
SEBETAH

111/03/28~ ) . .

6 11/04/01 Customer—driven marketing strategy: ‘creatmg Vglue
for target customers BEZF{B{HEEEH91TSH RS : A B
TRREE A (R{E

111/04/04~ )

U 04/08 Products, services and brands: building customer
value oo, MBEGN : ZIBEEEME

8 Eijg:;i; Developing new products and managing the product
life cycle ¥ EH AR E R Ew A 4B

111/04/18~| _ . . . .

9 111/04/9 Pr1c11_1g: understapdmg ar}q capturmg custpmer_value
& Pricing strategies: additional considerations &7
1B @ TS RBAER1E

111/04/25~

10 B XA

111/04/29




111/05/02~ .
1 111/05/06 Marketing channels: delivering customer value T5H
W RBREEARME
111/05/09~ . ] ]
12 Retailing and wholesaling & & #1463
111/05/13
111/05/16~ ) o
13 111/05/20 Engaging consumers and communicating customer
value: integrated marketing communications strategy
BEHES AR BEEEA
111/05/23~ )
4| s | Advertising and public relations i A P
111/05/30~ . _ o N
150 1/06/03 Personal selling and sales promotion A B 4¥ & BL{% 45
111/06/06~| __. . ) ] ) .
16 111/06/10 Direct, online, V’soc1a1 media and mobile marketing A
., b HEEEAITEITH
111/06/13~ . . - N . .
17| | oes | Extending marketing fTSRIEMPSRAR 1 2T & K
AT : AR RAEBLIE 1
111/06/20~ r s
81 1 11/06/24 AR A
L HEEFRMEM, RALREME, 2FERAFR M ARRFRAF
GG
AR EE
KEXE | B BYK

TR, TR, TAME (2020), 1THHE (13KR) , Ei

ML (2020), fTEEE (BR) , ¥4,

Kotler, P, & Armstrong, G.(2020). Principles of marketing, Pearson.

wH 7 (2020), #A%TE (2KR) , 2%,

BR, 254, E-4F (2021), PodcastAPi : #HF A LHE R, W@ EL

o

0 g e

e B GRS e L R B)
®LFEE: 200 % @FEFE200 % @HEIFE 300 %
s ook . -
TN emiE 300 %
T | et () %
" KEFH APk, #n https://info.ais. thu edu. tw/csp & d $it e
§ 4 | FEoRBTR CREPRAFR R, 0

TLYXB2B0061 OP

XABPCrLRENFEL FRYPIERPE > ) A ERERAFE UL -
F/#

% 3 / 3 F 2022/3/17  15:16:00




