A+ F 11158 -5 25 FErT 44

o MUAB 3 S A 17 5 e
g | 30 F

HAT LA o
BRAND MANAGEMENT AND DIGITAL EAS: LEE, YUEH-HUA
MARKETING
hS - mdT
EE - MATTA . N
Bk FoA Bk | R B
2 S Fj»\#_,_ F E%ﬁ’ﬁﬂ 3%‘_}4\

TLCXM2A

AALESGS | qpG1o f g g s A
Pl 5 42

SOG4 BT

A0 ) g T PR

~ f]g IL‘ -gF 'Jql-‘f\_’”i\‘ o
~ ’é)" ﬁﬁ? i_z»ﬁ‘r;; o
s A B

SRV EERE

ARAR R S (PP P 2T P B £

mE o 0w

RERE LY fEFREE o (L E 1500)

; THEEBFTEL - (L E 2 40.00)
BMiFpEiTakFz2amy 5% (& 15.00)
“ﬁﬁﬁﬁéﬁiﬁﬁw@ﬂ{g(wi 40.00)
FiEms o (£ 1500
Fak o (W E 15.00)

=
oo
e
ey
L
fiing
/
BN
B

Fit
=

S = IO
1_1@\;

G 3
W
\3
WO
ﬁé‘é'»

ra
“m}l"
NE
irﬂm

10
=
> =

=y

o
DSy
i

AR RS AR Z A2 BN E

© N L R W

L 2ART o (O £ 2 30.00)
CFREr o (4 1 10.00)
CFER K (4 E 5,00

FALBIE e (O E 1 5.00)
Bz g o (Ot £ 130.00)
BEGER - (W E 15.00)
B L e (£ 0 10.00)
£8m% o (V£ 15.00)




HALH A

KRR EEHFBEAAREHLEZTEY, REMEBTHEF RSN ET
R 2 %5 b B R AR § AR S ARHE B 2 B o K,

create and nurturing a

solution to help brand

comprehensive and up-—

This course deals with brands, why they are important, what they represent
to consumers, what firms should do to manage them properly, and how to

strong brand over time. Attendances will learn a
to—date treatment of the subjects of brands - the

design and implementation of marketing programs and activities to build,
measure, and manage brand equity, The subject also use digital marketing

to attract clients worldwide,
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brand concept
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problem-solving
3|1 FEAEEMOBAED Intensify student’s planning and decision—making
skill
4 | B ARET LA BT RE A Expand student’s horizons and increase
innovativeness
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