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The course is to discuss the theories and applications of marketing
systematically. Through the analysis of key concepts and real cases around
the world, the course intends to stimulate students’ interests towards
marketing and cultivate students’ ability to analyze marketing. Lecture and
discussion will be used primarily, Students will also be assigned a marketing

plan project,

AAERE P AR

HopAe R g PR N T

SR

|

. It"(Cogm‘uve) ¥Eh

Jiv

in4r (Cognitive) | ~ THR

%At P ER -
L (Affective) : FE TP hBAE - KR LR -G A - FERELFY
;bbab (Psychomotor) @ ¥ & iz fL B il d (TN BLjvdk (T2 8 Y -

ginde s R BB B2 HE

ﬁﬁ‘ﬁﬁ‘w&%ﬁi*wﬁﬁa

59 o

(Affective) ; ¥ T H it (Psychomotor) |

5 , . . e
B KEPIR(C %) KEPR(E)
1|1LE RN BEEHET H 2T, | 1.Provide a framework for analyzing recurrent
BT SE R P AL B B AT 45483809 | problems in marketing management.
T ) 2.Improve familiarity with current challenges and
2.3»‘%?51%7ﬁ@ﬁfﬁ.é\iﬁiﬁq’ﬁ’%%iﬂ issues in marketing.
FiT & BE 69 PRER RAR B FR AR, 3.Develop students ability to think analytically and
SIEFATEE R & = TR R AE strategically in addressing marketing problems,
AT A R IEHRZE %%ﬂ‘}ﬁl 4. Apply marketing theory and concepts to what
e, marketers do in "the real world"
KEPHEZPEEA Pt AR EZRRE > FaEE o N
P 2 ) P~ i (9) s R cpE 3\
ﬁig*grl‘tx‘ﬁrﬂt] %’?;QE‘EJ %j&%% ?I% v/; \EI‘:‘E_ 7;}\
1| 4 | ABCD 12345678 | i~ 3t~ A BlER o~ TTE -~ m(F
HE RS2 (F
CEf
ok R £
Hlp s A % (Subject/Topics) %
112/09/11~
=Wtz N 5
Wiigogr | T A4
112/09/18~| ,_ ., p
112/09/24 e AR
112/09/25~| ,_ 0 o 1s
oo | TTERERHL
112/10/02~ .
‘\~’ 5 ‘\~’ 4= 3
Uoioes | B RETIBEE R HTA




5| Liaorta | AT 5 S4B AR B AT

| oo | TG, B 9 b

o | S R AR A SUE 5 B b

| O i BSE B

| gy | P H KB

10| g | PHAT S

[ mese

|| e

s WU g e e g 18

4 g | R A

5| g | R AL

16| g | KA AL

| o | HRE R

18| | g | ECERRRE RO %# SR, AP
B LthHF P Z\', 13 254R)

?j;;ii? BAEY S FIMBE ~ T AL E R0 0 A MR RALRA B R

BSAF 32 TRAT

STEAMZAZ(SF+ 4 ~ TH4 4t ~E1 42 ~ Ml - e » A% < i)
24 ERBREFEZEA A4 A 23R 3STEEP(Society , Technology,
Economy, Environment, and Politics))

, USR3A2.
HIHRE | g ey ean
AL
Wi
E i ﬁ@ N
KPP 7 Lo
AR
i Bl




fod

it

B B ok R

PR A NFA HAF

HAMHA ‘

ERAE (BARETHEMEMRTREEYA) GAE, MBE ¥
(2020) B8, ér%fﬁ}?ﬂz &b - HMf.SUb ﬁ%éa (‘?ii@ﬁ%’%"%ﬁi
EH R RAZEEB) Kotler (2017) 48R : Principles of Marke
Asian Perspective 4/e - &3 @ EiAEXIE, ZFEBR (& ﬂfiﬁﬁ: Cil-3:00:3
MR TIFIELE W)%Eﬁ(ﬂmD6M T8 B - 66 D EAX

W
;:"
OQ
T
B

®LFEE: 100 % @FFFE:100 % S#PFE: 300 %

Hp =2 & =
fgij O KRFE 1350 %
-t X
' Ot AARMEE)Y 1150 %
"HE3r A A IR k% o https://info. ais. tku. edu. tw/csp # 4 Fir
4 BEoRBFN "REFFLAFE R, &

TLAXB2MO0142 OP

XA FREERZNGETE cFRYIEFHT > » FRRER A FE LT o
4 7

% / x4 F 2024/4/16  11:54:43




