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Understand the challenges and problems faced by fashion brands as they
begin to globalize,
Analyze the comprehensive impact of ESG on the environment, society, and
enterprises,
How to integrate ESG sustainable marketing when operating a fashion brand.
The implement of ESG cost and benefit for enterprises,
How to cope with the rapid development of new media and new technology
for sustainable marketing of fashion products.
R T L EE T-EECNG S SN LR Y )
Bafe 8 pAEL B R T e (Cognitive) | ~ THR (Affective) | ¥ T it (Psychomotor) |
% pRFEA] o
- > é&iﬁ?(Cognitive) DFE AP TR A AR ;é;t;&fri LAk B o
= L (Affective) : F& iz P cn®As - B~ LA ~ A~ B ERE 2 % °
= iisb (Psychomotor) @ ¥ & fei% 4L p s d (T2 Pojirdfe (T2 £ Y o
):;l" 7 ﬂ CJ S v E At
B ?I?B*ﬂf( <) ?I%B*ﬁf(‘ﬂ;?>
1| v g:_g«:{fﬁu{‘j‘ % 5 B ER & 0 How does brand management consider the
1% u?}iﬁ’- WER B T8 1%, eohf| relationship with customers, the internal employees,
E@ﬁ?f@ﬁ%é‘] Ml &, LR Swp§¥L3k3K| the supply chain, and the sustainable relationship
KERGIR 1%, VLER| L & 2 # | between the brand and the earth, so that the brand
HARE E ATk, will be more favored by the new generation of
consumers,
KEPHRZ PRI - Pioitd ~AFXFRRE S 287E- 2
B wea| 2 % (97) T e ooy spE 5
1| a4 | ABCD 12345678 | FHE > T TR (ET
Fa)
® ke R £
f PP Az n % (Subject/Topics) L
HB/02/19~| Ly ) o oo ps o g
Na/nges | T R AL SR
113/02/26~| _, o .
¥ o AR 0P
o B AT SO
113/03/04~| ,_ .. N
113/03/10 (REGECE Y
113/03/11~| ,_ ., N
113/03/17 T2 2 H1(2)




xit

T3/03/18~] o ) e o
S| Liauaon | HHEE RO
113/03/25~| .
% 113/03/31 v B AR 24T 85 (1)
113/04/01~| .
" 11370407 v B AR AR 24T 45 (2)
N3O0~ o o e s
8 igoasis | RHITERGIRRE
113/04/15~ .
L2 X NS
130021 ESG#Y & & HR1E
113/04/22~
100 1o 0a/ns | ESGARARARE 95 3 5 (1)
113/04/29~
U a5 | ESGARARARZ 95 L3 45 (2)
113/05/06~| , 4, ‘
120 s | RS iR @ HESGE SWOT 2 47(1)
13/05/13~| , o ‘
B s | B HSRE HESGH SWOT A 47(2)
13/05/20~| o 0 o e e s o
14) L asosos | T MR EARESGR L H I
113/05/27~| . )
15\ 1360z | T EEARGH &SRB ()
113/06/03~| . )
16| | 10600 | PTREANE B A B S0 AL (2)
113/06/10~ .
I by . .
71 s | % B ARESGHe fTIRAEPS(1)
113/06/17~ .
I by . .
18] a6/ | &k B ARESGHe FTIRAEPS(2)
g%ﬁi{%:.% pagy - F %ﬁé\?—é%%ﬂ_ﬁ\ﬁig TN T L iz
M4t 4
FAECHREERE A - AT F A & 2 RIESTEEP(Society , Technology,
#5473 342 Economy, Environment, and Politics))
& 38/ A8 F v (PBL) Az
iRy
AT
> &ﬁl‘\t ;";
HE s
KErMF |
A RAL
i3 LA P AR R — 0 ot (250), SR E, (WORDE F4%:5-10 pages)
DAY QU RMBARE E—F Y (2 K), TE#ITESGR HE BN, (word® F
AR EFIE 4% :10-15 pages)
BARFH B ). EA
Fph




\\\?{r
ol
d
e
/T—'

LFE: 400 % @FHEHFE: 100 % SBEPIFE 200 %

A T
f§%§ OHRFE 1300 %
L
F oL () o

"HEE A FIE k) %n Chttps://info.ais. thu. edu. tw/csp # 4 Kt

5 4 | BT oBTR TREFEAFR R .

3T 2RKEHE

2

DEIES DB 8 $E R P AEBEB A FE LLTEE
4

P/ =2 4F 2024/4/11 12:51:44

TGLXB0B1826 0A



