A+ F 1148 05 1 FhFars 44

(L £ s | s

HAL L AE to | R

e #F¥ | CHENG,
MARKETING MANAGEMENT G
g3- P e

R /% ;e E é%‘ 7 1 Fﬁtﬁ.t_

o TLAXB2P TR ER EEY 284

SOG4 B EFHT

FA228DGs | gpgh EANE
MBI | 9pes £y S E S E L

SDGY A % AIATE AAAHGK S

A0 ) g T PR

I

m

TR AT Bk
SRR R

*MEARH BRI > A(PT)Fw a4 2T p Bt £

o N w »

CREFAEL L Awg o (00 140.00)

EREEomaidad o (L E 140.00)
ERFMAEF* g4 o (L £ 1 10.00)

‘ 'E,T%g%wev&\_%grmﬂ‘—;‘;;bz! o(LLg‘_ . 1000)

Aot s A AE Az B p Bt E

—_—

® N L R W

o (& 15.00)
o (v £ :30.00)
o (W& 15.00)
o (Wt £ :15.00)
o (v & 15.00)
o (& 15.00)
o (bv & 1 30.00)
o (& 15.00)

R
O
- g

wOF Y M
= oek
ED
>_‘.

[ 4

Tk
W =
W ook 3

T I
% S% Ak
oW
B




DEIITHETHTOGMEE L MARIES ZORILT, AZCLMAEETE

K, LERML B IR B, RFEN W’Tﬁ&‘é"i&‘lfj’éﬁ%i\ﬂl A EBER T
Ko BANZSHRITHERNNA B ADETZEINS, AERZTHA

., THEM, BRETHER ML, fééﬁﬂ/\%ii(@%}%%\ ANBSHE, '
$H, NEB SRAEMA B, BMERAHMTHE RS RER — 2 EEGRA,

HALH A

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,
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what marketers do in "the real world"
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