A+ F 1148 05 1 FhFars 44

T4 & B atst o | £ @
. < % : e B
ES iy i =ik

FE* | CHANG CHUN-HUI
SEMINAR IN MARKETING MANAGEMENT

R - FALITA X ,
Bk R Bk | 7 e
TLFXMI1A

SDG3 %4 i B foimiL
#4222 SDGs SDG4 % ?ﬁ— %
ML | SDG1T 45 2 H 4

A0 ) g T PR

- B THERRR PRTIRA W EAN TAEGHE,  TRIBT, T E AR
J}.J N rr&:—@g;?/i‘ °

S AERERA ERTOPIRE BRERLF M FET T E > ud
ta\; r:Q%géﬁJ Fﬁ’f’&:\if%ll |’§|‘O
CFREP PEARFTEFE o BYEE TREEY L 8 TRELE ) R Eawmo

I

AFATF I~ (P 4 2 P L E

ABVEFRZRET ~REEF2E a4 o (£ 12500
B #23/EF B AR s Fa 2@ A4 o (L E 25.00)
C.BIEF AHRP PEAFHRFR2Zw* - £ 120.00)
D. 32353 A &g ma it 4 o (0 2 30.00)

Agcfeit s g A mp g
LRI o (£ 1 15.00)
2. FE* o (b0 £ 115.00)
3R EAK (v E 1 15.00)
4. r‘%ﬁum o (vt & 110.00)
5 o (3t £ :15.00)
6. s o (£ 15.00)
7.[§1r;€f'rouugi :20.00)
8. #Fim% - (W £ :15.00)




ALl

ARG RRABEE F HEITHE
ZRAMABEBEOITHEHZ F E—

I HE R BB A, T AT
BT A H] AL E 2 T4 R W,

This course will guide students to think about the theories and concepts
that are essential for middle and senior marketing managers, and to
understand how to apply them to actual marketing practices, and further to
develop a rigorous marketing strategy.

L TiA d
Bg AT E P R W

e 3 =2
F’l\éfr > 'T i

~ e PR R

Mwse (Cognitive) ; ~ THR (Affective) ; # T3 (Psychomotor)

i p AT -
- ~F(Cognitive) © F & &% P HFF ~ A ~ 2R C BRDTELHFOBLEY o
= ~ R (Affective) : F £ d_;Z?f‘LF AR~ GTE s R N 5 A 1% EEEZEY o
= ~ #i (Psychomotor) @ ¥ € 3%t B chsk i d (P Hlefk (72 Y
5 , . , L
. KEPR(? %) KEPIR(E?)
1| RFREHKINERZE & P 4745| The Primary objective is to enable students to
B3R T B2 T EME A, | understand how to make the
T B4 T kinds of decisions they will face in
Z R RAEMITEEE %2 P i — middle-management positions. Besides,
FAFVH) E H AR 2 T 4E R, this course will put an emphasis on the application
B of marketing concepts,
tools, and decision—making processes,
HEPEZPEEA ot AR EFRERE D a0
B et e CFT) ¥ e s spE 5
| R B wEZ# =R
| 34 | ABCD 12345678 | #E 7 P13 (7 3
¥ M) R (F T
BFe)
kR £
e A % (Subject/Topics) %
114/09/15~
1 114/09/21 T1 Course Introduction, pretest, a case study and
o 4a
114/09/22~
2| |14/00/28 T2 STP (To the Target, To the Point) and
hierarchy of needs(think and practice)
114/09/29~
3 114/10/05 T3:Strategic Marketing Planning with a case study
114/10/06~| 4 o0y - oy s Jy
ooy | R ESEE LAY £ AL B AT A
114/10/13~| o vy - oy s W iy e
S| Liastone | < ETSE R SLHEST £ A2 A1 K H K




114/10/20~| ., .0 ay s e e
O Lanorss | S HTSRE BT 3 £ A3 B AT A F
114/10/2T~| o 5 s = ay s e e e e s -
T | 3R SRS EARA IR AT T SH 8 S R & ¥
114/11/03~
o .
114/11/09 midterm report
1411710~ ., 0 oy s -
9 g | R BT 5 X A5 B S A ¥
/N7~ 0y s ay . e e s N _
10| |11y | & BPERE LAY £ A6 ATHA RBR D F - B sMEER
114/11/24~
11 i
14/11/30 Group Presentation 1
114/12/01~
12 i
14/19/07 Group Presentation 2
114/12/08~| 4 5 rs - ty s o
Bl o | R R EEE LAY E AT AR 8 b ad SR L R
114/12/15~
14 i
4/19/91 Final Report
114/12/22~ .
15 TEREY
1412708 | 1T BAREH
114/12/29~
16 Ty
1s/0104 | 7B
115/01/05~
17 T2 E B
nso | 2 CEE A
115/01/12~
18 2 10 B R A 2
s | MR AR
AT %
B 4 sc 4
AR 38 kAR
E
AR
" BB
AT N
A RAL

KN F

Ik

\
e

=
feacy
4t
y

fop o

B mEAt i oE &
MR
£ BF B ARk &

\\\?{r
ol
q
=R
A

A Framework for Marketing Management 6ed. 2016 by Kotler and Keller
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