A+ F 1148 05 1 FhFars 44

T4 R B3 381 s s
Sz 4 #ige | Ok
HFE* | CHEN, SHUI-LIEN
THE PLANNING OF MARKETING STRATEGY
55 g T
Fasm | A ok | B
et T |Ee gaw 3L

TLGXJ1A

it #1506 SDG4 R ERT
PRAT L S

iRz ea

AC #) % T B

I

4
/

[

<\

AEAEEREL s AP el 2P B g

AR AT A o (£ 1 30.00)
APA a4 o (W E 15.00)
pMigsdrac 4 - (£ 15.00)
CBBGFE R4 - (0 2 10.00)
B L iFi 4 o (£ 1 30.00)
pagEad o (tE 010.00)
F G4 - (0 F 1 10.00)

QO m mou o w »

AR RS R NS AT B

1. 2ZRARTF - (W0 & 1 15.00)
2. FHER o (W E 15,00)
3R EAK (v E 230.00)
4. FALH - (4 1 5.00)
5284 - (& 15.00)
6. BEEE - (v & 15.00)
7. BEpp & iE e (b0 £ 1 30.00)
8. F§ &% - (& :5.00)




ALl

ARBRERANER —BERBEARBRFBIE ZRBIARPATITSHE, £8
ZEH I TR ITIE NS F RS —BEA R — B e T84T
£, REKTRIEHIAATHRBITHAAIEMH, REERS, T4
B, ITHER, THEMEDZRTHZIEE, THASGREERE A,

The main purpose of this course is to develop a structural framework to
help the students understand and practice the marketing function, By
learning the integration for the marketing function and related elements as a
strategic and consistent marketing plan, the students will extensively get in
touch with the following issues: marketing framework, marketing
organization, marketing environment, segmentation and market target, and
marketing mix etc,
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