K1~ B99FER Y | B ke L

T8 % 2 e | 5 it
% L | v R
A LR o
KEF Di-ching Pai
MARKETING MANAGEMENT
s -
B = B g 2
e iﬁ wiy HEY 38
TMBXB2B F

g (M) % 5 p %

CRERE A ARER o

AL L FRAA .

’

S ol R o

ARt R

R

T @ ® m U aw p

AL 4 s A4 0 =2 55 3
NI Y TR

CBEARTF B R SE a4 o

AL A

ITHETHMELENZ S mRE, LCLAAENLENIH RETSELXENME
. REEREAS, THOAREST BRBEENRT, BEEFTEVRL E
so LR A RAL, BT, BENHE, AREREGT XNWER, VRATH
BB R,

As companies change, so does their marketing organization. Marketing is no
longer a company department charged with a limited number of tasks—it is
a company-wide undertaking, It drives the company's vision, mission, and
strategic planning, Marketing includes decisions like who the company wants
as its customers; which of their needs to satisfy; what products and
services to offer; what prices to set; what communications to send and
receive; what channels of distribution to use; and what partnerships to
develop.
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1 | BRARATEE & 22 Understanding marketing C2 ACG
management
2[RRI Capturing marketing insights P4 ACG
3| ERAITHE(4p) Using marketing tools (4P) P4 ACG
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1 | 09/13 | Marketing: Creating and Capturing Customer Value

2 | 09/20 | Company and Marketing Strategy: Partnering to
Build Customer

3 | 09/27 | The Marketing Environment

4 | 10/04 | Managing Marketing Information to Gain Customer
Insights

5 | 10/11 | Consumer Markets and Consumer Buyer Behavior




6 | 10/18 | Business Markets and Business Buyer Behavior

7 | 10/25 | Customer—Driven Marketing Strategy: Creating
Value for Target Customers

8 | 11/01 | Product, Services, and Brands: Building Customer
Value

9 | 11/08 | New—Product Development and Life—Cycle Strategies

10 | 11/15 | AP &£ KA

11 | 11/22 | Pricing: Understanding and Capturing Customer
Value/ Pricing Strategies

12 | 11/29 | Marketing Channels: Delivering Customer Value

13 | 12/06 | Retailing and Wholesaling

14 | 12/13 | Communicating Customer Value: Integrated
Marketing Communication Strategy

15 | 12/20 | Advertising and Public Relations

16 | 12/27 | Personal Selling and Sales Promotion

17 | 01/03 | Direct and Online Marketing: Building Direct
Customer Relationships

18 | 01/10 | #AKF KB

Kotler,Armstrong (2010). Principles of Marketing, 13th E,, Pearson(%i )
Ycttach | Kotler, Kwller (2009). Marketing Management, 13th E, Pearson #HABZ)
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