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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,




ARAAKFIHRE RS T AL AL

-~ PR RGER)
(=) M4, (Cognitive f#EC)AE3 @ Cl 324 ~C2 B2 ~C3 B* ~C4 ~ 47
Co ###~C6 £l
(=) "#av y (Psychomotor ff #P)4g#%* : Pl #F ~ P2 845 & ~ P3 Mb2 3k i% -
P4 Tk (£ PS5 p#s 1t~ PG 4] IF
(z) "H& 5 (Affective MAAARE T Al &2 A2 F A3 £40 - A E'_%F >
A5 piv S A6 P B

S REIRE TR, o~ THEAARNGS 2 M

(m)FARFART PR, REDE2 T, ~ THER &2 THR ) DRk
REARF PR HBEC-P ALY - 5F -

(Z)FE¢k"h *%‘%]%‘J ”ﬁ 1~62. 238 pF > THEF| & B %ﬁ\,&?’w?(,’;.}.&r DimAae op *%_%]&J
W LC3-Co~COMPr » R ZHINC6TT » it HHRL PR ETR) -

(Z)R ot ARG IRz TEAAFNA | " HARFIRFHE S
ARG A F S RTHEAS THAARNS | (bl TRALANS T
¥ A ~ AD ~ BEFp# » P33 7)) ©

}3‘ v ﬂ ( d B ) v ﬂ ( At ) #E] F&g 'ri
< <

g KE P& wE P IR(E PRk E A

1| EHAITSHE A 5094, | Designing and Managing 6 CE
Integrated Marketing
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1 | 09/13 | Understanding Marketing Management

2 | 09/20 | Gathering Information and Scanning the Environment

3 | 09/27 | Conducting Marketing Research and Forecasting
Demand

4 | 10/04 | Creating Customer Value, Satisfaction, and Loyalty

5| 10/11 | Analyzing Consumer Markets




6 | 10/18 | Analyzing Business Markets

7 | 10/25 | Identifying Market Segments and Targets

8 | 11/01 | Building Strong Brands

9 | 11/08 | Setting Product Strategy

10 | 11715 | AP #KB

11 | 11/22 | Designing and Managing Services

12 | 11/29 | Developing Pricing Strategies and Programs

13 | 12/06 | Designing and Managing Integrated Marketing
Channels

14 | 12/13 | Managing Retailing, Wholesaling, and Logistics

15 | 12/20 | Designing and Managing Integrated Marketing
Communications

16 | 12/27 | Managing Mass and Personal Communications

17 | 01/03 | Creating Successful Long—-Term Growth

18 | 01/10 | AR KB
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Marketing Management, 13th Edition, by Philip Kotler; Kevin Lane Keller,
2008
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