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The primary objective of this class is to enable students to make
appropriate marketing strategies according to the changing environment,
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Marketing: Concepts and Strategies by Pride, WM. and O.C. Ferrell

%g;% B (R W r s § e 1T 2 KRR

OFEHEAL 100 % OMPTEML 300 % SMAEHL 300 %
MG ER TS o
T | et (rmmg) 1300 %

TcH3 4 4978 % 4% $u http://info.ais. thu edu tw/csp & ¢ iy
P B F (% http://www. acad. tku. edu. tw/index. asp/) ®i+F "R F3+ 4
AE | iamin, e

M W AR S o R T BREPE 0 ) AEWEE A F e L
TBTXB2B1432 0P 537 /£ 3F 2011/1/17 0:05:27




