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2. FEEMBORE

EEE(T<RAE)ICHEVLWT(DDVWTO)N =TT 1 T DEARN(Z(FATE)RMER(DBA)ICDLY
FEEE - B | THEF(OHNWV)ZRDD(S3ND) To strengthen understanding of basic Marketing theories
followed by the content of the last year
=74 2ODEER N DBA)CDNT, WAB(ZDEDTI)DT 1 AHvS 3> ESHF(0
2EROABTEME NO)AR(TAZY D)ERIRMAS(FUIRNS)iEDHD(TIHB) Proceed class through
mutual discussion and case studies.
FIVIA RE(EE)LCELI(DWVWED)DER(EW)ICEB (DK L D)ULIZEIE(LZ3)ICDNT
R one 1 PRES)PHE( JOREWICFBEWD L S)LIEBFR(LED) =
E(U>BA)T D Study what you have learned at side-business and shopping
B L SR ’.%*(.C(?@(C)F‘n‘i%(%/u?’:“b\)%ﬁ%ﬁ(b\b%)%ﬁ’D(ED) Always think about the theories in your
daily life
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S 90~100= BFICEBNIREZERL. FEEEZTROERL TV,
A 80~89s BNrkiEzERL. BEBERFFERL TS,
B 20~ TR FYHEROONDHEZRL. A HRRIRNBHOOSNDEREERZ
% =i =33 ZNRDITHEL TN,
C 60~69: IR ERDOSNDIREBRDORIEZR L. FEBEZELTLD,
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1 . =TT > EMIMN?  What is Marketi
=) definition - HEE((ZA 71 ot Is Tarketing
L\)scope) ZIFFR(DHLV)TD
BmvCEROME(NS)ZEHD
2 (FeheB)AiEHow to add Bm(U & DSOA)MBEDS) & (FHMEGR(C)H ? What is product value?
valueZiBfE 95
——Xneeds. J#>'Ywants,
. T-XREESPOTERE(LEDVAMTSBN? How to integrat
3 S—XseedsEhMAh ? AIBARY ST TBEL(L £ SOADY) ow o Integrate
z customers’ needs to a new product
4 AIDMA/AISASOEAI(FSZK) BOHWEmZEESRICESVDBERIZESN?  What is the process of
ZIBE(DMN)TD your purchasing something?
- I R—4—E5gEInnovator }
5 theory%@ﬁ@?; BEE(CS(EWED)DIT  Types of consumers
[5DDH(EMNS)] Eiw(D5
6 | A) 5 force work modelZI2fE S-/VULIE5D4%pS There are 5 rivals for you?
(OIS
3DDER(Z(FA)HKEE(EAD . .
(. ) . ( FELUPLUPr)N#EEF (ELDUR)ICH DM D)ICE? How can the
7 <) 3 basic marketing ) o
. weak win a competition over the strong?
strategiesz=I2fE9 D
SWOTH(RAEE)ZIBFE(DOH
8 LV)I¥B Understand SWOT HHERERNWER  Internal/external factors
ANALYSIS
9 Marketing researchd75iEaZ 18 COHE(TVLOA)DTND(DINDI)NEINZRE(BLDE)TRICIE?
ERS) How to research if this product will sell well or not?
10 4AP&(HMa ? ZIBfFT D What COBEMmM(L&LDSVA)FESOTFED(SD)H?  How will you market
4P means? this product?
1 RS> 3=>PpositioningEd— X NI OIAK(F)EHNT(OWTC) B ERRBEHFEIT S Draw a matrix
7+ >Jtargeting map for positioning your company and service/product
12 HR(BWLWOA)product/ffitg(H | RHRB(BWLWOA)ME(NS) & (EEI(FRS)H What is a product value?
M < )pricezIBfR 9 S A& (L ESRDHD ? How to decide price?
13 TRIB(Dw S>D3)place/physical | COFER(LALLDVA)EEZTTEDN?  Where will you sell this
distribution=i8f%9 3 new product?
BRFE((FAEV)EBE(Z< LA .
14 ( _) I . ) ARFEARE (C (F{AIN'dpD ?  Varieties of sales promotion
sales promotionZ=i2f# 9 B
15 AIEA(EAE)EBR(LITA)  1st

term examination
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