~n

[ ) @  FIREAISIFE SRAPRERESRINMEHLYS
l > I 2023FE >35)\X
1. FIRENBEODEXRISIR
BREZ (O—R) I—45F4>01 (TGB211)
BEL (O—R) TGB ¥—4F+4>71 (TGB211)
FHRFER 20—-)ULESRIER == 2FE
FFHRI—X 2J0—/)ULExRXI—X L==1ivE='4 2
RN E TR 2 B REI%R 30
AAETHMmEE TR 2 A HAR HFH
EEERE BEX5 WME
EREXEFCH EE A

2. FEENMBORE

FHEER - BY

EE(S<RAE)ICEVWT(DDVWTO)N—TT 1 VT DEARN(ZFATE)RMIER(DBA)ICDLY
TIEFE(DHW)ZFRDD(SMD) To strengthen understanding of basic Marketing theories
followed by the content of the last year

ERORE EHE

=TT 4 DO DEEH M<K DBA)CDNT, WAB(ZDEDSTD)DT« AHvS 3> EBF(0
NU)IATR(TAZ D)ERZIRAS(FEUZRNS)EDHD(TIHSD) Proceed class through
mutual discussion and case studies.

BRI DFE

TILINA RE(SZ)PEWI(DWVWED)DRR(ESUL)ICEZMIK Lw D) UIEEBIAE(ULCD)ICDWLWTE
(U>tA) 9D Study what you have learned at side-business and shopping

BIE L DFREIRSE

BIC(ORIOBE(BATZVL)ERMWLWUE)ZFD(BD)  Always think about the theories in your
daily life
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1 =T« > EMMAMN?  What is Marketin
&)definition - EEI((FA 7T ! reeting
L))scope) ZIBFE(DML)TD
EmPERDME(NE)ZEDHD
2 |(leheB)AiEHow to add FR(LU &£ DOAME(MS) & (FEI(RIC)HN ? What is product value?
valueZziBfif 9D
——Xneeds. T+ >Ywants. .
- e - _ R ‘o .
33— Zseedst M ? HITES | Xz ESPO>TEBIE(LELDSVAMN)TDNH How to integrate
z customers’ needs to a new product
4 AIDMA/AISASDERI(1FDEL) | BRI EREESRICEDWVDBIEZZESDN ?  What is the process of
ZIBF(DHWN)TD your purchasing something?
-1 JR—%—H®Innovato .
5 theory%@ﬁ@@'g varor BEB(CSEVWED)DSY1T Types of consumers
[5DDH(ENS)] Eim(hS
6 |A) 5 force work modelz=i2fZ | S-/VULIZ5D%D There are 5 rivals for you?
(OIS
3DDER(Z(FA)HKEE(BEAD .
(_ ) . ( FELUrLUP)D#EE(E LDOUR)ICH DM D)ICE? How can the
/ <) 3 basic marketing weak win a competition over the strong?
strategies®IBfR 9 3 P 9
SWOTH I (SATE)ZEBF(ON
8 |LV)IFB Understand SWOT HEEREAMZER  Internal/external factors
ANALYSIS
9 Marketing research®75A = IBf# | COHEB(EVOA)DTENB(DNBI)INEDINZEREB(BLDT)TRICIE?
ERS) How to research if this product will sell well or not?
10 4P& (N ? &#IBFEI D What | ZOER(L&EDVA)FEDPDOTFED(SD)H? How will you market
4P means? this product?
1 RS2 3 =>FpositioningEd — | NI OARK(F)EHNT(OWC) B ERFBEHFEIT S Draw a matrix
>+ >Jtargeting map for positioning your company and service/product
12 HE(BLWOA)product/Mig(H | ER(BWLWOA)MME(DE) E(EE(RIC)H What is a product value?
"< )priceZziBfE 9 D it (& ESRDHD ? How to decide price?
13 TRE(Dw S D5)place/physical |COFER(LALLDVDA)ZEZTHESDMN?  Where will you sell this
distribution=I2f#9 3 new product?
ARFE((FAEV)BE(Z < LA .
14 R7s( ,){EL( < ) BRFERIEE (C(3{AH'd5D ?  Varieties of sales promotion
sales promotion =229 3
is AEA(EAE)ABR(LITA)  1st

term examination
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