A ERHSORER 103 S5 1 SRR &

u{il%
—

R A BRAERET T
BRI Gy M0D09101
ECIVav Y
FHERPLAR PORCEHRIYH  PURCE R 2
FABRAHT LRl
25 3.0
1S3 5 3
FRRER I EE — 234 Z= T0407
NEE(E HEE
BRI AR AT BT Y 4ERE AT i B S B R R AR AR i B ~ HEEE_LAVNE
F B EREE S ~ (B ZEET - SR & atamby T UINTRER AR B AR TR AR i -
iz HiE A ERIEAT A B A e 8 1 A (R 481 T8 L2 i B iR SR A TR AR &
EHYERS
M AL 1. WEEREORESm ¢ RIIEES T - IELRAEps 4R B AR EOR 2 72 -
2. HEEEATIAOMEETTE AR TH 2 TG BB E TR
3. WP TIH SRR ¢ S EmAERS TN AR R M B s (E (S
4. HEESTTIH Z SREEARE] ¢ BRSNS ER R B A B IR S AT AR e T R
5. HEERATIA AR © PRETAEERTTIN Z A AR ~ G R ORI
6. MEPRITEH ZETIERNS © SRIHMERS 1T HH < R BE T RS 2 B % -
7. HEREATIHZ mpS BB SRS P AHMEER OB LR R S TR
8. P& THH L BB ¢ S am AT IR R (R E R  E1E
FREBLUA R -
TE AR A 1. The theory of internet marketing
2. Internet marketing and the Consumers
3. Internet marketing and the Industrial
4. Internet marketing and its strategy planning
5. Internet marketing and product strategy
6. Internet marketing and price strategy
7. Internet marketing and distribution strategy
8.  The other topic for this class
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(e.g., current trends/issues) may be distributed in class or posted in the course
website.
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