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1 BElEART B A EHY S AL E H N2 | To be able to understanding
marketing business planning each kind of type and practice content , 3 {THELHE
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i E EEBLE A | To be able to identify the kind of marketing strategy and
the technical type in each enterprise manages practices, and propose marketing
planning under different operating condition suitably , 7 &4 BN E]
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which passes through the TIMS preliminary marketing business planning
authentication , 8 ‘& #54% g BzE 1T

4 HEREEFRIEE B EPININE » WA Z 8N EEEIFREL | To be
able to simplify practice case content, and can share and discuss the advantages
success and failure under the different conditions and decisions , 12 FZEELE
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able to share learning achievement and complete the team work with the team
partner, and undertakes the study achievement together , 13 T {EREEEBLE X &
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The Common Principles in Marketing Planning

Marketing Strategy Planning Process and Planning Practice

Marketing Research and Market Planning Practice

Product Strategy and New Product Planning Practice

Channel Strategy and Service Business Planning Practice

Promotion Strategy and Advertising Planning Practice

Pricing Strategy and Sales Planning Practice

Customer Relation management and Customer Satisfied Planning Practice
Brand Strategy and Position Planning Practice
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