FAZ— 113 Eg8A

= ¥ S5== = = =
RERAXBRIFAEBREHNE=
= BRREAER
) - T |HEIETHE
(FERHE
#  |Marketing Strategies for Social Work
e TAES 4w FRAB
2)FHRZRL BERNEREER A — ERCHENSR(ERERERAZIR) BRI
FRIR AR A SRR 2 BRI -
)FARENETE e TS A
(4)?%%%?5{%1@%&%&*@ ﬁ%%— Hgﬁﬁé . %i‘%‘IT’E%%EU%ﬁ%
MAHEEE  EREEATIEARIBNAEE
OEHECSE mE¥ammar [(@mbore [(Jutrsr [JHEua
Clets (LS — 28w =238
£ = . & B
(Bl amp |OFBEHE OFmEimn 227
REIBREH - HOMEEHLHEA
(&g £ R
(I LR $H+4 LIER 5
(7)8B A L kR3]
e EIER F @iz
mig b E S EIER @
w13 EE 2=k
@) BEEs (58435 s+ (i 32
WEIE TAC R BB RS )
2522587 282)
()R BRI (R4t 8 mE ¥FE
[ 1% 7 # 8 (@4t 8 CJHE (2R mES)
ERESCEIN 60
(1M ZHEEBHE mEa S




FHZ— 113sEkaRA

[ R 624 P4 %
(12)4% / EEIEEERE x4 [(k3s [(Esargy [e#mes e

n &

Bl - REHEEE

O |E BT S ES %1@%%%%@%
TR THES > ERTHGEME
28 ERAIATHBS éﬁwm&éﬁyxéﬁzggﬁo

i
/Ht
><$

1.Steps in the Strategic Marketing Planning Process.

2.Analyzing the Social Marketing Environment - Developing social
marketing strategies

3.Promotion: deciding on messages, messengers, and creative
strategies ,communication channels; Creating an implementation plan
and sustaining behavior.
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