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1. understand the fundamental differences between marketing goods and
services
¥ 7L | 2. Describe the factors that shapes customers’ buying decisions
B #% | 3. Know some skills for selling life insurance services
4. Understand how to sell tour services
5. Identify the tactics that help firms retain customers
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1. understand the fundamental differences between marketing goods and

services

2. Describe the factors that shapes customers’ buying decisions
3. Know some skills for selling life insurance services
4. Understand how to sell tour services

5. Identify the tactics that help firms retain customers

RE 7
W &
=%

1. Listening
2. Speaking
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1. understand the fundamental differences between marketing goods and
services
¥ 7L | 2. Describe the factors that shapes customers’ buying decisions
B #% | 3. Know some skills for selling life insurance services

4. Understand how to sell tour services
5. Identify the tactics that help firms retain customers
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1. understand the fundamental differences between marketing goods and

services

2. Describe the factors that shapes customers’ buying decisions

3. Know some skills for selling life insurance services

4. Understand how to sell tour services

5. Identify the tactics that help firms retain customers
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1. Writing

2. Vocabulary and structure

. Do ones’s homework
. In that
. sign up for

. Aim miles

. Cold calling

. Credit card
Financial institution
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1. Appreciate the important roles played by advertising
7 2. Identify the key elements of an effective advertisement
8 4% 3. Discuss the pros and cons of advertising for a company
™ | 4. Talk about the selection of advertising media
5. Write effective advertising message
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1. Appreciate the important roles played by advertising
7 2. Identify the key elements of an effective advertisement
8 4% 3. Discuss the pros and cons of advertising for a company
™ | 4. Talk about the selection of advertising media
5. Write effective advertising message
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1. Appreciate the important roles played by advertising
7 2. Identify the key elements of an effective advertisement
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