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A LR BEMAIR A EF BRI RS o Possess an international perspective on the ®

development trends of the creative arts industry.
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characteristics of the creative arts industry.
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conduct research and development of artistic products.
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Textbook & Other References (Title, Author, Publisher, Agents, Remarks, etc.)

1. Marketing Management, 15th Edition, Philip Kotler & Kevin Lane Keller, Prentice Hall, 2015.
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2009.
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