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0 AE3H (Managerial Economics)
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o YEtMOl FHS SHSIHUM, 53| AFL FH7I k= 7|Y1 0|52 FYE MY E= AFOAM Lt
BiLt= CHYSr MEt) 2 oy §2 FE gt £ S4MY, 384 § 58 Aol tiet o
ToF BH, AEAA, 7Yl Atp|A Ml ot S oHX| AN 2okt 7Y dZo FEgs Fe 4B
e dMo| ofgt A7 JhsSich X|F7HK|e] EYWEL TEs e CHYstH, &A= 28 Tzt =
= YREY dNd1A, ota2d S Otget 8708, =2X|Q 7Y sof &St Ut

0 28 (Finance)
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O OHAI” (Marketing)
IS St JHXHED AMHA S S LA ZRYH JHNE 2S5h= WELE O Yo TR
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Organization and Strategic Management)
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O 3| A (Accounting)
A 200X = 71l 2AA FHERL A A|A"-O| YK A A2AIY TEH| D[X|= oo% ZF—E
A FHEZE oith. MREHeZ= IAFES R84, 7|°* I—H X2 22|t oAFATE, M 2A|, HAE
Z 71 AH T, I[AZEALE SO st oMol AFE Aottt J7|E —T‘E HhE
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0O MZ4Y (IT Management)

3 HSl= [T(Information Technology) 7|22 MEXQI ZAIHAY MZ2 7|39t HIIE 238t Lt
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0 SMZAA (Green Business)

7|2 geiet oK nZzol XN EEHO| CHH|SEY| St Zt Ligtet 7|Y2 S @eots OpEy
Of oot EtABiER M7t SURAN2Z MfX|L Us 7H2H 7I¥2 SRt Algel eztol thH|
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