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EMB510 #9433 ZZ A3} (Leadership & Organizational Change)

2 5L 24 37 stolA dojue Uil 1A, T, A FA Sl
= 2 g4, aglz 74 At g¥H x| dAe a&oln 353‘.7’]]—1?_]
gt o] 24 oldle} AAAR] VHY F5 BEFE R ).

EMB511 7ddzF 2 B3 (Strategic Management) 3:1:3(3)
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EMB514 7397 A8 (Managerial Economics) 3:1:3(3)
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EMB520 v}AI®#E] (Marketing Management) 3:1:3(3)
dd 7Ide]l A &3E AAVY B a&Ho R wA7]7] Y wiA" Y AEH 7IHE AEka,
NG A S, AIGAES}, AEd, 7HE, AR AR, vAlY ARYUAelA, A 2 FAvAY, A0k
g 5o F2 o2 AYE gEu}

EMB521 A3 Bd¥= #8 (Strategic Brand Management) 1.5:0:1.5(2)
B giEodE BdHE 2Aalke HHHJr 54 AR, §HE BH=E QS oA slsta, &8 A9

1) BAl=e] AR} 7, (2) BA= npAg ] de 34, (3) B

EMB530 A3 2 F3A&#E (Operations Management & SCM) 3:1:3(4)
o] HEL& HEYA HHIEHN EXTF 7|dte] HE FFUEYIY A, A L A g, &9
L ES 15 gE2o. A vzy2 AYS d4ss dA%Le N 7193t 4 3011*1 HE 437&



Ao 2 WAt gtk FRUEYIS] AAYHS VEHIE FAsE 7dx2Ae HAFEEF] a9y
o2 FIH Aol date A, S5, F4, O T)E AFst=fdd € gtk ol& $13te]
MAZIFY Ax 2 ML, ARA (TS, FEHE, AAE), 22, AL EF E A= 5o
ES IS A Exo i} 24/FFE ook ). 2 AEoAe HESZ J 7HAFE 9 7HAHE
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EMB531 7]4713 413 AA 702 (Entrepreneurship & New Business Development) 1.5:1:1.5(2)

of THEe A1 A W AN Roke] FRALEA Al RS 2T ofF UAl 38T & 9
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EMB532 841739 (Innovation Management) 1.5:1:1.5(2)
o] HL FalAYg P A, AF#], e Foke] FRANEY HAO|EE st ol HA
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EMB541 eH]Z24x AZF (E—Business Strategy) 1.5:1:1.5(2)
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EMB542 IT 713 %9 (IT Management) 3:1:3(3)
zAo AR EEA I AFH D AAY QA4S ATEY FAORE AR oy A
AEQ A FERA2E e 2 FEAEH 5 B3 2A 71delA

EMB543 7199 ALE] U749 (Social Responsibility Management) 1.5:1:1.5(2)
2 5SS Ve &¥AY, SAFEA, AT A, AEA A9l 3 A A9, AN A9 5
AR AlF Aol et FFA =YA EF JNIEE tRaL, o9k #A-E Al @ dARAE =
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7+ 2 AL A JFE A} (Socially Responsible Investment)E 93+ H7F, 7] =] 3t AEL o). 4
A2 U9 AE7tEe] 4% AFH

EMB561 7|4 A 5 (Corporate Finance) 3:1:3(3)

FUsts AGBPNN ATl G HAG DL ] Qe AFHeR Bas ATALN B
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EMB562 3A 2 AFAE 4 (Accounting & Financial Statement Analysis) 3:

1:

2 35S AFARZE o8t 7 dA H v AGGEHE efsta S8k Fash At 4
7HE tELH

EMB565 3d#8 £ (Risk Management) 1.5:0:1.5(2)
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EMB566 719A34HE (Mergers and Acquisitions) 1.5:0:1.5(2)
DHENAE 7Id T L A5 oo B3 oY ol % HAE FEIT. FAFOE M&AY
EP‘f’hﬂ AHIEAES B3t ZIQ7HAAA, AUA, o1 g, AaxY 59 olnEs THAHLE =Y
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EMB571 &9)84AF+1 (International Field Trip 1) 3:6:3(5)
2w A vjzYzdA a3k gt Ha e HEoly T e §9 VIAEY A9
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of ez FH

EMB572 319)@8&FH9F 10 (International Field Trip II) 3:6:3(5)
B wfEe FAAEANA e AguEddae] ug s 7FEe digk dgES Foke] 229 7]
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EMB601 7399AEAA (Managerial Decision Analysis) 3:1:3(3)
rtAAged Efol d F JEE EFAANS FY F dv Odwt FE 9 B4 RYES e oY T}
A Ao o]5 HA Agstm AHEy e Fo B3 oAbAA B4 SholA] ugdt Al oA
e A% U e AEe

EMB604 AlZ79EA (Managerial Quantitative Analysis) 1. '1‘1 5(2)
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2537 (Negotiation & Conflict Management) 1.5:1:1.5(2)
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EMB633 ALY 9133#7 (Enterprise Risk Management) 1.5:1:1.5(2)

2 5 7d 9B A dAs= A APEES TE(AE B9 AF 9, 9399, 999, A

T8 Soska, 1 #A wAUSS AuEoEH, VA G5l ol X—Véfﬁ AFAY7IHEES Mdste
o

EMB641 AHFH uAAA AT (Strategic Customer Relationship Management (CRM)) 1.5:1:1.
o] &g wiAg ] HEF ] 7 CRM( ARAR)E Mgt 719 2u|Re}e] ds f7]
AE HASA717] fete] M2 ARV|eS ofDA wjxstar A Z17tel dis) Ardsict. A 37A <]
A, 1A T2 oujE, AE| 2~ e FA, CRM—‘J Mg, CRM® F-x29F &7+, 174 A HA st AA A}
g o] F& olfrelth



EMB642 A&7 9% (Knowledge Management (KM)) 1.5:0:1.5(2)
o] P& HaAA] M FAF APYH L A gk o] E nfF oz yFEo] 21417 X447
o AAZRAANA BAAS-HE g5t deAd AAAGHTS sy oz £ = e v, A|2=H,

=
ZRAE B 24ESE UE

EMB643 6A]2u}##] (6 Sigma Management) 1.5:0:1.5(2)
2 e dAAFRE HAMY FHAY A2 devdoz A 6 Alanprye] gk o]siet A

A A ed 2 It i olrEs vET

EMB670 ©o]&23} 2 t}dA #= (Management of Cross Culture & Diversity) 1.5:1:1.5(2)
2 5L FAAQ AEAEA dast AR g E3l(olwsh)e olsE Fg udl #A
9] S HHoR st} olF Y8 FAANES ol olsle] AHgstAl on|, o F

A9l AT P, AES thepgel ofs) Fol ds) WA A,

EMB671 S=ZHAGAHFYA A (Global Business Communication) 1.5:1:1.5(2)
B owyZe stgEo] ZAZC AFS Falo] FEE AYgcor A & JER = Fo] EFo|th
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SEEYEY, SARY, FRUAGCIE, ANALEF] 52 Fate] FodolN wg At 7 ol

NeEe 4% AFES Bt

EMB690 EMBA 544 I (Special Topic in EMBA 1) 1.5:0:1.5(2)
2 W MBAS] M2 AFsEo)Y, Ao e FAE F A2 HEe= Fo|d vhel 535
AE 571 g 58 wipEo|t).

EMB691 EMBA E43=4] II (Special Topic in EMBA II) 3
2 WES MBAS M2 AFFdoly, Ao = FAE gFa A2 oz Fud s 53
AE U477 93 52 wgHol

EMB964 dRZE&£=ZZAE (Field Application Project) 0:6:3(3)
2w AA|de] A" JFd Foste dF S5S gte AS HHoR v A"y x4,
Au| 22 Tl &3 7199 H Al gFo FAsle] AA T2 AELY 2AAFE FAsAA AT
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EMB965 WA (Independent Subject Study)



