R ahA? ~ B

LESAN ERHCE Y1 S AR TS SN S A
BAL LA 1P RELEFE CRE-= 1 «'@s):
fr}éﬁcﬁ,ﬁ?ii3mi“’§£5"“rlra‘9p"4m12 R L E SRR R

«a‘”eﬁt?fa‘”f‘\—'".& °
AR R £ f“ﬂﬂ dEMRTmE BT > BERNFIREE By
BEFFTF-REFTFE 'I?ﬁ*§4ﬁiﬁz‘ AR o Fgﬁzg RN E S
gi‘"“i%’ﬁfﬁ? S HRTHE C RFEFERGF LT 8T
’g_,_—% J;:%gé“,]._ﬁ;g;‘/\@g;*i#%»h;} ,v}m&ﬂJo
W AR AEEMI KR FE 00T HeIE
= G g Bn i LR
s T RERFEMREMN GEEFR
- FESGEEE L RS BT RS b
AR RE I FRA RFA I TER PR
s EAAEPw R i I s SRR
» ZARAEEE A2 RIEEAPM T E 2 i
* HRRAI-FLREZAE
2 FRBEINEF
= ERY e E
s BRI &\(Q L2 )
e A - = i wéﬁ— B G 6044w 20 4485 B ASRES
PER > 15 2 4apF m&"#‘if » 20 4,\ 4B B % BE E—%B#.‘%é\ o R R
62 30 24 IR > B 104 4d FL FiFHFETREAM L
F4
*HEE CHYEL 50% ~ A 22 50% o
##% & 4t: Seminar on Industrial and Commercial Psychology
(3% Pefzt &)
Course Description
This course provides the opportunity for graduate students to present thesis
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proposals, exchange research ideas, and get familiar with processes of conducting

academic studies.

Course Objectives
The purpose of the course is to provide a two-way interaction between graduate

students and their advisors. Valuable feedback and insight will not only contribute to



students’ understanding of organizational behavior but also prepare them to be future

organizational/marketing researchers.

Grading

Proposal presentation 50%

Class participation 50%



