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This course is research-oriented and designed to provide the students with a
complete overview of international marketing and a broad understanding on
marketing strategies. This course seeks to help students to learn, link and
apply important international marketing concepts. Moreover, this course
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aims to establish the students’ ability on planning international marketing
management.
2-2 | EEBYHE
& N B FH 2R
4 SR 3 P | PRl | R
1  [Class Introduction 3
2 |Introduction to International Marketing 3
3 |Defining international marketing and strategy 3
4  |Literature review and marketing innovation 3
research
5 |Presentation I and report I 3
6 |Lecture 3
7 [Theoretical framework and assumptions and| 3
E AN G Product inr}ovatior}
9-3 | BB # ik = ek 8  |Consumer innovation 3
MR RS ) 9  [Spring Holidays 0
10 |Presentation II and report 11 3
11 |International Marketing Research | 3
12 |International Marketing Research 11 3
13 |Advertising effectiveness and channel 3
14 |Analytical methods 3
15 |Analytical methods practice 3
16 [Presentation III and report I1I 3
17 |Final exam 0 3
18 |Discussion exam papers 3
TR 48 3
[] 1. FER FATL R 2 A LR
| a‘%’tf—”'ﬂ%ﬁi*ﬂ}’ﬁv‘ﬁfﬁﬁ
94 ®E>N(FH [ 3.7 &} g & @i”"’ffr
s (] 4. #Es%xs SR N2S S o
B 5 EREs PE 7‘5 3%{? e 16 =t BpFEc: 48 |
[ 6. 827 (3 e )
1.3/ ESL ,?fu;F‘iTEJ_ EEEY *F‘: v % 51?“}')3_?
O &« 7
)
(] Hstp TR pmes
2. ¥ BT (20 50 §4~£ By FIm R
b |TUFRIAGT | WG LEG R
&) BoRHP FRE A TR
[] % ssgms 439
[] et ek ~ &6
L] #¥ 53
LI Sk S S U S A D)
(] ¢ augFEFzsa iR




fi 443

AR A B M %
[ Heetaidshse (FHR)
R A B3t F K
9-6 (@#ﬁ%ﬁéﬂ—*ﬂﬁ E-
mail 1248 - HEE
0 %)
(] 1.REGERHEERE
(] 2. & LepafiE K
9 7 EHZTFAX (T B 3 FERELRRTH
HiE) L[] 4. % Eals
(] 5. Atgm
L]

6. bk (H3MA)

REFETA (&
HART X ~ &3¢

Sk B M ARARE (20%) ~ 18 AR5 (40%) ~ #1  & g1 g K 4 (40%)

2-8 A B EATE gtk

%)
94 ERAEEFR(ER

%.38)

HABMABHAE-#@
}“]@%(%)W%ﬁﬁ

FEe(BHREHR

% 45)

® B R
AL

CESTE TS 2 %ﬁ&%
B ARIMAKE TR AT AT
AFRERHE
RS




