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marketing strategies

Through the analysis of international markets to develop the competitive
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101/09/10~ ] .
Lo1/0s/16 | Course introduction
101/09/17~ ] ' . .
101/08/93 International marketing and international trade
theory
101/09/24~ ] . . . .
101/09/30 International Marketing and international finance
101/10/01~ ] — .
lo1/10s07 | Introducing the political and legal environment
101/10/08~ Introduci . . :
101/10/14 ntroducing economic environmen
101/10/15~ N
lo1/10/91 | Technology and competition
101/10/22~ ] .
101/10/28 Social culture and consumer behaviors
101/10/29~ _
loi/1104 | Analyzing markets
101/11/05~ Int tonal steategic AL
l01/11/11 | International strategic iances
101/11/12~| . .
wou111g | Mid—term exam.
101/11/19~ Product strat
101/11/25 | Froduct strategy
101/11/26~ Prici teat
101/12/00 | fricing strategy




101/12/03~ .
13 101/12,/09 Channeling strategy
101/12/10~ ..
14 L0L/19/16 Advertising strategy
101/12/17~ L
15 101/12/23 Organization and control
Lg| 10112724~ Busi lanni
L01/12/30 usiness planning
101/12/31~ ) . .
17 102/01/06 The future of international marketing
102/01/07~| .

18) 1020115 | Final exam.
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