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The purpose of this course is to help student understand the development of international advertising within the
context of globalization. Students will be able to distinguish between different cultures' advertising styles.

GEZREE R

F01H : SRENEE

02 « Bk

F03E : EFESRET R

F04H - BERESEEZEREIN
5505 « BTN IR
55064 - LEEER

SB07H : SUEPAVER()ES M Q)IFES %
SF084 : SALREIE R

09 « HATEE TS
108 « LAY A (EREE

F1A  BEETE

P12 « ARISULHEEER
P13+ BETORESH b E YA
P48 « FRESUEHIRE RS
F158 : S

P16 © DS

PATHE  THEEE

F18HE - IRFE RIS

ARERB R © 15%

AHREEER - BREARGEER -

T EBM

1.Global marketing and advertising:Understanding cultural paradoxes. London:Sage Publications,Inc.de
Mooij,MSage20144(ZF}E)
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