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The purpose of this course is to help student understand the development of international advertising within the
context of globalization. The course will introduce important concepts and topics in the area of international
advertising. Students will be able to understand the effects of culture on communication strategies and advertising
execution and distinguish advertising styles between different cultures.
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1.Global marketing and advertising:Understanding cultural paradoxes. London:Sage Publications,Inc.de
Mooij,MSage20144(%F1&E)

2.Dynamics of international advertisingBarbara MuellerPeter Lang20112(ZF}&)

3.Advertising and Societies:Global issuesFrith,K.T.&Mueller,B.New York:Peter Lang20102(ZF}&)
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