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#A27 5 ¢ With the coming of the digital era, cross-border e-commerce has become

Course an important business model. As the digital platform presents a new

Objectives ~ Way for international expansion, developing an international digital
marketing strategy has become a critical challenge for businesses.
This course will explore the realities and implications of electronic
commerce from a marketer s perspective and will introduce a wide
range of cross-border e-commerce issues, such as global cross-border
trends, cross-border e-commerce practices, and e-commerce ecosystems,
the challenges of traditional industry s digital transformation,
online consumer behavior and consumption patterns, omnichannel
marketing and major e-commerce platforms in regional markets. In
addition, the course will introduce the concepts of e-commerce, cross-
border e-commerce, and digital marketing practices through the case
discussion on the practices of firms and product types to develop
students’ digital marketing planning and execution capabilities in the
cross-border e-commerce marketplaces.

#A2~ % © As 1t has become more important than ever for marketers to realize

Outline of that they are competing in a global environment; therefore, today’ s

Lectures marketers need to develop the knowledge, sensitivity, and skills
required to successfully operate in a dynamic global market. The
purpose of this course is to enable students with an understanding of
international marketing theory and practice, and to establish the
analytical skills of international markets and skills in developing
marketing strategies in international contexts. The lectures will
include: international business overview, global marketing
environment, global market analysis, global marketing strategies, and
global marketing-related concepts and practices.
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New York: Routledge.
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Notice
F 3 380 Assignment Grading %
Grading 1. Class Attendance (5%) and Participation (5%) 10%
2. In-class Exercises 20%
3. Article Presentation 10%
4. Term Project (Oral Presentation 15% + Written Report 20%) 35%
5. Final Exam 25%
& 3xzp ¢ 1. Authorization codes are limited and not available by email. Please
Notes attend the first week to register; priority will be given to those

present after review.
2. Attendance and participation assessment begins Week 2




