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Negotlation 1s a profound and crucial discipline, with international negotiations
serving as a means of cross-border discussions aimed at fostering positive
relationships among individuals, businesses, and nations. This course begins by
theoretically defining negotiation, exploring its objectives, and understanding the
principles of effective negotiation. It emphasizes that negotiation 1s omnipresent
in work, life, and interpersonal interactions, where good communication is key.
Effective leadership and management involve negotiating with subordinates, who in
turn use negotiation in upward communication and management. The ability to
negotiate 1s also essential in peer interactions, mutual assistance, and team
collaboration. Furthermore, negotiations extend to dealings with family, relatives,
friends, and classmates in daily life. Through case studies and practical examples,
students will be encouraged to apply their knowledge, gaining a deep understanding
of negotiation principles and techniques. This course aims to enhance students’
commitment to corporate ethics and social responsibility while improving their
leadership, communication, and teamwork skills.
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"Applying MarTech (Marketing + Technology) technology to enhance the value of the consumption
process.” Integrating digital technology and marketing has become an important issue at present. This
course is based on marketing and teaches companies to integrate digital technology, online tools, and
social media into marketing applications from the perspective of international marketing operations, and
how to enhance the perceived value of customers/consumers through digital marketing.
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E-commerce has broken the geographical restrictions and the business models of traditional trade,
becoming a core strategy for both developing and developed countries to increase GDP. To confront
major changes and challenges in the competitive environment, rapidly changing technology and
consumer behavior, organizations and their employees must understand and apply the Internet and
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various online platforms to assist them for digital transformation into e-commerce or mobile commerce.
This course elaborates the past, present, and future of business (offline) business models (online and
offline integration) through the introduction of different e-commerce models and the analysis of
practical industrial cases. It also arranges industry experts with rich related experiences to share how
organization operate the online and offline integration. In the end, this course combine practice with
theory to strengthen students' knowledge and application skills of 020 e-commerce.
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The meeting and exhibition industry has a close relationship with national economic
development, making the cultivation of professional talents in this field a
priority. This course begins with an introduction to the scope of the meeting and
exhibition industry. Through both theoretical and practical presentations, students
will learn about the development background, economic contributions, planning and
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marketing management, current research status, and trends of the meeting and
exhibition industry. Following this, the course delves deeper into marketing and

management knowledge, covering three main parts:
Analytical Methods in Meeting and Exhibition Marketing,”
Marketing in the Meeting and Exhibition Industry,”

and

Innovation of Meeting and Exhibition Marketing Theories in the Field.”
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I 748 (Artificial Intelligence for Marketing)
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The application of artificial intelligence has become an inevitable trend and important issue in the
development of various fields. This course examines the application of artificial intelligence in the
marketing field from the perspective of information and marketing. Its content covers three aspects:
basic marketing concepts, customer value as the core, and Al technology and application. It teaches
companies how to use big data, Al technology, machine and deep learning in marketing applications,
and how to enhance corporate competitiveness through Al marketing.
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Course introduction and overview. Course presentation and goal setting.
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2 Marketing in the Digital Age
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Consumer Behavior in Digital Marketing Environment
BT ESY
4 Target Audience Management in the Digital Age
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Big Data Analysis and Business Intelligence
P B e PLTE it
0 Internet of Things Technology and Applications
A ES
! Introduction to Artificial Intelligence
8 WEEYHFEAZY
Machine Learning and Deep Learning
9 LA
Midterm Exam
TEA408FERY
10 Retail 4.0 and Smart Retail
FEF R e sE
1 Smart Logistics and Supply Chain Management
1 TE & ﬁn&
Smart Finance
i A r"’%? pail
13 Digital Product Management
14 B E RS F 1T
Customer Experience Management
15 d TFH PRI R L
From Marketing Technology to Growth Hacker
15 | EERETL
Digital Two-Sided Platforms
17 PR L DIATE &
From Network Selling to New Retailing
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Final Exam
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AL L Rk R&ET (Consumer Insight and Practical Applications)
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With the advancement of information and communication technologies, marketing decisions
increasingly rely on artificial intelligence technology. This course aims to help students understand the
application and trends of consumer research, data analysis and artificial intelligence in exploring
consumer needs and behaviors. It briefly introduces the principles of big data analysis and data mining,
as well as their application in consumer insight and the main methods and tools of marketing research.
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