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EEEBEIRE chodule

PART I: x#&Ei{T#HUnderstanding Sustainability and Marketing

PART II: X#& & 17 A Developing Consumer Behaviour

PART lll: X #&1TiHEL SR I& B I Developing Sustainability Marketing and Strategies
PART IV: Xk #&1Ti}#4H SDeveloping Sustainability Marketing Mix

PART V: Developing the Feature of Sustainability Marketing
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NEEHMEHREEBEXERRNAEERS  FEERRSTRER X ESHEEERE -

This EMI course introduces the main climate change and sustainable development challenges and opportunities of finance, and tries to make

students aware of international sustainable financial trends and norms.

EREARFRERBEEAKSNELREMSE - RIE - TEMAIH -

We will familiarise students with the fundamental financial approaches, strategies, tools, and innovations for addressing those challenges and

opportunities.

ZNEEFEIERE o/ady/e

S Bl XxEXEREBIR(SDGs)

(Introduction to sustainability and UN’s SDG)
HEEEIKBAIRIE - 1 F - 3 (ESG)

(Introduction to UNGC'’s ESG)

K 4B & Rl B PR IR B B 5%

(International principles and initiatives of sustainable finance)
ROKE T RIB I IR

(International sustainable finance trend and current situation)
Bl A4k & = RIAYEENIR T

(Green finance in Taiwan)

BEERERRE - MESH

(Investment and financial analysis of renewable energy projects)

FEEFRABEREZEESTRE

(Green bond principles & climate bonds standard)
KB BESGHIE

(Taiwan's current green bond)
BEATIZHEFRWIE (ESG EWE1R)

(ESG Performance Indicators for capital markets)
ESGHE{EEIREIRR

(ESG and corporate investment decisions)
KEEMEILENIRE

(Sustainable finance and impact investing)

K 4B & RU IR

(Your role in a sustainable finance future)






