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Construction of Teaching Mode of Sino—Australia Cooperative

“Consumer Behavior Analysis”

in Higher Vocational Schools

—The Case of Sino—Austria Cooperative Teaching of Guangdong Vocational College of

Food and Drug

LIU Xiao—dan

(Guangdong Vocational College of Food and Drug, Guangzhou Guangdong 510520, China)

Abstract

Sino—Austria cooperative

“Consumer Behavior Analysis”

is one of professional core courses, which is intro-

duced by China from Austrian TAFF system. Due to its specific course characteristic and teaching design idea, it is criti-
cal to introduce the teaching modes to localize the course in teaching process, such as the presentation teaching mode,
the case analysis teaching mode and the original English movies teaching mode, so as to innovate the teaching mode of
Sino—Australia cooperative higher vocational education.
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