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This course provides the basic introduction about the advertising theory and
the process of the advertising production.




ASARRE P IRE PR s AT P 4 AR L

-~ P EREBGER
(- ) Mznar (Cognltlve MACAHR 1 Cl =R ~C2Hf-C3 &* ~C4 »47 -
Co #=#~C6 £l
(=) "#ta , (Psychomotor f#£P)4E# @ Pl #-i ~ P2 8 F & ~ P3 M= 4k i -
P4 B33 it ~PH pd it ~P6 £]iF
(=) THR ) (Affective BHAAES (AL 452 A2 F B A3 €4 M R
5 pit ~ A6 7B

CRERERE TARA S T RO 4 ) 2R

( ViR B KE P RS B H 2 r;&fm s PER e TR e RE s
ﬂﬁi:ﬁrﬁﬁ;‘li HEC-P~AR P - 37 -

(Z)F$RE "5 $1-62 55 BH G EETT (bldc: iuie T RE &
HEZC3~CHCompF > R ZHANCOTT » i B FLPHALTR) -

() 'F%”T’Téiﬁé“r%ﬁ%&% [$REE T CDPsid ) c HARE P HREHE
DO A ) 3 P RITHES SR T ()P4 e
(4o T (o) Fwin 4 | 7 4 RA~ AD ~ BEFPF > Q|35 7] o )

? i
" FE DR 2) e P R(E )

PR B | ()P it 4

| | AEEERZE, BB ARFRRAESZ| This course tries to let the A6 | ABCDE
3 a!

3 B
B LM Sk, I A ¥ E 4| students learning the related
il N gl

=

S8 3 S

I b B AR AR, knowledge about the
advertising and inspires the
students owns the dreams
and the imaginations for the
advertising related careers,

KEIHRLRE > 2aE 2

%}; wF P ®E 2 e

! %Efﬁﬁ'ﬂ% BBAFAZREA L) it A1 S CERIE N R -
H & A8 B AR RS Ty A Fﬁm
A T ER R AR,




AFARZ RFERF o AR EFER

R FRsASFR

RN

> IRARLTF

BERBREAE KR4 > LR R fRrzhi
VR B o

HEFTARBEDFEERY > Tl fch ~ A ey §F
‘:\]L o
F

FE AR

Brjidgp Vg B AL g Mo i B o R RS A A

B i 4

ViEE A RE L R B RSB IRT £ R

® | & OO OO & &
et

£ l,b/:_ s N2 o4 o] N2 L & Y s wn
K HE A I R 4G R AL
B P y:%—,‘ ﬁéﬁ’?‘?’f“f‘-’”@:ﬁﬂa& i\*%\_géﬁ;}gjﬂ' l—h#u L,Jma ;b
A | 4 o
5 1 AE L GO 2 1 kB2 AR
VALK AR Sl
B L i ﬁ%‘ﬁéﬂﬁﬁﬁiﬁi%’g%?%ﬁéﬁﬁwéﬁﬁ
P 5y f2A-R e 4 o
FRE ST i%%ﬁ%i?ﬁiﬁig}é'ﬁ_’iiﬂiggfﬁ\%\»éiﬁlji’r;;

4 o

& R 4

=k

p e

F\

(Subject/Topics) % ir

102/09/16~
102/09/22

n%ﬁiﬁ Eid }%%2.0

102/09/23~
102/09/29

T LT T8N RN LTSS

102/09/30~
102/10/06

AR

102/10/07~
102/10/13

&g, WEEER

102/10/14~
102/10/20

R BIERATA

102/10/21~

N
102/10/27 TG, A

BLEE E 7R

102/10/28~
102/11/03

J& &5 R

102/11/04~

N
102/11/10 RS

[

102/11/11~
102/11/17

& BIE

10

102/11/18~
102/11/24

A E A

11

102/11/25~
102/12/01

e d] o BARH

Rowg

12

102/12/02~
102/12/08

BB R L E




102/12/09~ .
~ &
Bl o219/15 M R S
102/12/16~ -
M 0212722 AT
102/12/23~ W
51 102/12/29 14
102/12/30~ -
16 g0 /05 | B RXAT 4
103/01/06~
A S AE —
7| e300 HELSE (&ZE—XK)
103/01/13~ .
181 103/01/19 HARA AL
" LAHE T R OER A A, AT T R K BRI
B | HMBRAEARL, B X, RREFHRA T IRABER,
ARER | SHRABERE, HEFESITHRESAE R ERRE,
KEXHE TR, HRHK
FARAN—REF I RREIRAKEE (2008) 1 (FLSEGEBAE) , 6 BRAER
¥t | B
O'Guinn,T.C, Allen,C.T.&Semenik,R.J.(2003).Advertising and Integrated Brand
Promotion(3nd ed.), Ohio : South—-Western.
4.4 4 g | Moriarty, Mitchell, Wells R & ; R % K #R:E(2012) © (BEE) , 6 FHX
fEFE N3],
BIEHE(2000) : FRESL : BAEEMHE) , 66 BF 1,
Jhally & % ; Z%}%,_ai(lQQl) CRLEFAE) | 636 @ R AL,
Batra,R. Myers,J.G.&amp; Aaker,D.A.(1996).Advertising Management. New
Jersey :Prentice Hall,
e ) B (A SRR P TR L SRR
®LFEE: 100 % @FFFE: 300 % GHFFE: 400 %
- e o
f?jj OUAFE 200 %
T &L () %
rffz?**i # g3 k%) $en http://info.ais. tku. edu. tw/csp # d it
s B FE (% http://www. acad. tku. edu. tw/CS/main. php) ¥ 7+ % " #fr &5
l% keJ %‘L‘%“%\’_lg—ri\‘J 1E‘_)\o
KA R HEE T E 0“-"-@’3" l;):?;'(yf.lé- ' B AEREE A FE U ﬁuﬁg;}; °
TAMXB2A0764 0A 547 /4 F 2013/7/15 9:13:39




