TEE SNWEED S F IEEIETS S

B 2.
BEATSH R4 s | £
AL - A , ‘fFF
CROSS MEDIA MARKETING COMMUNICATION FF* | HUANG JENN-JIA
+B- FALTTA o
Bk s ;ﬁ:iggﬁgmggp
TAMXMIA F

o (o) & oT O O

BELYMARAEN S EREFH L EL B o
SO VRERLA T RBRHARTRA S L B A

PG D I L

.%gﬁﬁﬁ*:g%gﬁ@%ww AT € FiZ2 i 4 o
AYHEPAT A CEE FREE R A EE T L 2 B R o
Faed kR ’»ﬁz&ﬁ:@#ﬁ S AT R B AR M RAEZ A 4 e

2é Aéﬁ,ﬁ?‘;’ it D EREY QREK/EFT 2 NHFEHEE X
FUF RIRTA 4 FIEfE2 M AR A2 B OB EMAIFTAE 200 4 o

m Y 0w P
&«
el
|4
Em

B ARTHEBIEEGREPS OFE R, T A8 4 3 T4
ﬂi /%

S §

Introducing the integration of various marketing communication tools in
relation to the needs of clients, And how to integrate cross—media strategy

and communicate effectively.




ASARRE P IRE PR s AT P 4 AR L

-~ P ERESGER):
(=) M4, (Cognitive f#EC)AE3 @ Cl 324 ~C2 B2 ~C3 B* ~C4 ~ 47
Co ###~C6 £l
(=) T4t ; (Psychomotor f§ #P)4AE# 1 P1 #% ~P2 4K & ~ P3 M= i -
P4 Tk (£ PS5 p#s 1t~ PG 4] IF
(z) "H& 5 (Affective MAAARE T Al &2 A2 F A3 £40 - A E'_%ﬁ >
A5 piv S A6 P B

SoRE RS TR A TGP A s
(- DL saiesc® B A S ED L (i, ~ T3, 2 THL, e g s
T ¥ T H BB HEC P AR P - 5
(ZOFHE TP K5, F1-62 5/ EHEFEFEETT (blde i T g 5
$5C3~C5~COM P » R ZHACE™T » Fit HHLD A5 k) o
(Z)R BHATLTHE P BAERE T CDPs i 4 B HF P REHE
IICOLTT R E I SRS R TGOt I A
(bl4et T s (4 P is 4, 7 %A ~ AD ~ BEFRS » B33 5] o )

o
B , £0d o , £l #p B 1L
B FEPAR(C *) KEPH(#<) R RV
1 | A SRAZW BY B A A& 617451246 | This course provides the A6 | ABCDE
KRBT EALATH 1546842, 3| basic introduction about the
BB RS ITHBRIEED, IMC related theory and the

IMC process. The students
will be trained for the
cross—media IMC management
ability,

FOF B AR 0F 2 REE

g #gp & T 2 g o

D RRAZIHD R A M ST RAE| i R [ R TR P RAR
SR A DTSRG IBAE, | 1k g B ATIRL
IR A B 17 4 1846 A




AFARZ RFERF o AR EFER

R EREAAZ R 2
@ IR BADRBREALE RBha 4 > N TR ORI RaR
VB o
& T REFTAPRFLDOFEERY > Fi e ~ A fel Fr §
PN e
® FEAK GICIEE SRR B S S LR B R S Y
/ I\ _’g l;’f’l);‘; 3 °
O EA BT TfER A2 FREPESIOMIRE S 0 F 4 EL AR
e FuE A R 4G R AL
& mrrd BB B BB 4 AL 0 X R SRR IT 2 ) e
—_— N J o
& HiEith AEL SRR el E 2B e kot EAL
Tt (e T
& HiLir WBRAALBoReRd > 2 BATREL B I jpL (v
o YRR AT i 4 o
, .o iﬁﬂ’,’i:g’f‘l ',_i;—‘\‘t:i, .ﬂi: ":—"\ﬂ‘\"ii lT{Ek‘:
& ik jffﬁ ERER Y TR X & o A £ R
P4z m % (Subject/Topics) #er
105/02/156~| ., .. ) e s
105/09/21 FRAENLE ST 1B
105/02/22~ e s
Ls0z0s | EEATSHARSE o AT A
105/02/29~
105/03/06 B A% B 38 8 7
105/03/07~
>, j72 3
1050313 | RORBLRAR
105/03/14~] .
kv 25
105/03/20 g S5 8
105/03/21~| . e
105/03/27 RegPE AL, ALY BT B T
105/03/28~ o
sy | AEATHBER
105/04/04~ . N
105/04/10 LR E R
105/04/11~ o N
105/04/17 oo RS il B B 4 2
105/04/18~
30 sk
105/04/24 A
105/04/25~| ,_ 0 e 1
L05/05,/01 TS 15405
105/05/02~| .
wﬁ_._k*:
105/05/08 J & R




105/05/09~| ‘
1310515 | EEBIE, BURLBLG SURH &)
105/05/16~ o
4\ os050n | A RILR S TR 4G
105/05/23~| ,, 1
) 5 )
15| g5 0/0 | P ERATHA
105/05/30~ o
16| 050005 | IF PRALAT SHARAE
108/06/06~| _ o 1o ) s
" osenz | AR BORT A
105/06/13~
40 b
18| 50619 | RIS
Ly s —., BE¥RERBIMRBISHEAARE THR | ‘ | |
B3k | = Thusm) ok, SEAEAES (8) 2EMERASE, BB
AREE | BEHA TRRE N | |
=, EREMIFER TR T E BN, B IEEHERE & R A&,
rEXH | TR, ZER
Micael,D,Lange,F,Smith,T.(2010).Marketing Communication:a Brand narrative
Er T SN approach, UK: John Wiley & Sons,

\\\Xr
<l
pul"™
Sher

2

BB R F(2009) 1 (EAITHZE) , 6 2,

Don ESchultz% %, ZMHH. 8B AKE. HEEFE (2004), (EHSTHEEY, &
it @ Ra Uk,

Larry PercyZ, X348, &A% (2000), (EEATHBHERE) , 6L BARAL
1B,

FEBFE (2001), (EASTHBIES W 2HRIRARTHABE) | &
k: &%,

Don ESchultz% %, #ZE+., ®#MFE (2004), (IMCHEEITHEHE @ AIETH
BAE, FREETHRMOZRMRETR) , 6 R EREARAERN A RL
5l 6 & e,

Esther Thorson% %, Rm%k, ZHW:E (1999), (FE&ITHBRIE), 6L 1
.,

Dawn Lacobucci% &4, MR%A X:E (2007), (AR EEBRELSITHEREE
%Yy, &3t WAL,

Egan,J.(2007).Marketing Communication,London:Thomson,
Fill,C.(2010).Marketing Communications: Interactivity, Communities and Content
,Essex:Pearsons.

Smith,PR &amp; Taylor,J.(2004) Marketing Communication:An Integrated
Approach,London:Kogan Page,

Dahlen,M,Lange &amp; Smith,T.(2010).Marketing Communication: A Brand
Narrative Approach,West Sussex:John Wiley &amp; Sons,

Kimmel,A.J (Ed).(2005).Marketing Communication: New

Approaches, Technologies, and StylesNew York:Oxford,
Varey,R.J.(2005).Marketing Communication: Principles and Practice,New
York:Routledge.

Kitchen,P.J &amp: Pelsmacker,P.D.(2004).Integrated Marketing
Communications: A Primer,New York:Routledge,
Ozuem,W.F.(2004).Conceptualising Marketing Communication in the New
Marketing Paradigm:A Postmodern PerspectiveFlorida:Dissertation,




o
e 6 K (R I SRR R R 2 AR D)

L L P % @FEFE: 200 % WBFFE 400 %
THEE | emiiE 300 %
" Ot (DE£H 1100 %

rfﬂ%‘f”ﬂ% ¥ I8 % % fenk ! http://info. ais. tku. edu. tw/csp & d ik

g B F (%x C http://www. acad. tku. edu. tw/CS/main. php) # 7+ % " #f7 &5

J

;J_.éﬂ:-%‘ 3 '—QT?\:J _{g_)\ o

XABPEERENFTE cFRYDEKHET > p 2B A F S UL -

TAMXM1A2766 0A

%5 F / %5 F 2016/3/22  22:14:38




