At E10BRERY 2B FEKHL T 2

B 5

< 2 g k=1
WAL A bl RN
FF* | LIN SHENG HAO

INTRODUCTION TO ADVERTISING
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The goal of this course is to help students understand the role that
advertising plays in marketing communications and how advertising works,
including the process of advertising, advertising strategies, advertising
messages, advertising media, and performance reviews, The orientation of
this course is to provide an ad learning and classic masterpieces ad tour to
help the students be interested in advertising and integrated marketing, and
then apply them to future plans and ideas.




ASARRE P IRE PR s AT P 4 AR L

-~ PR s (EH
(=) Made (Cognltlve M HC) 4R 1 Cl '"c'h’é ~C2 BfE~C3 st ~C4 » 47~
C5 T~ (06 £lid
(=) T4t ; (Psychomotor f§ #P)4AE# 1 P1 #% ~P2 4K & ~ P3 M= i -
P4 B i® ~P5 p & it ~P6 £]1F
() "H&y (Affective HAAAES AL =X ~A2 7 5~ A3 €A~ A4 3 -
AS Pt~ A6 B

CRERERE TARA S T RO 4 ) 2R

( ViR B KE P RS B H 2 r;&fm s TE s TR e PR s
ﬁﬁiﬁ?{% PR REC-PAR Y - 58 -

(Z)EHE TP A5 $1-62 5P EHEANEFKETT (bl4e iaie TP EE 5
HRIZCI-CHCop» R EANC6TF > i B P HEAEETR) -

(Z)F Ry m 2 AREPHRABEHELE T iODPwid ) cHARFPREHE
I NG D) LA T B B E'J?ii5ll o T CPesid e
(4o T (o) Fwin 4 | 7 4 RA~ AD ~ BEFPF > Q|35 7] o )

B , N R el
#E P E(Y <) HEPE(E?)
5 Y T Y C O
|| 125 A e T oo e £T R 2 % %| Enable students to understand| a4 | AC
48R N . .
BEEXITA, LiEHEEZEMSS M| how brands use advertising
A 9]\1’%:;’}‘)%%{? sniE M # Al | to influence consumer
&, E22F B, behavior and stimulate
learning by analyzing and
observing outstanding
advertising works
HE PRz KT FHTFE D2
B ; T B S 0k pE 5 0k
= i‘fat?ﬁ ’]f;,‘— ?I%‘f = PR T =
1 &%"—iiﬁ‘éTﬁﬁ%Hﬁ?!ﬂJﬁ}@}ﬂ BREZ| HAE ~Hm -~ F -8 | FIESRE PR
FHEATA DREDBELSN sgiai N |
W ME 7 R A A on HE d 805 A
&, EF2F A4E,




AFARZ RFERF o AR EFER

LA BB A AR R -
& IAm i—érﬂ Ak g BBl 4 > L TR W T fR Rk
& ik Bg“ﬁii j\’f:/% Ak g B el E B o B R KA R
o wian L URR LY ARPECIEREE F A
e 3 R E AL S SR DEEAR
& mrri {*%ﬁéﬁ%fr%ﬁﬁ@ oA BRI G S| hY T
N TR UL B o Tty SO BEETF
& Wit %i;iiigi??%%%’%%?%ﬁéﬁfﬁéﬁ#
& ik i%%%%éﬁi%i%}é'ﬁ’i&ﬂiggj‘{\%\»giﬁlji’r;;
ke R A
Tlow N % (Subject/Topics) %
U moeor | RAZM A 525048
2 ot | AR
3| | i s 1846
a0 | BT S A e T A i R
S| oo | BRESE BAZE B A
e s
s | AR
e ces e ey
o iovonan | XS B EREA LT
| |t
|| AR A4 (B P8 AN 1 5 HT)
| | S L @ A




107/05/21~| . N
I
107/05/28~
@ 2| B8t B
41 0770603 B 4 B SRR
107/06/04~| . ,_ ..
1 10770810 BAATHH
107/06/11~ .
11 J07/06/17 14
107/06/18~ .
A/— N £ ¥ 3 A_
17| 07/06/04 BEOITH BB AT HRE S
107/06/25~ -
B 070701 AR A
s oy E3R, FIFEE|, ERAAZL, BE =R EBAFLFREY, EFR
e F a5 = £30%
ARER
wEXRH | T YUK
f& 24 %2 (108R) Moriarty / Advertising & IMC: Principles and Practice 10e
ERaZ R X
55 3 #
:P‘L‘;{]F?F o4 ﬂ\ FaS /#—» I N A ey i L2 W 5 2 ’_ =
¢ e fo (R oG % 0TI T R 2 SR KT R )
®LFEE: 100 % @FFFE: 200 % WHPFFE: 300 %
ok o
f?jj ®RFE 1300 %
T | @it (MEWE) 1100 %
P& F 4§32 %%, $u ! http://info. ais. tku. edu. tw/csp & d Kt
o B F (% http://www. acad. tku. edu. tw/CS/main. php) ¥ 7+ % " #fr 1§
A3 PEAIBTR
MARPErIRENFTL FRYDERPE > p A ERER AFE LA -
TLCXB2A0764 0P $ 4F /% 4F  2018/1/18  19:21:33




