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Practical Social Media Communication focuses on understanding and
strategically applying the communication process. It integrates core skills in
decoding, critical analysis, and situational adaptation, Through theory and
real-world examples, students explore communication construction, assess
information authenticity, and deepen their understanding of communication's
nature, The course fosters strategic thinking and adaptability, preparing
students to innovate and respond effectively to diverse communication
challenges,

REARKCE P B R HA D B M

Bafe 8 pAEL B R T e (Cognitive) | ~ THR (Affective) | ¥ T it (Psychomotor) |
% pRFEA] o

- é&iﬁ?(Cognitive) CFEAGHPOER A RS BRDTE LR EY o
- L (Affective) : FE AP BB FE LA - GA - BEREZEY -
= iisb (Psychomotor) @ ¥ & i 4L P e g6 (T8 Hpbrdf (T2 Y
):}‘?' “ o ﬂ > ’ T (=
B ?I?B*ﬂf( 2 ) ?I%B’]‘ﬁf(‘g??>
|| Y7 B 25 2 R A Y U B 1B AT | Deconstructing the communication process from
A IR N A A E AL HEFNRE | encoding to decoding
) 4% & Exploring Habermas's validity claims and applying
24 f’& 153 2% sH8 & 09 7% 38 5k »& | them to contemporary examples
Learning to design effective communication strategies
based on context
HEPHR2ZPEREA - Pond A AR RRE Y FEEE e N
e | B () RS e spE g L
I| $i | ABCDE 12345678 | A Ftw o F L R IT M | Hm (T %E R
% DN LR
TR
® ke R £
R L m % (Subject/Topics) #2r
=X
114/02/17~ "
s@go AN s SN AE
ey | AR, SERARE
114/02/24~ e e o
sy | ETEFREEY AR, ReE, RRH IR
114/03/03~ e s s .
114/03,/00 [ 32 4 M Z % (comprehensibility)
114/03/10~ o
114/03/16 ARG (truth)




5 Eijgig;w By #% (appropriateness)

6 Eijgzjzéw AWM ZAHE (sincerity)

[ | e nn

R

Jia | mrssens

o WO B 6 Lo

| M o mp et m

v | awsn

B3] | A K s

| DV e 2 A

15| VO e g 2 s

R

T o | R

8 111;22;;? HEPRMH2 AR B LR LK B, R IF R
2EHSIKTEL)

aﬂw%? Ay~ TR RAgfEid s s

B 4

STEAMAZ(SHL 8 ~ TH 3 ~Ex 42 ~ Mlic5 > f& ~ A% < Hjetp )
B2 3 AR

sy eas
#95E| g/ g (PR
A 5y %ig“i('krAR/VRi )ﬁl‘l’ » Az

g | RV EESET (R R R ERS RS
?i;}’%l“\ » Ly
ATl




R Al 12855

YR | RRAEHENZALEZYEAMEF, ARELEMMMEALERKX Al T,
/l%ijﬁ
24 4E AR . . . . .
2k E AR Al e RAEERR, LFEMN, 2FERE) | LEREH
FRM T X, FAMEX T AWM RS LA B ZA AL 8912 A 7,
EARBEIERERX AL TRABEREMMRSG, HHRERAEINTFY R
R F3tas
HEPERFA ) ) o \
HEREBEMEHAERXN Al RZE, HEHEART A KR ZRNA TR,
R ERS : o
BRARBEHNATZARNZTLEFALFEARE,
) PECE S E
FpE | RA AR A
feit | HARH:
B : 1. Hund, E. (2023). The influencer industry: The quest for
authenticity on social media, (# 8 T, RI4FE ? 494 E TR EAE
My, ZAEFE ARHRAE, 2. HAMH(2016), HARE I HRIE
B, WBFAEBRMILL, KM TERRBRENET(EMEE), £
W Bk XA, (R F B mar2015)
P Hund, E. (2023). The influencer industry: The quest for authenticity on
7R social media, (LA T, BRIFE ? Mz EwMREATH) , 25FE, XX
AL,
A (2016), RAME ( MRER, HARFRAESHILSL RMOATEHR
JEiBE MRS (EMERE), £W B b, (RF $HR42015) |
Cukier, W., Bauer, R, & Middleton, C. (2004). Applying Habermas' validity
claims as a standard for critical discourse analysis. Information systems
research: Relevant theory and informed practice, 233—-258,
Enke, N, & Borchers, N. S, (2021). Social media influencers in strategic
communication: A conceptual framework for strategic social media influencer
communication. In Social media influencers in strategic communication (pp.
7-23). Routledge.
Swani, K, & Labrecque, L. I. (2020). Like, Comment, or Share?
Self-presentation vs, brand relationships as drivers of social media
engagement choices, Marketing Letters, 31(2-3), 279-298.
s ®LFE: 200 % @FEHFE: 200 % SHEFFE:250 %
IS emxiE 50 %
T Ok (BARE) 1100 %
"HHEE A F I kM) $u thttps://info. ais. thu. edu. tw/csp & d F At
8 4 | FIoRBTRCRSPEAFRAL, @5 -
AR EEENTE - gﬁ—fé FRERPEL P FEREE A FE UL
TAMXB2A3274 0P 5 47 /£ 4F 2025/4/3  21:10:09




