Tamkang University Academic Year 113, 2nd Semester Course Syllabus

Course Title | BRAND MANAGEMENT AND MARKETING Instructor | TZU-HSIEN WU
TAMAM1A * General Course
Course Class | MASTER'S PROGRAM, DEPARTMENT OF MASS Details | * Selective

* One Semester

COMMUNICATION, 1A
+ 3 Credits

SDG4 Quality education
Relevance

to SDGs

SDG11 Sustainable cities and communities

SDG12 Responsible consumption and production

Departmental Aim of Education

I. To cultivate communication professionals highly skilled in industry analysis, planning, and
marketing of cultural and creative industries.

I. To train communication professionals highly skilled in conducting information research
and in cross-media innovation applications.

Subject Departmental core competences

A. Excellence in Ethics and Morality: to demonstrate the capacity to integrate the ethics and

social responsibility in the field of communication.(ratio:15.00)

B. Excellence in Research and Analysis: to demonstrate the capacity to undertake systematic
collection, interpretation, analysis, and research of information and their related
issues;(ratio:20.00)

C. Excellence in Independent Thinking: to demonstrate the capacity to independently identify,
analyze, and provide solutions to issues in the field of communication;(ratio:20.00)

D. Excellence in the Synthesis of Theory and Practice: to demonstrate the capacity to apply
communication theories and methods to design and to execute communication
projects;(ratio:25.00)

E. Excellence in Innovation: to demonstrate the capacity to apprehend future trends and to

innovate in cultural and creative industries as well as in cross-media research.(ratio:20.00)

Subject Schoolwide essential virtues

1. A global perspective. (ratio:15.00)
2. Information literacy. (ratio:20.00)
3. A vision for the future. (ratio:15.00)
4. Moral integrity. (ratio:5.00)

5. Independent thinking. (ratio:20.00)

6. A cheerful attitude and healthy lifestyle. (ratio:5.00)




7. A spirit of teamwork and dedication. (ratio:5.00)

8. A sense of aesthetic appreciation. (ratio:15.00)

The course is primarily focused on hands-on project implementation, with theory

learning as a supplement. Through "learning by doing," it guides students to

master the core concepts of brand management and marketing, learn to develop

C brand strategies, conduct consumer research and insights, take stock and
ourse

Introduction integrate resources, and consequently plan effective marketing communication

strategies, as well as creative narrative implementation.

The correspondences between the course's instructional objectives and the cognitive, affective,
and psychomotor objectives.
Differentiate the various objective methods among the cognitive, affective and psychomotor
domains of the course's instructional objectives.

L. Cognitive : Emphasis upon the study of various kinds of knowledge in the cognition of
the course's veracity, conception, procedures, outcomes, etc.
I Affective : Emphasis upon the study of various kinds of knowledge in the course's appeal,
morals, attitude, conviction, values, etc.
IIL.Psychomotor: Emphasis upon the study of the course's physical activity and technical
manipulation.

Teaching Objectives objective methods
No.

1 | Students will be able to: Cognitive
1. Understand and apply the core concepts of brand management
and marketing

2. Cultivate the ability to plan brand strategies

3. Cultivate the ability to plan integrated marketing communications
4. Foster problem-oriented strategic thinking

5. Cultivate the ability to think innovatively and express creativity

The correspondences of teaching objectives : core competences, essential virtues, teaching methods, and assessment

Core Competences Essential Virtues Teaching Methods Assessment
No.
1| ABCDE 12345678 Discussion, Publication, Study Assignments,
Practicum, Experience Discussion(including

classroom and online),
Practicum,
Report(including oral and
written), Activity
Participation
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Key capabilities

self-directed learning

Interdisciplinary




Distinctive
teaching

Project implementation course

Course Content

Logical Thinking

Sustainability issue
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Textbooks and
Teaching Materials

Self-made teaching materials:Presentations
Using teaching materials from other writers:Textbooks, Handouts
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Grading
Policy

@ Attendance : 15,0 % 4@ Mark of Usual : 35.0 % 4 Midterm Exam: 20.0 %
@ Final Exam: 30.0 %
@ Other ( ) : %

Note

This syllabus may be uploaded at the website of Course Syllabus Management System at
http://info.ais.tku.edu.tw/csp or through the link of Course Syllabus Upload posted on the

home page of TKU Office of Academic Affairs at http://www.acad.tku.edu.tw/CS/main.php .

% Unauthorized photocopying is illegal. Using original textbooks is advised. It is a crime
to improperly photocopy others' publications.

TAMAM1A3236 0A

Page:4/4 2025/1/6

18:10:18




