Tamkang University Academic Year 114, 1st Semester Course Syllabus

Course Title | CROSS MEDIA MARKETING PLANNING Instructor | TZU-HSIEN WU
TAMXB3P * General Course
Course Class | DEPARTMENT OF MASS COMMUNICATION, 3P Details | * Selective

* One Semester
+ 2 Credits

SDG4 Quality education
Relevance

to SDGs

SDG11 Sustainable cities and communities

SDG12 Responsible consumption and production

SDG17 Partnerships for the goals

Departmental Aim of Education

I. Cultivating communication professionals with expertise in "storytelling" and "marketing
communication.”

II. Training communication professionals with expertise in "cross-media and
cross-disciplinary" information processing.

Subject Departmental core competences

A. Good communication skills: to have the capacity for communication, collaboration, and
teamwork to accomplish "content production” and "cultural marketing" projects.

(ratio:20.00)

B. Good ethical values: to demonstrate fundamental ethics and morality in "content

production” and "cultural marketing".(ratio:5.00)

C. Good analytical skills: to demonstrate the capacity to comprehend and to critically analyze

media trends and the current conditions of cultural and creative industries.(ratio:20.00)

D. Good creativity: to demonstrate the capacity for logical reasoning and creative thinking in
identifying, analyzing, and solving problems in "content production" and "cultural

marketing".(ratio:25.00)

E. Good execution skills: to demonstrate the capacity to integrate communication theories
with media practices to implement and accomplish tasks in communication projects.

(ratio:30.00)

Subject Schoolwide essential virtues

1. A global perspective. (ratio:5.00)

2. Information literacy. (ratio:20.00)
3. A vision for the future. (ratio:5.00)
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:20.00)

8. A sense of aesthetic appreciation. (ratio:20.00)

This course aims to help students advance in planning cross-media marketing
communication. It covers integrated marketing communication and the proposal
planning of real marketing projects. As a foundational course for seniors in the
Course marketing program, it emphasizes practical implementation. The course will align
Introduction learning units with the schedule of external competitions, training students to
learn from real projects and expanding their understanding of the cross-media

marketing communication industry.

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 learn: Cogpnitive
1. To understand and observe the marketing communication
(Marcom) industry, and apply integrated marketing communication
(IMC) theories in practice.

2. To cultivate strategic thinking regarding marketing
communication and the messages it conveys.

3. To practice becoming more responsible consumers and potential

advertising and marketing communicators in the future.

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

Core Competences Essential Virtues Teaching Methods Assessment




1| ABCDE 12345678 Discussion, Practicum, Experience Study Assignments,
Discussion(including
classroom and online),
Practicum,
Report(including oral and
written), Activity
Participation
Course Schedule
Week Date Course Contents Note
114/09/15 ~ IO AT . (2 R A ] s A | £ A4
1 RENMR , BRELERSNHE - F—H4EK - BoHF BEAEK
114/09/21
114/09/22 ~ . GEts
2 BN
114/09/28
114/09/29 ~ N N
3 EERBERRS - CMJ
114/10/05
114/10/06 ~ N . -
4 EIRBEBRIBIRAT | FREIREWS Beta
114/10/12
114/10/13 ~ . .
5 ERERSNMA V.1
114/10/19
114/10/20 ~ . .
6 EIRERER V.2
114/10/26
114/10/27 ~ . s e
7 FRBEREREAW | Bk
114/11/02
114/11/03 ~ . .
8 /1 Creative workflow & Al in Marcom
114/11/09
114/11/10 ~ - o
9 G #1 EXR T35 : consumer insight ~ CJM - strategy &
114/11/16
positioning
114/11/17 ~ - .
10 Gl #2 ExR T 15 : What to say, How to say, Materials
114/11/23
114/11/24 ~ .
11 Y Creative IMC plan
114/11/30
114/12/01 ~ . . . .
12 ! Media Buy : mass media & digital media
114/12/07
114/12/08 ~ T e
13 ! Inspectors Day FOIRE ; ERHZE
114/12/14
114/12/15 ~ . .
14 ! Progress Report & Discussion
114/12/21
114/12/22 ~ .
15 ! Final reportI
114/12/28
114/12/29 ~ .
16 1! Final report II
115/01/04
115/01/05 ~ . . . . .
17 ol online | Presentation video - Reflection on learning
115/01/11
115/01/12 ~ .
18 /ol online | QA
115/01/18

Key capabilities

self-directed learning
Problem solving

Interdisciplinary




Interdisciplinary

In addition to teaching content of the teacher's professional field, integrate other subjects or

invite experts and scholars in other fields to share knowledge or teaching

Distinctive
teaching

Project implementation course

Course Content

Logical Thinking
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Textbooks and
Teaching Materials

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

@ Attendance : % 4 Mark of Usual : % 4 Midterm Exam: 20.0 %
& Final Exam: 30.0 %
@ Other (sFiei) 150.0 %

Note

This syllabus may be uploaded at the website of Course Syllabus Management System at
https://web2. 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.

%" Adhere to the concept of intellectual property rights" and "Do not illegally
photocopy, download, or distribute." Using original textbooks is advised. It
is a crime to improperly photocopy others’ publications.
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