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This course aims to teach students the fundamental concepts of brand
marketing communication and the trends in marketing communication in the
Al era, The course emphasizes the application of concepts by students,
hands—-on experience through site visits, and analysis and practice of brand
cases, in order to cultivate students' understanding and sensitivity toward
brand marketing communication, In response to industry trends, the course
also encourages students to collaborate and learn with Al tools, thereby
placing greater emphasis on the optimization and iteration of students'
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1. Understand the development of the marketing
communication industry, basic concepts of brand
marketing communication,

2. Experience the key elements of brand marketing
communication through practical exercises: initial
information collection and analysis, strategic planning,
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vo B FE 191, 3. Cultivate sensitivity to advertising, learn to dissect
and analyze the diverse brand cases encountered in
daily life,
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