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課程相關資訊
· 時間        ：   Friday 第5~7節( 12:10 to 15:00)   

· 地點        ：    B505
· 開課班級： 國貿系國企碩士班二年級
· 必選修    ：   選修

· 學分數    ：   下學期3學分

· 授課方式：  課堂講授、paper研討

· 教學設備：  單槍投影機

· 教材課本：1.Advertising: Principles and Practice. (2003)  

by Wells, Burnett, and Moriarty
2. reading assignments

· 成績考核：以上課公佈為準‧

· Course Requirements and Grading：

· Class absence hurts not only the quality of your learning, but that of your classmates as well. Please make every effort not to miss class. Participants who miss two classes will be withdrawn from the course.

· Course grading：(暫定)
                                                                                                   Weight

       Assigned reading Presentation and Written Report         30%                                                              

       Group Project                                                                       30%　

       Mid-term Exam                                                              　  20%
Final Exam                                                                           20%
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