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The main purpose of this class is trying to enlighten the students on the
advertising creativity and forward their knowledge about the advertising
creativity., Hence this class is arranged to introduce the basic concepts,
methods and instruments about the advertising creativity with the real
examples, The students also have lots of chances to practice the advertising
creativity by the required assignments during the term,
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Fe & R 1%3%, TRE | Advertisement is to P6 | ABEGH
B BAEMI ZBEAZR  HEZ 4| communicate a message
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4 Wb BT AITENH & F 69 & | this course is to instruct
LiE@ TR, Rk BE—FFH AE| students how to link the
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MIRFH 69 B 4Z, consumers, This link will lead
the way to make an effective
advertising motif and the
motif could be further
developed into a set of
persuasive advertising
messages. Consequently,
advertisers can successfully
achieve the sales of their
product or service,
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