KL<~ B 9B ER S 2B A KE I E L

PRAL E A

)ifr%& a 2

P Chuang Ming-han
INTRODUCTION TO ADVERTISING

TN

A2ge P .
FHE | wn wew oxa

TBEXB4P

g (M) % 5 p %

BT EENFERA FRFRNA DA A o

A ki 4

= x
oo

= »
oo
£ G % % oM

)

T o "EmoO0w

=
[y

—
my
(s

%é#;/ﬁww@ 2% F AT

|4 ﬂlr @)
E‘E

T
<
1\3 ?“
E;

~se

AARE 117 HALILh SR PE 7 A 4 0

_",_
%ﬁﬁi;a%%wﬁﬁﬁﬁ%?ﬁﬁJO

%b“iﬁl—%i&?%%lwu—r‘rsb o

AER RS TRAEL LS

Al 4

1TATSE B R & BB 9 #

ML, Eon, MBHESMET BEEE
SEAIZEREZHREEHER
AFESATSH PR & ikl R vk

D& & EWHI o

1.Analyze the marketing and advertising environment,

2 Through advertising, product, services, and brands building customer value,
3. The generation & practice utilization of creating advertising,

4 Integrated marketing and advertising communications strategy.

0.Case study
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