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Advertising Strategy Management B4 R FHEEAME

HHAZRER  |7587 Course Number (7587
BRAE  |RXE Instructor  |WU,WEN KUEI
ha e |EERSEEERRE Course Name |Advertising Strategy Management
PRERENL | REHEARELARER A Department
EE R S Required/Elective|Elective
258 |3 Credits 3
AR ETIE E C TR, K Advertising Management is
FEBEEREELE THRERNES advanced level in marketing field. The
RIS EE A HR R A - 24 goal of the course is primarily to
B S IATCRERE o FEREERET guide students to learning the
HELAMEZE - HERAETRI A - 2HE theories and applications of
EIRIG B - PUTHTM GG ERE N Advertising Strategy Management .
REHE FEFIfES: - CHZETD We will use case studies and review
literatures about advertising strategy
to help students master the
theoretical concepts and practices of
Advertising planning, implementation,
and evaluation.
1HRACESE > BEIE - TR - 1.Wells, Moriarty & Burnett(2007),
2.Wells, Moriarty & Burnett(2007), "Advertising : principles and
"Advertising : principles and practice", 7th ed., Pearson
practice", 7th ed., Pearson Education, Inc., New Jersey.(ZEZR({
Education, Inc., New Jersey.(ZFEZR{ )
Bt ) ] Teach-ing 2.Analysis of Advertising Activities
3. BB E AT Materials
4RESE - EEERECEE S BT
DA E#F » DA SCR R 3+ A6
HEEEEE - B RIEETT -
70% * HEfGH - FEE EFR22 70% : Participation, Class
BETE SR (30% : BHISMHEE Grading assignments
30% : Term paper
BEnWE |
R BESERE Part I: Advertising Foundations
F1E LTS ch1. Introduction to Advertising
3 2% EL&HEe - BEENTE ch2. Advertising’s Role in Marketing
IhRe ch3. Advertising and Society
R EEAEIERIRE Part Il: Planning and Strategy
AT R AAENE ch4. How Advertising Works
HOE HEETR ch5. The Consumer Audience
26 ~ 7= KIS MEFSE - SRESHHE] ch6. Strategic Research
ch7. Strategic Planning
BB BEEER
SE8E HIELF S Part lll: Advertising Media
EOE ERREERGE ch8. Print and Out-of-Home Media
$10% I B BRI e ch9. Broadcast Media
BE HESE A EEE ch10. Interactive and Alternative
BEANR Syllabus Media
EE EEAERE ch11. Media Planning and Buying
F12E FEERIRHEFZRIE
P13 BEEE(E Part IV: Creative Advertising
45 A ETERIE ch12. The Creative Side and
Message Strategy
BHR EEBRSHEBETERE ch13. Copywriting
5% EIRITHE ch14. Design and Production
B16E (288 - = - DIKER)
FATE NERRR Part V: Integration and Evaluation
E18E FHRESER ch15. Direct Response
F19EE SERIME ch16. Sales Promotion, Events, and

R EESEESEm ST

Sponsorships
ch17. Public Relations
ch18. Special Advertising Situations




| |ch19. Evaluation of Effectiveness
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