AEHEAS

1118 45 2188 3% % A8

iR 2286 T

EE e s FECId s s 4

=258 P EELIA2 I ST PO 4 42 42 4% ABE
B

I — i

AREEREBAE THIAE

=OE E—PTEM LCEEFE DR BENEERRE - BANERSVEENRETRISHLEEEAR
FHE - @iaaRsER O EEFREUSTREZET -

1. T HONEE O R DB B AR -

2 BRI O EREARFE RS HREST -
SEMHBEEHE MEEMFMFEANRZ BHEERE -
4. TEEE LESE RREREL -

The purpose of this course is to understand the basic principles of consumer psychology and the psychological
factors in the development of ads. The students will be able to apply the basic principles of psychology to advertising
analysis.
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