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(Description)

This course is a studio-style course.In the learning process, we emphasize
students' participation, through the systematic training, aim to strengthen students'
marketing sense and advertising planning skills.

The courses include three parts. First part focuses on market analysis method,
consumer behavior analysis, and the analysis of how the communication works. In
the second part, case study. Through the case analysis to guide students to
understand and master the marketing strategy method. The third part, guide
students to find the relationship between branding and communication, and to think
with a macroscopic view how to understand the brand construction in all media
platform. Finally, hope to give students some basic sense of integrated marketing
communication in today’s internet era.
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