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	整合行銷溝通
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	English Course Title
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	Class Format
	Elective
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	none
	Department
	B.M.

	Instructor
	Chun-Tuan Chang
	Credit
	3

	Course Objectives

	The objectives of this course are presented as follows: 

1. To understand that advertising is oriented toward building market share and increasing sales through the development of brand image and long-run consumer loyalty 

2. To analyze the many elements of an advertising campaign, it’s planning, and the execution of message strategy and media selection 

3. To apply communication concepts: signs, field of experience, and meaning 

4. To understand that sales promotion focuses on short-term incentives to encourage purchase or sale of a product or service. 

5. To evaluate elementary techniques of advertising research 

6. To provide practice in the application of advertising theory to practical problems 

7. To achieve market leadership by creating customer satisfaction through product innovation, product quality, and customer service 

8. To integrate ethical considerations into discussion of advertising topics throughout the course

	Course Outline

	This course will provide students with a balanced overview of Integrated Marketing Communication (IMC) and execution. To understand the foundations of successful IMC and execution the course draws upon both theory and practice. Specifically, the course unfolds into a set of topics that are ordered in a manner similar to the stages of a marketing campaign. The course focuses heavily on selecting a target for advertising, developing an effective brand position, and stressing the importance of consumer insight. The course also examines how to execute strategy and to evaluate communication effectiveness.

	Teaching Format

	Lectures/Class discussion/Video watching, Field trips/ Student prsentations

	Office Hours:

	Monday 15:00-17:00 ; Thursday 15:00-17:00 

	Grading Standard: 

	Group project_written (20%) ; Group project_oral (20%); Individual assignmen and reports (20%) ; Case study (20%) ; Class participation (20%)

	Reference/Text

	George E. Belch and Michael A. Belch (2007), “Advertising and Promotion: An Integrated Marketing Communications Perspective, Seventh Edition (International Edition), McGraw Hill. ISBN-13: 978-0-07-0110589-7, ISBN-10: 0-07-0110589-1

	Course content/ Progress / Documents

	Week

Date

Content

1

2009/09/14~2009/09/20

Introduction to Advertising and Targeting

2

2009/09/21~2009/09/27

Targeting for Growth

3

2009/09/28~2009/10/04

Consumer Insight

4

2009/10/05~2009/10/11

Insight and Brand Positioning

5

2009/10/12~2009/10/18

Brand Positioning

6

2009/10/19~2009/10/25

Sustaining & Changing a Brand’s Position

7

2009/10/26~2009/11/01

Media Strategy

8

2009/11/02~2009/11/08

Media & Creative Strategy

9

2009/11/09~2009/11/15

Creative Strategy

10

2009/11/16~2009/11/22

Evaluation of broadcast media

11

2009/11/23~2009/11/29

Evaluation of print media

12

2009/11/30~2009/12/06

Support media

13

2009/12/07~2009/12/13

Direct marketing

14

2009/12/14~2009/12/20

The Internet and interactive media

15

2009/12/21~2009/12/27

Sales promotion

16

2009/12/28~2010/01/03

Public Relations, publicity, and corporate advertising

17

2010/01/04~2010/01/10

Personal selling

18

2010/01/11~2010/01/17

Measuring the effectiveness of the promotional programs




