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This course aims to equip students with the ability to apply
3rtificial intelligence (AI) in advertising strategy and creative
esign.
Through Al-assisted data analysis and content generation, students
will learn to integrate brand strategy, creative thinking, and data
application to plan advertising campaigns that are both innovative and
effective. The course cultivates practical talents capable of
advancing digital promotion and brand communication in the era of Al.
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2 Xk lE L% i 4 o This course introduces how Artificial
Intelllgence (ADl) transforms advertising strategy and creative
practice. Topics include: advertising and promotion planning,
consumer insight and AI analytics, generative Al in copy and visual
design, media strategy, and Al ethics. Through lectures, case
studies, and creative projects using Al tools, students will develop
strategic thinking and creative competence for the Al-driven
advertising era.

B0 F#Ie Lecture : H0%
Method of .
Instruction & w3t Group discussion | 15%

% »|# 34 Case study : 15%

e am ¥ Practical exercises : 20%




3t Lecture : 1~ AgfpfRRprabas ~» ledmatt ~ I B
7 o

2w TEkgEL o AEHALR 2
H %

W RF 5L FER

Ei e 1 ~ Belch, G. & Belch, M. (2023). Advertising and Promotion: An

Textbooks Integrated Marketing Communications Perspective (13th ed.). New York,
NY: McGraw-Hill Education. ' ’
2> ARESWHERF 2P LA G - RFH -2 H e F fFhE
(2024) » Torpl e Al 4 L5y > 42w o9 3L A

S LD LA AR (2020) o TRLE, o HLo 4R Lhd  ER

References 2~ YiE~ 24 % (2019) o THSRGEART TR L HATHMA L) > 4ok o S
oI EgR Yo

B pﬁcﬁnﬁﬁ TP W EER 0 R VAR D WF E AR R o e Tk

Notice oA R A o
Z\W%&#ﬂ%q%m, IRF IR BERKFALTI SR B TRiERF
o B2t

FESD DTSR D 40% (A :)ﬁZO/,IFi’Li %22 20%)

Grading 2~ &AL 1409 (v E20%~ 2 @ 20%)
3~ By E: 20%

%F@W:I\@@éﬂﬁﬁﬁ?ﬂiwwﬁﬁkﬁ

Notes 2HAIR 2 Kt /8RB ALTF B A P HEREY '&




