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I%K?% Basic Literacy

O > fb&Fz&

Cultural Literacy
O 2 s Bk

Historical awareness
O i

Art and visual literacy
O ARERE

Civic literacy
L A E

Global Vision
O Azl 122

Concerns of Life

| i% 1.5 /7 Competence

O S8 SCRE R I BE

To use language skills
W R RS

To think critically
W PSSR

To cross disciplinary boundaries
O e B Es:

To adapt to social change
O A EEESRE )

To practice
W Sl B RE

To innovate and lead

J :77&iEtii Course Description

FHER 2 Department/Institute: 7@ 3% 5.0,
Courses of General Education
BHERZER Instructor: [ E:ZE Chen, Fay ;
{hiEEFs Chung, Hsiao-Ling

FHEREEAE Academic Year: 0107
FHZREZHA Semester: 2

FHERFE9E Serial Number: 382
2B B Course No (Attribute Code):
GE 2596

2 Z 45 Course System Number:
A921800

43I Class Code:

25581 No. of Credits: 2

SRFEEE= Medium of Instruction: 57

English

| :ii2485k Course Website:

TSR B e

Prerequisite Course(s):

ZETR4% & =1 Contact with
Teacher

Associate Prof., Chung, Hsiao-Ling fififi
¥%; Assistant Prof. Chen, Fay [iiZ:
% hichung@mail.ncku.edu.tw;

faychen@mail.ncku.edu.tw

I Bh2:& 51 Contact with Tutor

The course aims to develop undergraduate students’ S C Poli
fundamental understanding toward the principles and I SAERie Course Po Icy
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practices of ‘creative marketing’ and its applications to the
context of local community development. Students will
learn about how to explore and examine issues of local
communities and culture, and how the tools and principles
of creative marketing can be integrated in community
development. The course proceeds through two
approaches: subject-specific lectures and project-based
group exercises, and is divided into three parts. PART 1:
The Fundamental Concepts starts the lecture series
introducing the key concepts, including the definitions of
Cultural and Creative Industries (CCl) and relates to the
basics pf Creative Marketing by referring to the local
cases, and the challenges surrounding its recent
development. The first part completes with briefing
students’ group projects guideline and a mini workshop.
PART 2: Contexts of Cultural and Creative Design
continues to be 1) an successive introduction of the
fundamental concepts and cases from the perspectives of
the Communities, Culture and Contexts; and 2) students’
progress report and feedback of their community
development group projects. Students will be able to work
in groups and to identify and compare the developmental
problems, trends and conditions of the chosen cases. By
discussing the development approaches that have been
applied to the selected cases, students will be able to
critically analyze the conditions and factors that have
contributed to their current state and to propose for an
alternative way forward. PART 3: Practicing and
Presentation will conclude the course by conducting
collaborative projects and workshops on the assigned
community, and students’ final presentations. Students will
learn and reflect upon the key concepts of creative
marketing through lectures, group exercise and workshop
across themes of ‘community’ and ‘culture’ and ‘context’.
The course aims to develop undergraduate students’
fundamental understanding toward the principles and
practices of ‘creative marketing’ and its applications to the
context of local community development. Students will
learn about how to explore and examine issues of local
communities and culture, and how the tools and principles
of creative marketing can be integrated in community
development. The course proceeds through two
approaches: subject-specific lectures and project-based
group exercises, and is divided into three parts. PART 1:
The Fundamental Concepts starts the lecture series
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introducing the key concepts, including the definitions of
Cultural and Creative Industries (CCl) and relates to the
basics pf Creative Marketing by referring to the local
cases, and the challenges surrounding its recent
development. The first part completes with briefing
students’ group projects guideline and a mini workshop.
PART 2: Contexts of Cultural and Creative Design
continues to be 1) an successive introduction of the
fundamental concepts and cases from the perspectives of
the Communities, Culture and Contexts; and 2) students’
progress report and feedback of their community
development group projects. Students will be able to work
in groups and to identify and compare the developmental
problems, trends and conditions of the chosen cases. By
discussing the development approaches that have been
applied to the selected cases, students will be able to
critically analyze the conditions and factors that have
contributed to their current state and to propose for an
alternative way forward. PART 3: Practicing and
Presentation will conclude the course by conducting
collaborative projects and workshops on the assigned
community, and students’ final presentations. Students will
learn and reflect upon the key concepts of creative
marketing through lectures, group exercise and workshop
across themes of ‘community’ and ‘culture’ and ‘context’.

J ;771253 HE Course Objectives

* Develop students’ fundamental understanding of
creative marketing

» Develop students’ cross-culture collaborations
capacities.

 Cultivate students’ critical-ethical thinking toward
community development.

|§%$§3@§ Course Outline

#EE R Progress Description
Week

1 Course Introduction

2 |Holiday OFF

Understanding Key Concepts I: Culture.
Creativity. Industries
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4 Group Projects Guideline Briefing /

Teambuilding

5 Communities |: What is Community? -
Community branding

5 Communities II: Community and

Stakeholders-B2B and B2C Marketing

7 Holiday OFF

Guest Speech (1): Community Service
Design +Social Innovation

9 Mid-term Group Presentations

Culture I: Community Culture and Living

10
--Online and offline Marketing

11 Culture Il: Community and
Commodification-Lifecycle Marketing

12 Guest Speech (2) : Cultural Assets and
Community Regeneration

13 Context I: Cultural and Social Contexts-

Social Marketing / Sustainable tourism

Context Il: Commercial and Economic
14 | Contexts - Product an d Service

development and promotion

15 Collaboration and Workshop in the
Community

16 Collaboration and Workshop in the
Community

17 |Final Group Presentations and Feedback

18 |Submission of project written reports
DL A RS B vl ik BRI T MoE R - The
schedule may be subject to change.

I A e 11 PR S S H AR AH R A

Survey of the conntent relevant to SDGs

AFRIZEASDGsHREIHE AT -
This course is relevant to these items of SDGs as
following:

* JHFR#EES (No poverty)
o {HEEFELE UL (Good health and Well Being)
o pEFEELLF A (Decent work and Economic
growth)
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« JE/DR ST (Reduced Inequalities)
o k&M B[ (sustainable cities and
communities)

I F RIS HM ¥ % Other Surveys of Courses

1 AR AR BRSBTS BLER B R & 42 K

Is there any industry specialist invited in this course?
How many times? Yes, about 2 times.

2 RS S HEETRSINEELIESE))? &

Are there any internships involved in the course? How
many hours? No
3 ATRIE A Al Bt 2T PR 2 ? &

Is this course recognized as an academic ethics
course? In the course how many hours are regarding
academic ethics topics? No
A RIS EIE AT B EEERIE?

Is this course recognized as a Community engagement
and Service learning course? Which community will be
engaged?
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