1088 & & p FELFLZ AL Ry rn £4 4

- kTP

RETRAHAL  AFRRVAMERLFRARL ) WAL D R E ek L4 A Y
FEPRFE A2 R EFHnE Lo SR AL AT A AR R A LGy e g g
it e ARKT P ARACT S
Lt M3 CARAEZ R » BAPH T A2 2 pidm s B AT PEREL LR B
THASMLRFFL A o
2AEARFIOARGEYFRE O RAPILAF LG EERE A > d AT FF AP TR
TREABEAESEFFAL AT -
IR AFCFHEREF Y  FRAHNFEZ LIRS 22 ZR R 2 RBEFTHI B
TREECFA AT A
=~ ARG

@*Wwa%<wP&% ﬁ%wﬁ’é54¢%4m,wpi FlRAEF P~ A ER £
BE O FIM o AAr R E B :L:-rf’@p\ﬁlpp BT TRIE > X500 TR AR Bt B o 3k
ARRL R R BP AR B HHRGA EEEU SR A E e A Ak URB R A

q:ﬁ'?l“? frbr'},}fﬂ'i‘/(‘d °

= APMRP
Zﬁ‘-’&m 27-;I
LEE LY I0F S (FHEIH65A)
I8 %2t E L8> (PhD)

T AR R

(__)113]3'344»;‘—

i ¥ AR

VAR AR I | g [mp _
1 4 5T ) 21 R AH AL EEY AT E2E A -
Bisipiz  [B e 6

EICACR BArigr |[Beig 3

ER 1 4 FTiAR 1 i 9TiE 3 6

- ~HE LB TP
ltgﬁﬁﬁﬁg v P-F Té"l i iE A F'Jfé" s m= “—‘-%
2.1§—§§1“?‘Qr"éﬁx Tgsi;_gﬁ]:o

3R 6B ET TR A T ER BARP -

I FRE I EBAIFETAZF TR A REE T ELE Y B E R T A E- 2 &
Lﬁﬁ*ﬁwﬁ*”“ﬁéﬁ&ﬁa7ﬁmo
ZAWP%H’ﬁquﬁwg,vﬁ, A I

3. R ﬁﬁﬁ@%ﬁﬂéiéﬁﬁnllP’vﬁy_ e

4. & %f@a;ﬁ"%~]§]m£§‘f§¢ B4R e
uiﬁ~é$ﬁ%wﬁ§é&iﬁ’%$g;ﬁ41mio

3-1 B H ¢ 109/06/20 11:13:01



108 # g p FF{E L5

B A el -

L i3 Ae
B[RS [ PP (98]0 [5s [3a (5 (IR AR
Bl B o | B P s I e B o B e P i3
#ig [CID801 (=g =2 2% 333 P éii‘ﬁﬁi
Research Methodology FARR & ‘*‘F‘ R
% #J(/‘ FW
EETPEE
N i TIFl 25 |25 |23 | g5 W)W 7=
B YA 2 E S e s e e e o e e DR ER
#iE8 [CIDT99 [xfwip 31313
Master Lecture Series
TE0 00l PErER" BRI T FE T
Application of Foresight in ?\;ﬁcﬁ—f} “‘F‘ F A 7‘ ]
Technology 5T
#iE [CID805 [ 4 Xt 31313 LEESHA ML L
International Marketing F"fag b %
VL GRS < N S
Strategy iﬁ% 7}4(;\17 % )‘ﬁF‘ 4
25 (CIDI05 [AlR 4 ZA ¥ 3[3]3 LEE SR
T Vi #
Industries of Creative Life AR K A %‘F‘ o A
i 2
#iE [CIDI7T IR AEXRTFHH 31313 F7 00 A 58 AR o
Design Topics in Creative F%"Fijﬁ;"” li oL E ]
Industries *ﬁﬁ L)
FEB 0909 [Rii 57 BRI PR
Visual Design Research FARR B ‘*‘F‘ FFE A
& FEZH
#iE |CIDI11 R 313 3 170 AR I At o
Cultural Product Design FRARR L AR LT
7ﬁn’7fi(f, 118
#iEe [CIDII3 |2 =X 5F=4%h 313 3 LR ST xS
Aesthetics and Criticism of ﬁtﬁ-jv =T ‘r‘F‘ Y EN
Everyday Life % L3
#iE [CIDI03 [Fa 1 fs5smy 313 3 LR i
Craft & Design Research ESiAE-WA - S i |
et
#EB [CID80T [ EAIFTH 3|3 3 LEE A B L
Strategy of Innovation FF
HAREE K A zg\;' i
§ 7f’l(/‘ FW
B HHA © 109/06/20 11:13:01



SEEE Tres
= QW o 21 4 - 4 N\
1085 # & p B LFLAIR A R R LT P E L 4
EPEe
D ;1;:1— = . ~ i 7 223 - i B %5 o s | 4 [ P
mE] | AL P FIFl 4% | 53 | 52 | 5 |7 ff@f (=
B Y 7 K-S e B e e e e e J} ”
#i&ig [CID803 |[flZRAE 74 313 3 ST Fake i A N
Creative Industries Marketing ¥ .
%%ER” B AR Ae;‘ DR
L €At
#iE [CID92d IR AEBR=FFT(-)|2]2 2
Independent Study(— )
#iEe [CIDI1S  |#ki=p ZAEFF§ 313 3 =Rk S ‘
Digital Content Research %‘7%}( LR ‘*‘F' S
B
BEG D813 |2 AlFrks g 3
Cultural Innovation Design
#iEn [CID927T [BIRAE®B=FA3(=Z)[2]2 2
Independent Study( = )
#Eg [CIDI17 [ &IA— 7 33 3 B EE DA D
Digital Design Research ﬁg%ﬁ;f;f‘? Y 1]
#iE [CID81] MEHiFH~7 313 3 LEFERYM Y L
Experiential Marketing ¥ P
Research iﬁgéj‘(ﬁ AR R
#i& 2 |CID921 R R s 3|3 3 R erm p%:ﬁ -
Electronic Commerce Fﬁ‘ﬁif / BRI
Research B e
#iF [CID923 [Rixrimisdmy 313 3 L ¥ fé, éﬁvf& ‘
Cognitive Behavior Research F%;j;j‘( ‘*‘F' R
B
#EE [CIDI19 [|#=2 2 $4EF~ 7 3|3 3 T pﬁcﬁ o
Arts and Culture Industries Fﬁ‘ﬁ—j\t N R R
Research - F (;2;4;,)
B HHA © 109/06/20 11:13:01

3-3



