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This course is a highly interdisciplinary program that integrates Design Studies,

)&

Sociology, Psychology, and Urban Planning. The core of the curriculum lies in
treating color as a strategic element with the potential to be a powerful "Tool of
Sensation". Students will learn how to utilize systematic research methodologies
(such as emotional mapping and color data analysis) to gain a deep understanding of
the current color landscape and collective emotional needs of a specific city or
region. Following this analysis, students will apply color theory and design
principles to develop a functional and narrative-driven color strategy plan for
their chosen area. The goal is to enhance Sense of Place, shape the Urban Brand,
and optimize the emotional experience within public environments. Ultimately,
students will present their work in a professional proposal format, demonstrating
how their color strategy achieves effective intervention and improvement in the
city’ s visual intensity and collective affect.
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(Not a Chemistry Class: Molecular aesthetics makes life more

beautiful )
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The course of Molecular Aesthetics and Visual Communication Design aims to combine
science and art to explore the beauty of molecular structures and their application
in visual design. The course content covers the basic principles of molecular science,
helping students understand the form and characteristics of molecular structures,
while guiding them to transform these scientific concepts into artistic design visual
vocabulary. Through experimental design and creative expression, the complexity and
beauty of the molecular world are transformed into creative nutrients. In addition,
the curriculum also focuses on cross-field cooperation, encouraging students to
combine science, art and technology to cultivate innovative thinking and problem-
solving abilities. Through theoretical explanations and practical exercises, students
will comprehensively enhance their perception of scientific aesthetics and master
how to use visual design to effectively convey complex scientific information.

5 BRR B
KA BAEH A T B SR WM S B R g o AR £ 4 B AT
EFDAAMEL > e R g AR hh 3 B AR 0 Al DB F R RehiE
o BAREY A3 B ot s ARk egEd o B0 gl AR Ao PR B
ik o BALE BER PS> FABERF R 0 F R Tgfet g Fo gy
(38

%f-ﬁl “Im‘i”'fjijﬁ o pboob ? 4 ;15_%‘3 SRR a4 ;45 R 5"?‘}?3‘73 é‘—‘;{;‘l.;& m'r%/&%@ﬁ%ﬂ%i??ﬁggo

FF
c—vmr—'g-ﬁ* (20%) DA ﬁ”/)—k&%‘f'}’%ﬁxﬁf I")’Lméﬂ\’?fé'\. s .}:wuﬂf@’# i\%‘n o

FOEHAR (30%) : EFE 2 AR R AR R (7 AL 2 =), maliTh 3 284l 5

B g2 | Kk
@ |t (30%): AEithp FAEY hEF R XA ERRE D
@ LA (20%): T4 ER- BAM  FrTLTATFEE LB

1~ 52 AAFAMEEPE LA
o FYAFEF A MRE  BRBBEL S XA B AT EF DR
FiohiLo
BALRLE MR op Ry otk EEAp K250 o RS
° ?#E_&%"%E FF Y i 4 o R B E PR E A AR T EIE TR
O IR RAN A o R AN EY P B R EER AT % o
@ HEEIF L iFi4 > e A E MBS LT A LT
BAPIPLY NS NHAETREEAF TR IR NERBEL L

FER
ERE -

SRR B RS 0 B R R E



L ;ﬂzi—%;‘; :
o T iTH 30%
@ ¢ 3k 20%
@ ¥ x3k 2 30%
® 1A k&Y PR 20%

SRR

O LR E B AT RPACHS I EF L0 (IFF )

@A FERZWY hh I R4 (1P 1 %)
Lz ~%75%0p

o ( 2N A MWE ML BAREHE ) T F
o ( FHYN ) ITg 1 RLP JRAL I ATRT &
o ( - dzw | FPH EFFap2LY) iFX
B R

@ itA — =4 10 A o

@ TEHI R AAIFEF LA o

L HERR

DHRETE dRAR L =

PEEH AL ARAL A dRA

3% 5

RN R

AL (blde BEp R 2
PR ERY B

o~ + % F ik
- A EFOR AL R E R

SRS RS

o & ik

- RS e R

B g A0
I g g AT S

- AEREHEHASFEROREE

g2 R AR

@0f A eI 28
4 |- 2 pa 3 e ip

- BB o F Rt

FIERY

SEER HEEEEE 0 SIERERIRE B

F3H




5 T E 27

F2RERFAIAHFE

o~ F H cnfijiF *
§ [T ATEELEE MY AR
- BAEE L TR G AT

A SN

B4 AR AR

@ % L LIRT
A F A S

- MEE LS E s 3R E

TR

9 e irE

B2 RGAILFE

o+ 2 EN{FE LY
S EFAPE DR

- AT EESREaRE

10

RS

FL T

1 Lwmdp L Hivph g

A it

FLHIT

o~ £ F LW
19 |- FEEBRILEFFL SHH
R R S R I

R

S-S N

L wdpd Baaliep F 1

A

13 ce
g | FEFE AT G2 PP

472 4 1
|5 | FEFE AT T PNPIETES

S-S N

g |- T

g | A

FEERH EUEREE 0 EERERIIERE AR

FAH




PR AR S RET Y 6=

B L L AR E %
FRERHTEREFREA A ’f#. (Visual Grammar and Narrative

Structure in Cinema)
- CBERKEFEL R e R BB D R 2k BRI

S AR
[ JES ¢§,fﬂ Dﬁ_g,fig DE ,‘Tﬁﬁié‘fﬁ?ﬁ”z%ﬁ’

N i?ﬂ:ﬁiﬁ?%ﬁﬂﬁﬁ% P&
Wil amiz 5 e v MRS 4 L Al g B
HE %?ig‘—%%l—}?”‘)ﬂ,}@’# mﬂb"l:]i‘a*ippp/irﬁ' Z\*imsb’}

I

E o~ A AREF B PR 4

BE RS L 2 k(40 %) BR™%E

WAl g MiRE 2§ 2(10%) M K a
I ~FEREF:

AGAE g BB AT AR TEFE T PSR SEAT c BEFIATY (AIF Y VR
%‘%F‘%%‘%ﬁi)*ﬁfﬁﬁﬁ%wp“’§i-§”ﬁwﬁﬂ‘%ﬁ‘%§\%é

2 1 (30 %)

Lo
gE L4 (20 %)

\‘3

"'MZR% —%ﬁmp 1939 %] N R ] fxé p,mﬁ ,g\ﬁ ,«t—o pﬁtﬁ_%p%aﬂ‘f@? ’ ,§§4 il ,%A\.ﬁﬁ,

P LY AN A S SR
2 FARfE (Y S w )

AR TR ROREET | S B R R R P S BT P AT

FALMRAT AL 2 8 B B R ~ SR B IE R RS BB LR
BALE LS B A S RS PRI ABRY > T A N BT Y R

i %

4~ i@t~ %% Motion Design 55 BRE: ~ A 155 4l 1r » § 4 42 = P AGF T s &

A A 4 oo

This course focuses on how various film genres use shot language to shape emotion and narrative.
Through the study of Al-driven sci-fi films, drama, romance, action, and suspense films, students will
analyze how composition, camera movement, lighting, pacing, and framing construct mood, and

storytelling. The course integrates visual analysis with practical exercises such as shot recreation and

storyboard planning, enabling students to apply cinematic principles in advertising, short films, and motion
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design. Students will develop strong visual literacy and emotional storytelling skills.

< EEP R
AT RSB FT P
GEELE S

BLER RS 1‘#
R 2T & %
ST AT EE
R BRI
PN :}%;ﬂc"‘ A
B8 BT
ﬁﬂmf-mﬂ»ﬁ

1
2.
3. BLRY BB R
4.
5.

#*

1

2.

3. &KEHFG
4

5

6

7

Fﬁciﬂ“zm
e s AREL
~ B A A AFARE R DR A A
A$ﬁ%%%§i“ﬂﬁkﬂﬁw£pmw4’-V Lifde P SR kA FEEAE S F 4
EHH TR FEUTEORERG c F AL G B GERE R o RRP YA B
RAFRARI R R B A2 TRELIEY o BARR PR F A AR AR AT iR
Fijstrae 4 o
Lo
1 R & 4 20%
2. TEBERY 35%
3. B¢ EREL 10%
4. PRI 35%
L‘:‘%’}‘} :
ﬁ%{ﬁ?*’%iﬁﬁiﬁ 2B A
Nt T

1. Bordwell, David & Thompson, Kristin. Film Art: An Introduction.
2. Bruce Block. The Visual Story: Creating the Visual Structure of Film, TV and Digital Media.
3. Joseph V. Mascelli. The Five C’s of Cinematography.

4. James Monaco. How to Read a Film.
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This course views Packaging Design as the communicative bridge between brands and
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consumers. It is a cross-disciplinary general education course that integrates

Marketing Strategy, Semiotic Decoding, and Design Practice. No prior art or design

background is required. Through the following four stages, students will be guided

to complete a brand rebranding project for a product from scratch:

1. Decoding (See): Learn semiotics and brand archetypes to decipher the
psychological cues behind packaging (e.g., how color and material convey a sense
of luxury or approachability).

2. Research (Plan): Conduct field observations ("Shelf Audits") to identify product
pain points and formulate rebranding strategies.

3. Translation (Design): Utilize Generative Al (e.g., Midjourney) to lower
technical barriers, transforming abstract brand narratives into concrete visual
designs.

4. Formation (Make): Learn basic structural principles to construct a 1:1 physical
prototype, culminating in a curated "New Product Launch" exhibition.

In essence, this is a practical course that teaches you how to "tell stories"

through products and leverage digital tools to "materialize" your creativity.
S RHEN B

AEgAE TRFRY A Pe o BEEMEH S PEF A REPE S IE LD 2 RS OE

ARG RY-BASOTREREE K AR R RKPF A > wE BEEKT S

Bedh doenE ERGE L E e K% o AR ﬁ$f§fﬁﬁmﬁ’ﬁimﬁﬁ&-

(- ) f37 (Decoding) : ¥ ¢ AR LEELE TR I L - HFEFHT LR T

_,Ef?é IL:E:/‘—L'O

(=) ## (Research) : RiFFFo HWAH (FRFE) B FFA17 LR AR
IRE R G
(=) #:% (Translation) : %> 2 =3¢ Al 1 & (Midjourney/Canva) #f 2440 3K+ > "% i1
HHF A A ER AL ER kKt -
(=) A4 (Formation) : ¥ Mg h@ > WitFMe LRI > £ TIRg6H | )0
PERRELRS -
N :}i;ﬁc” AN

Az PBL (Project-Based Learning) #:t » 1 M- BR@Efht s | i

o (F R J‘z'fmyf;éi_:?i§ QI

(=) #@wizmue gt TRy dim, o Tixg
Bl i’%%’i“é o HiEITIED B A FEF B RRY %"
R o

(=) Al cimfai®: S AT A 32 g prsa f1v Al 22357424 > &%
APER g YR B R R T ER AR

(Z) BHF &5 TRARBEY ,(FEEE) & THE R - LD ®
Dol M7 EFR G EFAHIEE 1] e K BEE TR IS
EREE

(z) MEXBURE HHRER Tir806 0 BYRKREEE - PARELRELFELEA R
B CBROGREAFTEME v L Rud g o

SEER HEEEEE 0 SIERERIRE B F2H

(Shelf Audit) ;- 7 ¥ f %

%4
F 5 BEHD SR B




1~ B4 AAFARTE A DL a4

L \?‘;:T'—‘E_"v“l'

—‘L— N

€L =
o
o

(=) BAEVHEFFFEREAHS ARG TEEGFE > VERZEG AL TR PR
ek o T £ A SR % (Pain Points) » ¥38 % L 325 (Persona) 4 % P &% 3 o

(=) EHAREPIFREEIFEA 20 T, ¢ XF a4 o wfi#rd - 34
HEF S ma T o @ o TR MNP g i gl

(Z) wiE* 2354 Al RFERTeI R FHEABETEE LFED SR ST W
(Prompt ) #F 4] Al AN B AFEF RAARS L FIBI B LG4 -

(2) SWATE ZEFS R AP ZRARE IR TR0 ETE o £ iR
TRt i 4 0 B Koy & (Microcopy) Al & R F T B o
() FRIHFRERAWFTS W=z 2D T H 3D =z PR R A#H
BREHFEE DL F TR i E o SRR A ES 1] A

A R

(#) LR/AFRAERBEALHS W FERE - FHErFLd AHREG§7 SRR
SEGE e Rl B ARPASBREE S LN el ¢ KX RF A% o

(5) HPFLYE@ARFELS LMERE P TRRes2Ei -8 E>RA—RE ) D
R o G HIUE) (ded A S B ) R AL AR iR K B R g ARy
BF o

= .

AR 527 20%

B e R 20%

o H % 40%

F % 4R L 2R &R 20%

L
Norman, Donald A. (2005). Emotional Design: Why We Love (or Hate) Everyday
Things. NY: Basic Books.
Kenya Hara (2019), Kenya Hara: Designing Japan: A Future Built on Aesthetics.
Switzerland: Lars Miiller Publishers.
Kevin Budelmann, Yang Kim, Curt Wozniak (2010). Brand Identity Essentials: 100
Principles for Designing Logos and Building Brands. MA: Rockport Publishers.

Robin Williams (2014). The Non-Designer’ s Design Book. CA: Peachpit Press.
Chip Heath, Dan Heath (2007). Made to Stick: Why Some Ideas Survive and Others
Die. NY: Random House.
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This course is a cross-disciplinary, de-digitized design laboratory. It deeply
integrates the core principles of Information Visualization (Data
Visualization) with creative expression and tactile craftsmanship. We will
bypass the limitations of computer software and code, training students to
become "Visual Alchemists." Students will learn to critically select abstract
data related to contemporary social issues and creatively translate it into
tangible visual installations or works using diverse physical mediums (such as
paper, thread, light and shadow, and reclaimed materials).
The core objectives of the course are: Conceptual Translation: Transforming
data structures into touchable visual symbols and forms; Creative
Craftsmanship: Conducting material experiments to develop a personalized design
language and tactile narrative devices; Social Conscience: Using design to
provoke deep reflection and powerful communication regarding current social
1ssues. Ultimately, students will produce physical visualization works that
demonstrate high-quality craftsmanship, rich creative aesthetics, and effective
communication of social insights.
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® [Edward R. Tufte (1997). The visual display of quantitative information. CC:
Graphics Pr
® \elas, V. B. (2006), Functional approach to optimal experimental design. NY:
Springer.
® Ben Fry (2007). Visualizing Data. CA: O’ Reilly Media.
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® [maging Identity: text, mediality and contemporary visual culture. edited by

Johannes Riquet, Martin Heusser. Cham :

Imprint: Palgrave Macmillan, 2019.
® Giorgia Lupi (Author), Stefanie Posavec (2016). Dear Data. NJ: Princeton

Architectural Press.

Springer International Publishing :

o %Y Ep
® VWilliam Lidwell, Lidwell, William (2008). 3Kzt B @ 100 8 5240 34 3 |,
BRI F OB LEER. AR
® Steven Price, Chris Pallant (2015). Storyboarding: A Critical History. London:
Palgrave Macmillan
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This course centers on Design Thinking and integrates Service Design with Board Game
Creation to provide an immersive, hands-on learning experience in brand journey design.
Students will explore how to identify user needs, map customer journeys, and visualize
service blueprints to understand interactions across multiple brand touchpoints. By
translating service processes into playable prototypes through game mechanics, students
learn to test, 1iterate, and communicate design concepts effectively. The course
emphasizes experiential learning, teamwork, and strategic creativity, culminating in
the creation of a brand-based board game prototype that demonstrates how design thinking
can be applied to innovate brand services and enhance customer experiences.

Bk, F
ABATIL T RN E P2 2 BERBR AT i BT ENE Y s o
FaRpRY FFg ? VB e IR KB AR b ] A 4T S PRASE BE B A T AR R K P

oo dees | HE 2 it LA EFIRTAIAR KA BRI CRPIE T Bs ] R R PRy
ﬁﬁﬁ”éiﬁwﬂﬁmiéﬁw°ﬁ@$%%%E%%¢F’§4§“%@%ﬁﬁ?&&‘
AATHEY RE T E s THONEMIRBBCER - FARABBELELILE B2

R Lk 2P RALRIFR PR E RN 4 o B r&-’#ﬁ;iffj T5 2 & BRI AIRIAEIRT
v 1% BRI AR M L o

g

® HyEfofafd (25%): ¢ HKEF K SEIER LY CRISKFE R B E 2 F 4 ik S
AT o

¢ ﬁ%#f@<%%¢ﬁ@¢£ﬁ¢ﬁ%%w%’ﬁﬁﬁéuziﬁ%ijW@ﬁwao

® FEfrRY (25%): M3 FP AR E RAKG CRREMBRRGE B R LG FELIRTR
4 o

®  EHGIFT R GIAHT (15%): AHTREPN S E R R R O BEF L RE VRS
A e B

® Ao smp (15%): B4 SR R MRS ERRALIRBRE > HEFT SR E R
EUE

U ABKE SR REARANA RS N Y el RN F 0 B R P e

Blid 4 o P ¢ PSR W RAcE 2 F B R o

1 B2 ARrgEMrRESHLEL A
°

HE R A I B Y }%;@_:u;ﬁ!’_ﬁ;’f@ PERIEY XA IRA(RE LR R
B A S RIER) AT A R A T PRAR R AT

O JRIRKIE R LA A A DURIE ER S Ay B R B h R sk A TR
6 2. FFen3 &R % o

O PEENitAIR LT A @ BN 2R LRI ARE Y L BT s BIRAIR

—

SEER HEEEEE 0 SIERERIRE B F2H



* SR

=
R

Kt A
EREFNA R BT AT KT SKPDER

O MHBFLRURIL CARPMBITEIL AR F e RS R peT A1
PRI S &

*g§41¥¢MA§4 T (F SRR 0 S K R LA R KR W T B R PRI
BATEC R AL R g s
< :,E__l.—a‘s;;:

oe R 30%

MR kY PEEE 20%
o RHE 2L 30%
T % 20%

1u‘\4 SHe o
oo 00 ﬁ$6

o
([ Kalbach, . (2021 ) ° << o] 4_563 FH AR E] - i— B -~ B4 @_gl‘i‘%‘i‘f‘:ﬁf T:‘?;% 4
?r_,}_‘#ﬁ?f%—;-?'>>(5fiﬁ \:’¥>° %‘7#"3 ,}/g\;lé—ﬁ\—é%o

*:‘éiéﬁ'
® K 0F 100 R ESEPFR (FF @A S FFF o MR T SR T )
° %éaf»mim%:a%%im % Book (1T 4 iFZ » dicik @ E IR = S F
To%wY 2

® Brown, T. (2008). Change by Design: How Design Thinking Transforms Organizations
and Inspires Innovation. Harper Business.

® Stickdorn, M., Hormess, M., Lawrence, A., & Schneider, J. (2018). This is Service
Design Doing. 0' Reilly Media.

® Fullerton, T. (2018). Game Design Workshop: A Playcentric Approach to Creating
Innovative Games. CRC Press.

® Stickdorn, M., Hormess, M. E., Lawrence, A., & Schneider, J. (2018). 7his is service
design doing: Applying service design thinking in the real world O Reilly Media.

® [DEO. (2015). 7he field guide to human-centered design: Design kit. 1DEO. org.
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