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In the past 20 years, with the development of communication technology
and the Internet driving the rise of "electronic finance', financial services
have broken through the constraints of time and space.

It will systematically explore the theory and application of financial service
marketing, emphasize the analysis of financial marketing concepts, and
explain the application of theories with examples and daily experience, so as
to enhance the interest and analysis of financial service marketing issues
and solve marketing problems and ability,
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