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This course will introduce students to the field of interactive and
experiential marketing by the notion of activating the five senses and
immersive experiences, With the concepts, practices and case studies, student
will be guided to stimulate their creativity and develop experiential
marketing strategies, This course will also focus on the case studies of
interactive experiences in various countries, including future museums,
interactive experiential exhibitions, future homes, future cities and others in

order to open up students' imagination and vision in experiential marketing.
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