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This course aims to study the concepts and principles of communication and
storytelling, and provides three aspects of observation and hands—on learning
to cultivate students' skills, including: (1) conveying ideas and exerting
influence through personal storytelling; ( 2) Expanding marketing and
profits through storytelling of selected local products or brands; (3) Using
digital narrative tools and techniques to further present local products,
brands or issues in digital videos, to create value and interests for the
locality or to speak for the locality.
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