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The course is primarily focused on hands—on project implementation, with
theory learning as a supplement, Through 'learning by doing," it guides
students to master the core concepts of brand management and marketing,
learn to develop brand strategies, conduct consumer research and insights,
take stock and integrate resources, and consequently plan effective marketing

communication strategies, as well as creative narrative implementation,
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A H AT o) kg R F communications
SITHANFTE4ESL A & LB EEE S | 4. Foster problem—oriented strategic thinking
5. Cultivate the ability to think innovatively and
express creativity
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