Marketing Contributions
My contribution to conference promotion focused mainly on sharing and discussing the event through Xiaohongshu (Rednote) and through informal conversations with friends. At first, this seemed like a relatively simple task, but I gradually realised that promoting a conference also involves interpretation. It requires turning the event into a form that people outside academia can understand, find engaging, and feel welcomed into. This was especially important on Xiaohongshu, where communication needs to be more direct, visual, and engaging.
In preparing promotional material and discussing the conference with others, I found that I needed to explain not only what the conference was, but why its format was distinctive. The immersive presentation environment, the combination of creative practice and research, and the experimental nature of the event all became useful points of entry. Talking about the conference with friends also helped me see how people outside the university responded to its ideas. Their responses helped me recognise more clearly what attracted attention, what remained unclear, and what needed to be communicated in a more accessible way.
This experience showed me that marketing is not separate from academic communication, but part of it. It involves thinking carefully about audience, clarity, and relevance. Promoting the conference through Xiaohongshu and informal discussion also made me realise that public engagement begins well before the event itself. It begins in the way an idea is introduced, framed, and made approachable. As a result, I became more aware of promotion as a professional and creative skill, especially in an international and cross-cultural context.

