This reflection summarizes my contribution to marketing and promotion during this meeting. I didn't carry out large-scale public promotion. Instead, I used wechat as the main channel and adopted a small circle and small-scale internal promotion model. The promotion targets are precisely academic peers around us, art and design researchers, postgraduate students, and the circle of people engaged in intangible cultural heritage art.

I share the conference introduction, theme overview and academic agenda in wechat groups and Moments. I do not use exaggerated promotional language. Instead, I interpret the academic positioning, core discussion topics and research value of the conference in an objective and professional tone. I briefly introduce the research significance covered by the conference, such as the ethics of cutting-edge technologies, the revitalization of 傩戏 intangible cultural heritage, and the practice of embodiment art.

[bookmark: _GoBack]My promotion does not follow the path of general traffic diffusion. Instead, it focuses on precise circle dissemination, aiming to attract the attention of audiences who are truly interested in research and have a high degree of professional alignment. This low-key, small-scale and precise promotion approach has effectively enhanced the conference's influence within the domestic academic circle of art design and intangible cultural heritage, attracting the attention of more well-matched participants and achieving moderate and effective academic popularization and dissemination within the circle.
