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On Integrating Socialist Core Values into Higher Vocational English Teaching
Li Zhu
Jiangsu Province Xuzhou Technician Institute
[Abstract] Socialist core values education is an important way and carrier of ideological education for students in
higher vocational colleges, and English learning is the core course of English majors. Both of them shoulder the
cultivation of learning ability and social survival ability of higher vocational students. This paper mainly discusses
how socialist core values are integrated into English classroom teaching in higher vocational colleges.
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Study on Brand Building of Qingdao Marine Cultural Tourism Products
Tingting Liu, Jingjing Wang
Qingdao Binhai University
[Abstract] With the in—depth development of cultural tourism industry, tourism products are also facing new
upgrading needs, and brand value and influence highlight important roles. This paper uses the relevant theories
of innovative design and brand building of tourism products to study the marine cultural tourism products in
Qingdao.

actual analysis is carried out combined with the theoretical knowledge of brand building. Based on the actual

Firstly, the characteristics of existing tourism products in Qingdao are summarized, and then the

situation of Qingdao, the specific ways to shape the brand of marine cultural tourism products are put forward,
focusing on the tourism experience of Qingdao’s local sense, so as to shape a characteristic cultural tourism
brand with good development prospects.

[Key words] tourism products; innovative design; IP concept; brand shaping
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