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vonne Dekker
Wed 9/23/2020 505 PM
Ta: Min-Fang Tsat

Dear Min
| really toved your presentation, well done. | was wondering if you would kind sending me your slides? § would be very grateful

Kind regards
Ivonne

Min-Fang Tsai ]
Dear Teacher. vonne, Thank you for your appreaation, 1 am absolutely pleased about that. Here you are. Also, | am cunous about the purpose of as.. Thu 9/24/2020 1038 AM

&% Ivonne Dekker
Thu 9/24/2020 2.37 PM
To: Min-Fang Tsal
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Block A (Media Psychology)

1.

Cognitive Psychology of the Media (Majda Lamkaddem)
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Mass Media and Mass Persuasion (Ivonne Dekker)
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Block B (Media Psychology)

1.

Cyberpsychology (Ivonne Dekker)
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Digital Media and Culture (Bjorn Beijnon)
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3. Psychology of News Framing (Dennis Nguyen)
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Block C (Creative Business)

1.

Research Lab and Methods (Bjorn Beijnon)
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Transcultural Creative Strategy (Heath Broussard)
HH-—RPEAREREMEGRE  FLLA»AEF —ESRMNBE R
TIHAE > AABRHABA HMBEEBOBEARE - KX FHNERE
HBEBRAEHEH  EHNEASTHUBERE -

Block D (Creative Business)

1.

Building Brand Experience (Shalini Wood)
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Manage Creative Process (Andrea Gil Galue)
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. Persuasive Content Marketing (Nicoleta Anton)
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