ON CAMPUS EXPERIENCES

Full Day or Half Day Programs

We extend an offering of bespoke full-day or half-day programs that are aligned to
the high school curriculum and/or specific interest areas.

A standard full day experience program may consist of:
e Session 1 (50 minutes)
e Guest Lecture (50 minutes)

Morning Tea (complimentary)

e Session 2 (50 minutes)
e Session 3 (50 minutes)

Lunch

Session 4 (50 minutes)

SAMPLES EXPERIENCES

Explore a variety of programs our team have successfully offered to students — a mix of engaging
experiences that might catch your eye. From interactive workshops with guest speakers to dynamic
activities, discover the diverse range of student-focused programs we've created.

m Topics Focus: Economics, Financial Planning and Marketing

Introduction Introduction to the day

Tour Campus Tour

Break Morning Tea (Complimentary)

Session 1 Behavioural Economics with Dr Andrew Brennan

Session 2 Financial Literacy with Guest Financial Planner

Break Lunch

Session 3 Sustainable Marketing and Group Pitches with Associate Professor Min Teah
Finish Conclusion



https://www.canva.com/design/DAF0rzdbgYU/WLHBBt-4gpmkXXu-H6B6dw/edit

. Fast Fashion, Social Media, Marketing, Logistic and
Topics Focus: . . i
Supply Chain Management and Life Design

Introduction

Welcome and Introduction to Design Thinking

Session 1 Sustainable Fashion with Dr Htwe Htwe

Break Morning Tea (Complimentary)

Session 2 Social Media Marketing

Session 3 Logistics and Supply Chain Simulation

Break Lunch

Session 4 Life Design - Based on Stanford University Curriculum
Finish Conclusion

m Topics Focus: Student Council Leadership Program

Introduction

Welcome and Introduction to the Day

Session 1 You as a Leader
Session 2 Bridge the Gap Activity
Break Morning Tea (Complimentary provided by the team)
Session 3 Introduction to Design Thinking
Session 4 Values and Legacy as a Team
Break Lunch
Session 4.5 Setting Smart Goals and Vision Boarding

Choose a focus topic:

o Event Planning

Session 5 o Marketing

o Risk Management
o Customer Service

Finish

Conclusion




