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Exploration on the Teaching Innovation and Practice of Curriculum Ideology and Politics in
Marketing under the Background of AIGC
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Abstract: Generative Artificial Intelligence (AIGC) provides new technical support for curriculum ideology and politics in
colleges and universities. The Marketing course contains important ideological and political themes such as business ethics
and social responsibility, but traditional teaching faces problems including outdated case updates, insufficient classroom
interaction, and superficial value guidance, making it difficult to give full play to its educational function. A survey of 120
students shows that AIGC has achieved remarkable results in improving the understanding of ideological and political content,
enhancing learning interest, and promoting the integration of theory and practice. However, it also faces challenges such as
high technical operation difficulty, information overload, lack of guidance, and reduced social interaction. Based on this, it
is necessary to construct a hierarchical technical training system, optimize tool interaction design, innovate the integration
mechanism of ideological and political elements, and reconstruct the teacher-student interaction mode, so as to promote the
in-depth integration of AIGC and curriculum ideology and politics, and realize the unity of knowledge impartment, ability
training and value shaping.

Keywords: AIGC; Curriculum ideology and politics; Marketing; Technology empowerment

0518 MBS SFARAEET N
P BB ARHET RN EREE . FRER SRk i, RXEEHRE AIGC W@ 45 b 2

REI—R, 5IFAEEREEE TR HRIT AT, ARORAE (THER) MR, GHAERA
B WMEER T (TEE) IRERARTZT  TRSKEEROEERA T, S SIERA” RE
e, RAESETICHE, EARESHBEFIRESRL 6.

BEUE, TGS 2N TROIEHRZE . I 1 AIGC TEiR2 BRI b i M B
WHAARSOES PRSI, ERAATE 11 BEERSRRAER . WRE6EEE

B (AIGC) HOURRS, ISR KRSt . Pk SR 17 S E R R e AR (L, SR B Rl
IR, A EREBHE T SRR . (B ERREE, EUEREETR . AIGC HR IR
WAENS, BRI A IR R ARIE, H5hZ SIRhAanihe ), AIHeslr=Hsa 1 RS . B
Rl m#eridit, AIGC TRAlRES RSB, BAEEYE  BOEM WP, ST R RN A

149



BES5ME 85 11

ISSN: 2705-0904(Print); 2705-0874(Online)

S5O, HFIFRZKITERAC, BREfREZE G
WEERE, XRERIEFEREEIESE SN ERA, $ARIES
(2025) W5, AIGC FTHY T Ear ey vrils 5 A 1
. BRARNRR, AUERREBER O T IS SRR
FEAFN, BRI THARIE S
12 MU REHFHEIME: SIMBERFE I
R BB HE AT, RRASENRKED . &
FHOREDFEESR . W T RIARED TR RS
M2eds, AIGC BORRIDUE S MRt (780 / ZA L
BR) . PAERE ATIETFRE” FIhRE, PlfEEigiE
HH BIEHE (2024) fEFRAEHMEEBE 12
i AIGC RN BB R AE DI LEAR B B B AR R
BRI, FATEICEA EESZEIMANTELT, B
TTEIRIED . XM MEMSUG R A R RTTERAR,
I ESB AN Z 5.
1.3 IRRAER. RRAITIE: HEIHEIRERER
B PRI R R R B IR —E IR
M—FEGI SRR MR TR BT, fEsh IR BB
B “EIGERED" B “RIKal” fORe R flks (2025)
WS EEIRIEARS AL ESCES), Wi T #FEE
SRS IR T, Hetrh, (RITZBTRE SR
ST, FINATEREE R EE B EFTRIF IS K
W& FARRE R SIEEE . BESRISSIE BT . 1
b, PR BT EE TSI H S FEER, AR
B RIS AL U T IR SR SO
2 AIGC BT (TIHEH ) REBBHH

HF L
2.1 BERIT SHEREHE
ARGIRGCEL AIGC FRRLFINAVACE .

IR BB R M SRR, ANBFTLL D 2R fE
B (s ) MRERR A SR G, i RIS
BEAEEIE. AEEILEICE LIRS 120 {3, FEALE
SRS m RS B L, KT, K=%4
SEEE, SZRPMENERFEFER 5 TERLE,
SRF AT EHIARRT L, MRS AIGC FEAR
L IRFE B O R R BRSR L T A S %,
2.2 AIGC B AINEN 5 Rz A £t

WA TR, AN AIGC BARINSEZmE £ 5
AUAREAE B B & i 2 IARIETA, (X 20% 4 “JF
W, 41.67% 4 “BEE TR, 27.5% ¥4 AKX
TRE” . 10.83% ¥4 “SEEARTIR , BEFEAEDUEHEE

150

RS By, HIR AINEN S S2brn GBI . Bk
Pk, 54.17% FAEEE: (i EsH ) BTk AIGC i
R, 45.83% 2EAEARFEL, FORE e BTG IR Bl A R
R R b, AR 2 IR M SRR
(86.15% ) . ZHAEHEBI#HCE: (75.38% ) %, AIGC EEFEE
PG BAHFE S EREIER, TR EB TR
PETROR
2.3 AIGC AR BB M AR

ZIRE, AIGC HRTE (ipES ) IWEEEZHY
HECKEE, MR THERE . BB R -,
60% AN AT ARG THIRENUR , 28.33% AN “BE
W, HEERG S5 BBoT =R ]
Z5EH, 59.17% PRGBS, 24.17% FAEIN
R KRR, PR S EAMEEE T% IS
HSLEE S b, 75% AR EOR L T E RIS 5 BT
BlE, 29.17% FAWE AFEAERL , S TEEER
FSR T s IRAENAHR b, 75% A A NIRRT AR
27.5% FHE “AEEROGE” |, PEARNFURIER,
2.4 =N AHEIGH FEEHE

RAE AIGC HARTER R EE R, (HEN A
HIEPUARAZ OBk . Ho—, 61.67% FLEIN AT ARIRVEMERE
K, TFEAESEAE AR SRR, B>
B, H, 59.17% AR T E RS #E, HERIEE TR
EEENAY, SEEBA FEEE" EUIRERG;
H=, 56.67% ARG Z TR, 5 RERERIREEE
ffmzs, MELIRERORE) BEBIRAENE; HIY, 45.83% 2
AR RN R B AN, W BRI TR
i, ARITEMERE DRI 5 MBS RYA IS
3 AIGC = (TiFEH ) REBHPEFER

i =8
BAERINMERARNEREE, BHEEUR
STERE

BRIFERT AIGC ANERBEGFEREER, &
BORE B SOR AN . BRI e 2
AIGC HBIRIZBI AT, (R ROGHR AR 2
EEINMENER, b, AR AIGC TRMRFMA
“EEAEREET MmAREAEIA T, XAMARRZELE—N
JEl T BB E N REAL, S TR AR AR SEI.
32 AT EREMSXEIRITERME, BESEEE
gl |

AIGC P ETEEBRR I R, B



BES5ME 85 11

ISSN: 2705-0904(Print); 2705-0874(Online)

Wi SRR T O B Ik . S, P ERE R mRZ BN
e, ¥ROIRERHIAE 2 E R Frh, SRR N TS )
T, S O BB E .
3.3 BEILERMANGIEL, BIRELRESNE
AIGC AERRIRPIRFE, (HBBOLERMRATTA)
EHR, Gz SEHMIRNAIREG . YaiEEd, B
BN Z L, sk NI, BN, AIGC AR
“leHESI TR ATRECUREHERT, MARKBIHE
FAAERIP . R EENEGEFIE, FECAAEEDIER
AR =l — B3 ASE4E.
34 MEEHERIGHHEEN, BEHISHERE
ATGC BORRY H L2 SR AT REHI S5 B Y = 5 F
M, SEEBG IS S BR. fEEbREeEt,
UAECE ESGERORIRETR S, M BB R L
Bro BN, FEATEMHH AIGC 8 “BaRIKEIESR" 1
XSG, & ZIROEREE T BRI, mAREARTE
EEAL. (EREE SR, AR AR E AT Al
A “BRIES" , B AF . IEEFERONE

B
4 AIGC 7 (WA EH ) REBENARR
i3 E A

4.1 MESEERIFIER, REFEIANER

WE 1 R, e AIGC HARAEIS R FRE DI
SYRRE, i CEA—ANT—aET =RERIINR A,
SHEBHELEE. EMERITIRATROR., BIETME,
L RAARTEMIFREA. “BoRAE" REESE; HEUT
TEY5 . TR SIS, SRR, IRt
M AIGC e ST EIMNE; iR EE
R BB &, i T E S
BL” s, IRIHEORY sk S AR L OME R E P, {HE5h
BB E Mgt L sk,

AIGCHEAAN SRIFIREI S BB IR ER

! b
G G (=)
i

BB BARBRS S —

[ prtemifited ;ﬂ;ﬁ ] [ ISR 3B J [ BT SERA J
LTk RAIRR. 18 Bl TR, BLGE BEFE l
VEFAR mEHES SHR
HENFEH: RIBEAINGE HERFEH: DFER HESFEH: FFRBB

L (B 3

A1 “ERB-SE -1 F A3 IR A

42 AUBARTERERESZERIT, BAEBKE
54U N

R AIGC “PERARBIREZH G, FMREEHR
12 T (AL PR B ESE e . AR A FROR R
FEdLE], SRSHSEITRMET TR, SRt
TREFEE R, B AR SS B G 46 rhllr s S
FEfE “BBCRANAT , T SRERITRA e
EHER , BdRO B BAROE “OrEATHL” TIRE, K
SR BB SHAAN BRI . AN 5 A ST
BROEIM, LA AR BSOS
A3 BIFTBBIITERANLE, KH “BR - &R -
HE” ZHmE

NIESIBBOTRERLBA, FEIHT AIGC AR
B AN H—, Rk A TERS S SRS
AIGC A HaE A “SUEEE” FhrEfer, 5l
SHERENEWER R B, LT RILEE
B, mFIm, 24 RhFE, BEFSHER. AIGC
AR EE S ESTACTRNR, e S 4 sl R ;
H=, QUFIEOHLE K “rerar” SEBEERMA
PP RR, EEHEL PRI, DO SR scl T
I SHMEHERSE—.
4.4 EMTEERN, BUBKEISHANES
shxtiE

NYRAN AIGC HRE T2 S R 25 | A2,
RZZEVRAT . WP, R =FrBiai “BoRHE) - i3t
& - OrE5 17 B BN SN R E S R, A
2 Fie BRAT, ZIMIKRIE AIGC AERHEALTISIMEL, #
B BEEOPFRANMEMAREX, FrLife B Rk,
PR, ZOMERUAMES 19, Ed R E—TE)"
ZPERCEBBEE , RSB TEh 5 | St T
BRETRTHT. AR “ALVINE + ZRETE ALHl, Al
HESHARHE, BITRAEBERE, W EMEINR,

It ERERN=ANR i
/ ]
\ [emes ) (=3 [e=m=] /
AIGCINHESERY
it HIBfRE: "
. R I Aok Iwmm.mmw«mgwl
T

!
! s [Hocweer] [ nm: wnme
: Imﬁ"“ﬁm‘ﬁ%"’;”" st I |r’zmi4zmim
!

SISHEREA, W, #HE
BESTIBITES{ERNTE,
“AEAIES 1R “NHESIE

B2 “FIF5FAERIAKLS” HR

151



BES5ME 85 11

ISSN: 2705-0904(Print); 2705-0874(Online)

5 &5

SR, AIGC B (s IR
THTEE, TR . VR A S SIS T (5
PR, AEERORIMESEE ROIEIE . HRRE., (HES
BB, SRS R, HAERIIRRRE
BRSSO SIS TSR, 1H AIGC 3
EFRE, MRS, PARE. Ea
LT SRS H R, A TS
DMESIH, MR SHerREms, BEaRRI. T
BALSHUBIGIE, HIHEATRSEE 1 AIGC IREEHS,
SRR SRS, BT A S
%30k

(1), S, T AIGC IRAEE RS
VSRS IO IE] . R3S S0/ OL). PHRIRHE AR
(EEELRRENT), 1-0.

2] BEER, T, 2. AIGC PIEL R

152

R BB ARRT—— DS IRFE TR (RS
JiAL, 2024,(19):96—98.

[3] Wk, J TR IRERA R AIGC i HERZ: 12
FHh IR B IR R B s SRR T IR TER KM,
2025,(07):181—184.

PRI : ASC A 2024-2025 Z4E T M AT
FRER IR BBURIETHIINE “AIGC BT (W
e ) IR B HE Y FH LERER (HHERSA
DHSZJG202502) [IIFFTRSR:; 2023 S5 AR A8 =i i
SETAAEIIHE “ ZIRES) * NEIRITEHEE AR
EHEIIF T 550 (TH 454 2023WQNCX302) 1Y
AR

TEZ I el (1997.03-) , B, E, &l
KN, WERAE, BhE, TOINARPIRI B 257 2B
TR BB,



	AIGC 背景下《市场营销》课程思政的教学创新实践探索

