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Abstract

The fundamental task proposed in the “Outline of the National Medium and Long Term Education
Reform and Development Plan (2010~2020)” is to innovate the forms of moral education, enrich

NEF|I M REHE. mREE EE R RAHRD]. QU AT, 2023, 11(7): 1798-1804.
DOI: 10.12677/ces.2023.117267


https://www.hanspub.org/journal/ces
https://doi.org/10.12677/ces.2023.117267
https://doi.org/10.12677/ces.2023.117267
https://www.hanspub.org/

the content of moral education, continuously improve the attractiveness and appeal of moral
education work, and enhance the pertinence and effectiveness of moral education work. It is
necessary to condense, cultivate, and build the school’s moral education brand in a targeted
manner, and explore a path that meets the school’s talent cultivation goals The moral education
brand construction path is based on the characteristics of the school and the students’ emotions.
The construction of moral education brand is a systematic project that requires changing thinking,
taking overall responsibility, effectively integrating resources, strengthening strategic awareness
of moral education brand construction, establishing and improving brand operation mechanisms,
and improving the theoretical research and professional development of brand construction
teams.
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