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Special Topics in Marketing

Course No : 02814680 Program : Graduate
Credit : 2 Instructor : Fu Guoqun
Prerequisite : Semester : 2015 Fall
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Program Learning Goals and Objectives

1 Learning Goal 1 Graduates will be thoroughly familiar with the specialized knowledge and
theories required for the completion of academic research.
1.1 Objective 1 Graduates will have a deep understanding of basic knowledge and
theories in their specialized area.
1.2 Objective 2 Graduates will be familiar with the latest academic findings in their
specialized area and will be knowledgeable about related areas.
1.3 Objective 3 Graduates will be familiar with research methodologies in their specialized

area, and will be able to apply them effectively.
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2 Learning Goal 2 Graduates will be creative scholars, who are able to write and publish
high-quality graduation dissertation and research papers.
2.1 Objective 1 Graduates will write and publish high-quality graduation dissertation and
research papers
2.2 Objective 2 Graduates will be critical thinkers and innovative problems solvers.

3 Learning Goal 3 Graduates will have a broad vision of globalization and will be able to
communicate and cooperate with international scholars
3.1 Objective 1 Graduates will have excellent oral and written communication skills
3.2 Objective 2 Graduates will be able to conduct efficient academic communication in at

least one foreign language

4  Learning Goal 4 Graduates will be aware of academic ethics and will have a sense of social
responsibility.
4.1 Objective 1 Graduates will have a sense of social responsibility.
4.2 Objective 2 Graduates will be aware of potential ethical issues in their academic career.

4.3 Objective 3 Graduates will demonstrate concern for social issues.
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