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Marketing

I . Objectives

The program aims at cultivating applied and complex professionals who are well developed in
global visions, local concerns, innovative consciousness, intellectual backgrounds and practical
skills. Students are encouraged to manage the scientific research methods and to be possessed with

knowledge and abilities of market analysis,strategic planning and strategic implementation.

Il . Basic Specifications

The students are required to

1. Be morally excellent and dedicated,be healthy mentally and willing to contribute to the socie-
ty,be creative and willing to practice in their works.

2. Be good at marketing management and communication.

3. Have a global visions and local concerns.

4. Have a scientific research thinking pattern.

I. Characteristics

1. The program aims at cultivating students’ “soft” practical capabilities as well as “hard” profes-
sional skills. “Hard” professional skills include skills related to market analysis, strategic marketing
planning, strategic marketing implementation, marketing mix design and data-driven marketing activi-
ties. “Soft” practical capabilities include capabilities related to strategic thinking,interpersonal com-
munication,team cooperation and innovation.

2. The program plays emphasis both on general knowledge and professional field lore. The course
design renews every years according to the new environmental changes. Marketing functions course
module focuses on the general marketing knowledge. Field marketing course module focuses on several
typical marketing aspects,such as service marketing, retailing,online marketing,industrial marketing,
new media and mobile business.

3. The program attaches importance to both experience study innovation and research teaching
method,in order to improve students’ capabilities in innovation,research and implementation. The ex-
perience study methods are comprised of marketing investigations, simulations, scenario plan-
ning. Research teaching methods include class discussion,team program working etc.

4. The program emphasizes both global vision and local concerns. In one hand, the program en-
forces the students’ international management thinking and skills through inviting foreign famous pro-
fessors to give talks and lessons,offering bilingual and English-taught courses,offering special courses
such as Cross-cultural communication, professional English and International marketing. In another
hand, the program inspires students’ local concerns of Chinese marketing problems and improves their
capabilities to handle local marketing affairs by offering courses related to local marketing case analy-
sis,marketing planning, business negotiation, public relationship management and customer relation-

ship management.
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V. Length of Schooling,Basic Requirements for Graduation,and Degree Conferment

1. The length of schooling for undergraduate studies is four years, with a flexible length lasting
from 3 to 6 years,based on the regulation of credit system.
2. Students in the program of Marketing are expected to complete a minimum of 160 credits upon

graduation,and the required credits for different courses are illustrated in the following table:

Intensive
Course Required General | Introductory Major | Major Survey | Required Core| Restricted |General Education )
. . . . . . . . Practice- Total
Category | Education Courses Courses Courses Courses Electives Electives .
Internships
Credits 25 24 30 24 23 8 26 160

3. On successful completion of the prescribed courses and intensive practice, students, who are
qualified enough to meet all the requirements of this program,will thus be awarded the Bachelor’s De-

gree of Management.

V . Curriculum and Credits

1. General Education Courses (required 25+ (6) + elective 8 credits)
The general education courses consist of required courses and elective courses. General education
electives are designed according to the Curriculum Design of General Education Electives o f Hunan

University. Required general education courses are illustrated in the following table.

Code Course Title Credit(s) Remarks
GE01101 In'troduc'tion to MElOiSH"l a'nd Theoretical System of Socialism 3 (3)
with Chinese Characteristics
GE01039 Moral Cultivation and Law Basics 1.5+ (1.5)
GE01100 Current Situation and Policies 0.5+ (1.5)
GEo01102 Outline of Modern Chinese History 2
GEO01103 Fundamentals of Marxism [ 2
GE01012(—15) | College English 8
GE01088 Computer Proficiency Test 0.5
GE01093 Introduction to Computer Science and Programming 2.5
GE01107(—13) | Psychological Health &. Career Planning 1
GE01089(—92) | Physical Education 4

2. Introductory Major Courses(24 credits)

Code Course Title Credit(s) Remarks
GE03027(—28) | Advanced Mathematics B 10
GE03013 Linear Algebra B 3
GE03014 Probability and Statistics B 3
GE03039 Microeconomics 4
GE03040 Macroeconomics 4
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3. Major Survey Courses (30 credits)

Code Course Title Credit(s) Remarks
BA04022 Management 3
Bilingual class for
BA04026(BA04035) Marketing 3 International Experi-
mental Class
BA04023 Accounting 3
BA04032 Organizational Behavior 3
EN04002 Finance 3
BA04030 Operational Research 3
BA04020 Financial Management 3
BA04037 Management Information System 3
EN04005 Applied Statistics 3
BA04031 Operation Management 3
4. Required Core Courses (24+ (1) credits]
Code Course Title Credit(s) Remarks
. Bilingual class for Internation-
BA05088(BA05108) Consumer Behavior 3 . .
al Experimental Class
Bilingual class for Internation-
BA05089(BA05109) Market Research 3 .
al Experimental Class
Bilingual class for Internation-
BA05090(BA05110) Product and Brand Management 3 .
al Experimental Class
. Bilingual class for Internation-
BA05091(BA05111) Pricing 3 .
al Experimental Class
. . Bilingual class for Internation-
BA05092(BA05112) Marketing Channels 3 ) .
al Experimental Class
. . o Bilingual class for Internation-
BA05093(BA05113) Integrated Marketing Communication 3 . .
al Experimental Class
. . Bilingual class for Internation-
BA05094 (BA05114) Service Marketing 3 .
al Experimental Class
BA05095 Marketing Planning and Case Studies 3 Just for traditional class
. . Just for International Experi-
BA05096 Marketing Analysis 3 .
mental Class
BA01001¢02) Program Introduction 0+ (1) Lecture
5. Restricted Electives (23 credits)
Code Course Title Credit(s) Remarks
BA06159 Enterprise Law Risk Management 2
BA06160 Business Ethics 2
BA06168 Social Psychology 2
BA06164 Human Resources 2
BA06153 Enterprise Strategy 2
BA06165 Business Etiquette 2
. L. Just for International Experi-
BA06196 Professional English(S) 2 .
mental Class
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Code Course Title Credit(s) Remarks
st | Int tional E i-
BA06192 Strategic Marketing Management 2 Tus Ol: nternationa xpert
mental Class
st for Int tional E i-
BA06190 Introduction to Marketing Essentials(S) 2 Jus Of nernationa xpert
mental Class
BA06143 International Marketing(S) 3
BA06142 Innovation and Entrepreneurship 2
st | Int tional E i-
BA06189 Marketing Planning and Case Studies 2 Jus Ol: nternationa xpert
mental Class
BA06167 Business Negotiation 2
BA06136 Public Relationship 2
BA06144 Customer Relationship Management 2
BA06157 Retailing Marketing 2
BA06178 Internet Marketing 2
BA06197 Industrial Marketing 2
BA06185 New Media Marketing 2
BA06134 Multivariate Analysis and SPSS Application 2
BA06153 Econometrics and EVIEWS 3
BA06166 Business Data Mining 2
BA06187 Mobile Business 2
~ . . L Just for International Experi-
BA06156 Cross-cultural Communication 2 .
mental Class
st for Int tional E i-
BA06191 Marketing Research Method 1 Jus Of nternationa xpert
mental Class
6. Intensive Practice-Internships (26 credits)
Code Course Title Credit(s) Remarks
GE01040 Military Theory 0
GE09024 Engineering Practice 1
GE09030 Writing Practice 1
GE09002 Simulation Platform and Tools 2
BA10036 Marketing Simulation and Scenario Planning 2
BA10041 Marketing analysis 2
BA10039 Market Practice 2
BA10042 Marketing Production Practice 2
BA10033 Tutorials 2
BA10032 Graduation Internship 2
BA10031 Graduation Thesis 10

* note: 1) when marks (s) after the course name,it means this course will be taught in two languages.

2)During a read or participate in academic competitions winning essay,published academic papers identified by the Institute

(see “Hunan University School of Business Administration Practice Innovation credits recognized standards”) may substitute

for professional elective credits,but not exceeding 4 credits.

3)Students can elective courses of computer, administered,law, mathematics, literature and other classes in the school, les-

sons counted in specialty elective credits,but no more than 10 credits.
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VI. Course Instructor List

Academic | Educational .
No. Name ] Research Areas Courses
Title Background
. Marketing . Strategic Marketing Man-
Zeng Strategic Management,
1 . Professor Ph. D agement, Brand Management,
Deming Brand Management .
Market Practice
Ouyang Strategic Management, Busi- . . .
2 ] Professor Ph.D ) Marketing , Business Ethics
Runping ness Ethics
Strategic Management, Market
3 Yang Zhi | Professor Ph. D g & o Marketing , Marketing Analysis
Research and Analysis
. . Marketing, International Marketing
International Marketing, On- ) ) )
Yu . . . (S),Online Marketing, Business Nego-
4 L Professor Ph.D line Marketing, Business Nego- | . . o ] )
Jianliang L tiation, Pricing, Service Marketing,
tiation .
Market Practice
Marketing, Retailing Marketing, Con-
5 |He Aizhong| Professor Ph. D Retailing, Market Research sumer Behavior, Product and Brand
Management
Marketing, Marketing Planning, Stra-
6 Li Bi Associate Ph. D Strategic Management, Brand | tegic Marketing Management, Product
_i Pin .
& Professor Management, Personal Sales and Brand Management, Business Ne-
gotiation
Marketing, Marketing Planning, Stra-
tegic Marketing Management, Product
) . . L and Brand Management, Consumer Be-
Zhu Associate Consumer Behavior, Service ) ) ) )
7 . . Ph.D . . . havior, Service Marketing, Online Mar-
Guowei Professor Marketing , Online Marketing . .
keting, Marketing Research Method.
Social Psychology, Customer Relation-
ship Management, Business Etiquette
Service Marketing, Customer . . . .
) ] ) Marketing, Service Marketing, Busi-
. Associate Relationship Management, o . .
8 Wu Hui Ph.D ) o | ness Negotiation, Customer Relation-
Professor Business Negotiation and Eti- . . .
ship Management, Business Etiquette
quette
.| Associate Pricing, Supply Chain Manage- | Marketing, Pricing, Customer Relation-
9 Zheng Pei Ph. D . . .
Professor ment ship Management, Retailing Marketing
. Customer Relationship Man- . - )
Zhang Assistant . .| Marketing, Retailing Marketing, Cus-
10 M. A agement, International Busi- . .
Hong Professor ) ) ) tomer Relationship Management
ness,Relationship Marketing
Marketing, Integrated Marketing Com-
Assi Integrated Marketing Commu- | munication, Advertisement, Public Re-
ssistant
11 | Mao Jinhua Prof M. A nication, Advertisement, lation, Enterprise Law Risk Manage-
rofessor
Public Relation ment, Customer Relationship Manage-
ment
o . Marketing , Market Research, Customer
. . Market Investigation, Custom- . . .
Li Assistant . . Relationship Management, Internation-
12 M. A er Relationship Management, . . .
Zhansheng | Professor . . al Marketing, Business Ethics, Profes-
International Marketing . .
sional English(S)
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Academic | Educational
No. Name Ca e neationa Research Areas Courses
Title Background
) . ) Marketing, Consumer Behavior, Mar-
. Assistant Consumer Behavior, . . .
13 Wan Wei Ph. D ) . keting Channels, Innovation and Entre-
Professor Marketing Channels .
preneurship
Marketing . Integrated Marketing Com-
H Assistant munication, Public Relation, Ent is
14 uang ssistan M. A Public Relation, Business Law o Cq, o HUblle el lﬂn nterprise
Hao Professor Law Risk Management, Customer Re-
lationship Management, Pricing
15 Yan Assistant Ph.D Online  Marketing, Marketing | Marketing, Online Marketing, Market-
Jianhui Professor ) Simulation and Scenario Planning | ing Simulation and Scenario Planning
. . Assistant Business Ethics, Product and | Marketing, Product and Brand Man-
16 Xiao Jie Ph. D ) )
Professor Brand Management, agement, Business Ethics
Marketing, Consumer Behavior, Mar-
. Associate Consumer Behavior, Interna- | keting Research Method, Social Psy-
17 Zhou Ling Ph. D K X . .
Professor tional Marketing chology, Introduction to Marketing Es-
sentials(S)
Marketing, Marketing Analysis, Pro-
Assistant Market Research, fessional English, Strategic Marketing
18 Kang Jun Ph.D . . .
Professor Marketing Analysis Management, Marketing Research
Method
Marketing , Marketing Analysis(S), In-
tegrated Marketing Communication,
19 Wang Assistant PL.D Marketing Communication, Market Research, Econometrics and
’ Feng Professor ) Marketing Analysis EVIEWS Application, New Media
Marketing . Marketing Research Meth-
od
Marketing, Marketing Analysis (S),
20 Chen Assistant Ph. D Market Research, Marketing Professional English, Econometrics and
Sixing Professor ’ Analysis EVIEWS Application, Marketing Re-
search Method
Assistant Social Psychology, Consumer | Social Psychology, Consumer Behav-
ssistan
21 | Peng Luluo Prof Ph.D Behavior, Cross Cultural Stud- | ior, Cross Cultural Communication,
rofessor
s ies Marketing Research Method
VI. Course Scheduler
Academic | Educational .
No. Name . Research Areas Courses
Title Background
. . Marketing. International Marketing
International Marketing, On- . ) )
o ] ) ) (S),Online Marketing, Business Nego-
1 |Yu Jianliang| Professor Ph.D line Marketing, Business Nego- | . . o ] )
L tiation, Pricing, Service Marketing,
tiation .
Market Practice

(BN R E)
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