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model for, 59—60



296

Market opportunities,
redefining, 190—193
Master’s programme, in Corporate
Communication, 77—80
eligibility for, 77—78
learning outcomes, 79—80
structure of, 78—79
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origins of research, 207—208
and public relations, 210—212
Mentors
benefits to, 215—-218
multiple, 214—-215
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