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2. LEARNING OUTCOMES

Learning outcomes

The students of the OMMT department with a direction in Marketing with the successful attendance
of the course:

1. KNOWLEDGE: recognize the concepts of strategic planning and programming

2. UNDERSTANDING: distinguish the role of programming in the marketing subsystem of a business
or organization.

3. IMPLEMENTATION: examine developments in the internal and external marketing environment

4. ANALYSIS: design new marketing strategies for a real business unit (of their choice)

5. COMPOSITION: combine the real market data with the current situation of the company they have
chosen

6. EVALUATION: evaluate the results of marketing strategies that have been implemented in the past
and in combination with developments in the external environment of the company propose new

strategies and tactics

General Skills

1) Search, analysis, and synthesis of data and information, using the necessary technologies
2) Adaptation to new situations

3) Decision making

4) Teamwork




5) Project management
6) Exercise criticism and self-criticism
7) Promotion of free, creative, and inductive thinking

3. COURSE CONTENT

1) Strategic marketing planning and planning

2) Analytical tools: Marketing Audit

3) Analytical tools: SWOT Analysis

4) The content and modules of a marketing plan (Kotler plan)

5) Analysis of the current situation (internal-external marketing environment)
6) Goals, Marketing Strategy, Marketing Tactics

7) Marketing Strategies

8) Marketing Tactics

9) Budget and Control

10) The content and modules of a marketing plan (Buell plan)

11) Interdepartmental control - Strength-weakness assessment sheet
12) Theoretical part review and instructions for the exams

13) Evaluation of student marketing plans and discussion

4. TEACHING AND LEARNING METHODS - ASSESSMENT

TEACHING METHOD | |n class

ICT USE | Use of ICT in Teaching, Laboratory Education and
Communication with the students

TEACHING ORGANIZATION . s Working Load per
Activities
Semester

Lectures 26

Laboratory training 26
analysis of case studies
of Marketing Plans

Teamwork 98
Development of a
Marketing Plan for real
businesses

TOTAL 150

ASSESSMENT | THEORY
I. Multiple Choice
Il. Development Questions

PRACTICE EXERCISES

|. Development of a Marketing Plan by groups of
students

Il. Presentation and oral examination of the Marketing
Plan

By appointment or during student collaboration hours,
students can see their mistakes in written exams. The
works are discussed after their presentation and




‘ observations for improvement are made.
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