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2. LEARNING OUTCOMES 

 

Learning outcomes 

Upon successful completion of the course the student will be able to: 

1. Knowledge: be introduced to the concepts of management and planning of events. 

2. Understanding: understand and highlight the contribution of events and events to 

tourism development and to integrate the organization of events in the context of 

experiential marketing and integrated marketing communication. 

3. Application: apply and present the basic design stages and sub-phases of events and 

manifestations and apply all the above knowledge to the design within the framework of an 

integrated marketing communication strategy. 

4. Analysis: analyze and calculate the impact of events and happenings on the image of a business, a 

city, and a nation. 

5. Composition: obtain an overall and combined picture of MKT decisions as a business operation and 

have the ability to design and implement an event. The student will also be able to apply the theory 

of Marketing events and events to create unique experiences for the customers of a business and the 

visitors of a tourist destination. 

6. Evaluation: gain experience in the creative and systematic use of MKT principles, methods, and 

strategies in planning and evaluation. 

General Skills 
 

• Search, analysis and synthesis of data and information, for the markets and the prevailing 

conditions using the appropriate methodology and the necessary technologies 



• Adaptation to new situations 

•Decision making 

• Work in an international environment 

• Project design and management 

• Exercise criticism and self-criticism 

• Promoting free, creative, and inductive thinking 

3. COURSE CONTENT 

The importance of industrial and business transactions in general (transactions that take 
place between companies) for the economy and the specifics of the respective markets, led 
to the development of the course content as a separate branch of marketing. 
The course aims to lead students to understand the key features of industrial (B2B) markets 
and the main differences between industrial (B2B) marketing and consumer product 
marketing. In addition, the development of technology has allowed the development of 
techniques that have passed from the field of industrial marketing to the marketing of many 
consumer products. 
The study and development of industrial marketing have contributed to the development of 
marketing relationships. In addition, his study has special weight and peculiarities in the 
application of marketing management in areas such as sales management, logistics, and the 
development of new products and innovations. 
1. Conceptual definition of Event Marketing. 
2. Event Marketing. 
3. Event Marketing Strategies. 
4. Communication of the event (Event Promotion). 
5. Implementation of the event. 
6. Types of events. 
7. Analysis of external environment. 
8. Marketing mix analysis. 
9. Product life cycle and market maturity. 
10. Promotion. 
11. Event Sponsorship - Event Sponsorship - Event Endorsement. 
12. Organizational issues of events and events management. 
13. Special forms of Events and manifestations. 

4. TEACHING AND LEARNING METHODS - ASSESSMENT 

TEACHING METHOD 
 

Face to Face 

ICT USE  Use of audiovisual and interactive material with the 
help of ICT. 
Support for the learning process and communication 
with students through the online platform, Moodle. 



TEACHING ORGANIZATION 
  Activities 

Working Load per 
Semester 

Lectures 39 

Individual Assignment 35 

Self-study 76 

  

  

  

  

  

TOTAL 150 
 

ASSESSMENT 
 
 

I. Written final exam (80%) which includes: 
- Multiple-choice questions 
- Problems-solutions related to B2B marketing 
Comparative evaluation of theory data 
II. Individual Assignment (20%) 
The purpose of the assignment is to test the skills 
developed by the students who are  
related to B2B marketing and their ability to design 
and implement a project. 
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