Course Description
	Course:
	Marketing Management
	Term:
	Term 1

	Module:
	Business Fundamentals
	Contact Hours:
	24

	Instructor:
	Prof. Dr. Kirchgeorg
	Credit Points:
	3


	Objectives
	This course introduces the participants to basic elements of strategic and operative marketing planning on the basis of selected theoretical concepts. In this context interdependencies to closely related organizational functions will be discussed. By working on a case study participants will practice on how to develop and implement a marketing concept. Results of this case study will be presented in teams.

	Contents
	1. Introduction to Marketing Management

2. Situation Analysis

3. Segmentation, Targeting, and Positioning

4. Marketing Goals and –Strategies

5. Marketing-Mix: Product

6. Marketing-Mix: Price

7. Marketing-Mix: Place

8. Marketing-Mix: Promotion

	Methods
	Interactive lecture, discussion, case studies, and self-study.

	Conditions for Credit Points and Grading Scheme
	The grading of this course (evaluation of participants) is based on a written case study (30%) and a final exam (70%) and is between 1.0 to 5.0.

	Recommended Basic Literature
	· Kotler, P., Keller, Kevin L., Marketing Management, 13th int. ed., Upper Saddle River, N.J.,2008.

· Baker, M.J., Encyclopedia of Marketing, London 1999.


