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	The aim and the short course description

	The aim of this course is to throughly  discuss the concepts of strategy and marketing and how they can support each other combined. What is the relationship between strategy and marketing aiming to achieve. In this context  we shall pay attention on local. regional. and global circumstances.



	Learning outcomes 

	

	Target group: 

	Bachelor level Students

	Scope of the course 

(1 AP = 1,5 ECTS)
	4 CP (6 ECTS)

	Auditory work: 
56 hours lecturing  
	Independent work:  

12 hours reading and analyzing case histories and reading articles.

	Learning Group

Day-time 
	Learning Group

Day-time

	Evaluation type:  

	Examination and home assignments during the semester.

	Instructor

	Name: 
	Jukka K.Vihersaari

	Contact Info (Email, phone): 
	Jukka.vihersaari@tv.ttu.ee
Jukka.vihersaari@kolumbus.fi 

	Position (academic degree): 
	Lic.Sc.(Econ)

	Office hours: 
	Monday: 10:30-16:00
Tuesday: 10:30-14:00

	Prerequisites : 

	Principles of Marketing; principles of Management

	Course program : 

	Management´s role will be discussed  and its relation to leadership. Where is leadership needed?   

First we must understand the content of strategy and marketing not forgeting the financial aspects of them.

In the following  are the main issues stated that are  will be discussed during the course:

· Concept of management and leadership; are they both needed in marketing?

· Local vs. international marketing.

· Strategy and marketing in business environment.

· Resource allocation, financial questions.

· Marketing: art or scienced. Market myopia?

· Taking thew impact of cultural differences int consideration.

· Marketing in the EU inner market.

· Marketi research in marketing strategy.

· Marketing communication.

· Export market entry policies and practices.

· ROI requirements in marketing.



	Description of the independent work: 

(topics, approximate scope)

	There will be several case histories to be analyzed and discussed during the course. Moreover,  individual articles

will be discussed to illustrate today´s marketing issues.



	Textbooks and reference books

	Obligatory: 

	„Principles of Marketing“  3rd Europpean Edition, by Philip Kotler, Gary Armstrong, John Saunders, and Veronica Wong. Prentice Hall/FT, the latest edition.
„Strategic Marketing Management“. by Rober Dolln (editor), Harvard Business School Press 1991 or later.

„Marketing Across Cultures“ 4th Edition by Jean-Claude  Usunier and Julie Anne Lee. Prentice Hall/FT  2005.

	Additional references and study materials:

	

	Assessment and course requirements (minimum requirements on attendance, esseys, papers, tests etc to be allowed to enter the exam)
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