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	Number of hours
per semester
	1
	2
	3
	4
	5
	6
	

	Semester
	I
	II
	III
	IV
	V
	VI
	

	Full-time studies
(L/C/lab/pr/e)
	
	
	
	
	16L
	
	

	Full-time studies
(L/C/lab/pr/e)
	
	
	
	
	16T
	
	

	CLASS LANGUAGE
	English

	LECTURER
	dr Andrii Kotlyk

	FORM
	Tutorials

	COURSE
OBJECTIVES
	The course aims to develop students’ practical competencies in analysing, evaluating and designing marketing strategies for real organisations. Students apply strategic marketing concepts through market research, case analysis and development of evidence-based marketing strategies. The course emphasises analytical thinking, presentation skills, strategic decision-making and professional communication.

	Reference to learning outcomes –
Field-related learning outcome
	Description of learning outcomes
	Teaching and
learning methods
	Verification of
learning outcomes

	Knowledge

	Z_W03
Z_W04
Z_W09
	Assignment 1
Marketing Strategy Case Study Presentation
	Teaching methods:
• multimedia presentation
• lecture with discussion
• worked examples

Learning methods:
• self-study
• analysis of process examples
	Final written examination:
• theoretical tests
• modelling task
• KPI task

	Skills & Attitudes

	Z_U01
Z_U03
Z_U04
Z_U07
Z_U11
	Assignment 2
Individual Marketing Strategy Project
	Teaching methods:
• demonstration of modelling technique
• case analysis
• guided problem solving

Learning methods:
• individual practice
• self-study
	Final written examination:
• IDEF0 graphical model
• structured KPI set

	Z_K01
Z_K02
Z_K03
	Quality of assignments and defence
	Teaching methods:
• Socratic questioning
• discussion of alternative solutions

Learning methods:
• critical review of examples
	Quality and internal consistency of examination solutions

	Full-time
Participation in lectures = 16
Participation in classes =
Preparation to classes =
Preparation to lectures = 16
Preparation to an examination = 16
Project tasks =
e-learning =
Credit/examination = 2
others (indicate which) =
TOTAL: 50
ECTS points: 2
Including practical classes: 0
	Part-time
Participation in lectures =
Participation in classes =
Preparation to classes =
Preparation to lectures =
Preparation to an examination =
Project tasks =
e-learning =
Credit/examination =
others (indicate which) =
TOTAL:
ECTS points:
Including practical classes:

	PREREQUISITES
	Basic knowledge of marketing and management.

	COURSE CONTENT
(Division into contact hours and e-learning)
	Contact hours (16 tutorial hours):
1. Marketing Strategy Fundamentals (4 h)
2. Market Research and Strategic Analysis (4 h)
3. Marketing Strategy Evaluation (4 h)
4. Marketing Strategy Development (4 h)

E-learning: not applicable.

	LITERATURE
(compulsory reading)
	1. Kotler P., Keller K. Marketing Management.
2. Kotler P., Kartajaya H., Setiawan I. Marketing 5.0.
3. Jobber D., Ellis‑Chadwick F. Principles and Practice of Marketing.

	OPTIONAL
LITERATURE
	1. Porter M. Competitive Strategy.
2. Osterwalder A., Pigneur Y. Business Model Generation.
3. West D., Ford J., Ibrahim E. Strategic Marketing.

	SCHOLARLY PUBLICATIONS BY PERSONS WHO CONDUCT CLASSES, WHICH ARE RELATED TO THE MODULE SUBJECT
	1. Lepeyko, T. I., & Kotlyk, A. V. Process Approach to Enterprise Competitiveness Management. Kharkiv: KhNUE, 2012.
2. Kotlyk, A. V. Improvement of Enterprise Business Processes Based on Assessment of Their Competitiveness. In Methodology and Technology of Management of Modern Enterprises, 2014, pp. 95–109.
3. Kotlyk, A. V. Goal-oriented approach to identification of enterprise business processes. Business Inform, 2013, No. 2, pp. 193–196.
4. Kotlyk, A. V. Building a system of indicators for assessing the competitiveness of enterprise business processes. Development Management, 2011, No. 21(118), pp. 30–32.
5. Kotlyk, A. V., & Gres, G. O. An approach to developing a set of key performance indicators for private medical institutions and integrating it with the motivation system. Scientific Bulletin of Uzhhorod National University, 2022, Issue 43, pp. 82–88.

	TEACHING AIDS
	Multimedia projector, MS Teams, presentation software, MS Excel, Google Forms, Miro, marketing databases, case materials.

	PROJECT
(if implemented in the framework of a classes module)
	Individual marketing strategy project.

	FORM AND CONDITIONS OF ASSESSMENT

CRITERIA FOR ASSESSING ACHIEVED LEARNING OUTCOMES
	Assessment consists of two assignments only (100 points).

Assignment 1. Marketing Strategy Case Study Presentation – 40 points.
Criteria: analytical depth, critical evaluation, presentation quality, discussion and defence.

Assignment 2. Individual Marketing Strategy Project – 60 points.
Criteria: market research quality, application of marketing frameworks, originality, feasibility, presentation and defence.

Grading scale:
90–100=5.0
80–89.99=4.5
70–79.99=4.0
60–69.99=3.5
50–59.99=3.0
0–49.99=2.0


* L – lecture, C – classes, lab – laboratory, pr – project, e – e-learning




