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	General information

	Academic subject
	Strategic Marketing

	Degree course
	Marketing and Business Communication

	Academic Year
	3

	European Credit Transfer and Accumulation System (ECTS) 
	8

	Language
	Italian

	Academic calendar (starting and ending date)
	September 28
December 17


	Attendance
	Recommended

	
	

	Professor/ Lecturer
	

	Name and Surname 
	Lucrezia Maria de Cosmo

	E-mail
	lucreziamaria.decosmo@uniba.it

	Telephone
	

	Department and address
	Dept. of Economics, Management and Business Law

	Virtual headquarters
	Microsoft Teams (lucreziamaria.decosmo@uniba.it)

	Tutoring (time and day)
	Friday h. 9.30 - 12.30 by appointment in person or in online mode (lucreziamaria.decosmo@uniba.it)  

	
	
	
	

	
	

	Syllabus
	

	Learning Objectives
	The course aims to analyze in depth the knowledge of the strategic aspects of marketing according to a market driven approach.

	Course prerequisites
	Knowledge of the general aspects of business management and marketing (prerequisites: the General Accounting Office)

	Contents
	The course aims to deepen the analytical knowledge of the key strategic aspects of marketing, with particular attention to the digital sector and retail. 

The contents of the program are summarized below:

• The change in the role of marketing

• Omnichannel marketing

• An understanding of customer behavior

• The implementation of strategic marketing

	Books and bibliography
	Lambin J.J., “Market-driven management. Marketing strategico e operativo”, Mc Graw Hill Education, 2016.

and
Ricotta F., “Marketing nell’era dell’iperconnessione”, Pearson, 2020.

	Additional materials 
	Slides from the classroom lessons

	
	

	Work schedule
	

	Total 


	Lectures


	Hands on (Laboratory, working groups, seminars, field trips) 
	Out-of-class study hours/ Self-study hours. 

	Hours

	56
	42
	14
	si

	ECTS

	8
	6
	2
	

	Teaching strategy
	Frontal lessons / online on teams code: en6u0lz

	
	Seminars, Classroom Exercises

	Expected learning outcomes
	

	Knowledge and understanding on:
	Basic knowledge of the issues relating to the evolution of the role of marketing, to the understanding of customer behavior in an omnichannel context, to the analysis of the attractiveness of the markets through segmentation, to the competitive analysis of the company, digital marketing strategies, positioning and growth strategies in an interconnected market.

	Applying knowledge and understanding on: 
	Knowledge of the main market analysis models and performance measurement techniques in order to implement a marketing plan in response to the needs of the market and the company

	Soft skills
	· Ability to analyze and problem solving

· communication and expressive skills

· Capacities to continue learning

	
	

	Assessment and feedback
	

	Methods of assessment
	Oral (mid-course test for attending students only)

	Evaluation criteria 
	· Knowledge and understanding

        answer to exam questions
· Applying knowledge and understanding

           answering the exam questions Autonomy of judgment

         answer to exam questions
· Communicating knowledge and understanding 

       organization of discourse with connections to related topics
· Communication skills

         answer to exam questions
· Capacities to continue learning 

        answer to exam questions

	Criteria for assessment and attribution of the final mark
	The grade comes from the questions of the oral exam.

For those attending the final grade comes from the average of the partial grades (mid-course test + oral.)

	Additional information
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