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UK ABWL Marketing II | 2025W 

Information about the Course 

Course-Data 

3.00 ECTS (2.00 SWS) | Course with continuous assessment | Course format: In-person 
SPL 4 – Business administration | max. 50 Participants | Language of instruction: English 

Course Instructor: Andreas Raff, B.A. MSc, Lehrstuhl für Marketing 
Contact:      andreas.raff@univie.ac.at 

Target group 

This course is primarily intended for students of the Bachelor's programs in Business Administration 
and International Business Administration. Students must have successfully completed the lecture 
“ABWL Marketing 1” in order to be admitted to this course. 

Aims, contents and method of the course 

This course deepens the content of the course VO ABWL Marketing 1. The terminology and basic 
concepts of marketing learned there are now applied to real marketing problems. Case studies are 
used to analyze real companies. The results and solution proposals worked out in groups are then 
presented and discussed in plenary sessions. The course is intended to encourage further study of 
the subject of marketing and the consideration of marketing decisions from a management perspec-
tive. 

The course deals with already known topics of marketing in a more in-depth form and should help to 
sharpen the understanding of complex practical decisions in the field of marketing. 

Within the framework of strategic marketing, the following topics are examined in more detail: 
▪ Marketing environment
▪ Consumer behavior
▪ Market research
▪ Market segmentation and market positioning

In the second half of the course, operational marketing decisions are examined: 
▪ Product policy
▪ Distribution policy
▪ Communication policy
▪ Price policy
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Course structure 

The first unit will highlight the central study objective of the module, which is to independently and 
correctly apply the marketing concepts learned to a marketing plan. Further, groups will be formed 
to work together on one small case study and one large case study. For both case studies, students 
will complete subtasks of a marketing plan. 

In Unit 2 and 3, as part of a review of the key points of a marketing plan, the small case studies will 
be presented by the students and discussed in plenary. Through this exchange, the theoretical 
knowledge acquired in previous semesters is to be deepened by means of concrete application cases 
from marketing practice. The knowledge gained in this way is to be incorporated by the students in 
the preparation of the large case study. 

In units 4 to 11, students present their major case studies, which are discussed in plenary. Here, stu-
dents are expected to be able to deal critically with their content and to justify their decisions and 
conclusions well (possibly with sources). 

The course sessions in the lecture hall take place weekly on Mondays. 
Course time: 3:00–4:30 p.m. 

Assessment and permitted materials 
This is a course with continuous assessment, the performance assessment is based on the following 
partial performances: 

� Small case study 10 % 
� Elaboration and presentation of the major case study 40 % 
� Participation 30 % (feedback group, speaking during the units) 
� Final test 20 % 

The 30% participation is achieved when students participate regularly, actively, and meaningfully and 
provide constructive feedback to their peers during the feedback group. The focus of the final test is 
on the application of the concepts learned in VO ABWL Marketing 1. The final test consists of open-
ended and multiple-choice questions (one answer is correct). A minimum of 50% overall is required 
for a passing score on the UK Marketing. Attendance is compulsory in the units. Students who have 
more than three unexcused absences will receive a negative grade. Attendance is required for the 
presentation of your own case study! 

The evaluation of the overall performance of the participants* is based on the following key: 

1- Very good ≥ 88% 
2- Good ≥ 75 % 
3- Satisfactory ≥ 63% 
4- Sufficient ≥ 50 % 
5- Not sufficient < 50% 



3/4 
07|2025 

Schedule & Contents 

Session Contents 

1 06.10 Introduction + Group Allocation 

12.10 
 (Sunday 

23:59) 
Submission of the written report for the small case study (presentation) 

2 13.10 
Development of a Marketing Plan + Presentation and Discussion of the Minor Case 

Study 

3 20.10 
Development of a Marketing Plan + Presentation and Discussion of the Minor Case 

Study 
26.10 

(Sunday 
23:59) 

Submission of the written report for the major case study (presentation) 

4 27.10 

Presentations and discussion of the major case study on the topic: Marketing Environ-
ment 

Group 9 Group 10 

5 03.11 
Presentations and discussion of the major case study on the topic: Consumer Behavior 

Group 11 Group 12 

6 10.11 

Presentations and discussion of the major case study on the topic: Market Re-
search 

Group 13 Group 14 

7 17.11 

Presentations and discussion of the major case study on the topic: Market Seg-
mentation and Positioning 

Group 15 Group 16 

8 24.11 
Presentations and discussion of the major case study on the topic: 4Ps - Product 

Group 1 Group 2 

9 01.12 
Presentations and discussion of the major case study on the topic: 4Ps - Price 

Group 3 Group 4 

10 15.12 
Presentations and discussion of the major case study on the topic: 4Ps - Place 

Group 5 Group 6 

11 12.01 

Presentations and discussion of the major case study on the topic: 4Ps - Pro-
motion 

Group 7 Group 8 

12 19.01 Revision Class 

13 26.01 Endtest 
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Registration / Deregistration 
https://ufind.univie.ac.at/  

Literature 

Kotler, Philip | Armstrong, Gary | Balasubramanian, Sridhar (2024): PRINCIPLES OF MARKETING, 9th 
Global Edition, Pearson. 

Please observe the rules of proper academic practice when working on the case studies and make 
sure to cite all sources you use: 

http://studienpraeses.univie.ac.at/informationsmaterial/sicherung-der-guten-wissenschaftlichen-
praxis/  
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