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UK ABWL Marketing II | 2026S 
 

Information about the Course 

Course-Data 

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

 

Course Instructor:  Eva Prasnjak, B.Sc. MSc, Lehrstuhl für Marketing 

Contact:                eva.prasnjak@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 

The primary objective of this course is to deepen and consolidate the content covered in the ABWL 

Marketing lecture. Students will develop a solid understanding of the fundamental concepts of mar-

keting and gain confidence in using relevant marketing terminology. 

By the end of the course, participants will be able to: 

▪ Apply core marketing concepts to practical business situations, 

▪ Develop the basic elements of a marketing plan, and 

▪ Analyze and evaluate marketing decisions from a managerial perspective. 

 

The course builds on and expands the fundamentals introduced in the lecture "VO ABWL Marketing 

1", with particular emphasis on the following topics: 

▪ Marketing environment: market research and consumer behavior 

▪ Strategic marketing: segmentation, targeting, and positioning (STP) 

▪ Operational marketing: product, price, place, and promotion (4Ps) 

 

Students apply the marketing knowledge acquired during the course to practical and real-world mar-

keting problems. Real companies are analyzed through case studies, which are prepared in small 

groups. The results and proposed solutions are subsequently presented, discussed, and critically re-

flected upon in plenary sessions. 
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Course structure 

In the first unit, the most important foundational concepts are reviewed and the central objective of 

the course is defined: the independent and correct application of marketing concepts to the develop-

ment of a marketing plan. Students are assigned to groups, which work collaboratively on a small 

case study and a big case study. Each group is responsible for specific subtasks within the marketing 

plan. 

In units 2 and 3, the core elements of a marketing plan are examined in greater depth. Groups pre-

sent their small case studies, which are subsequently discussed in plenary sessions. These discussions 

aim to deepen theoretical knowledge acquired in previous semesters by linking it to practical applica-

tion examples. The insights gained are then incorporated into the ongoing development of the big 

case study. 

In units 4 to 11, groups present their big case studies. Each presentation is followed by a plenary dis-

cussion. Students who are not presenting are expected to first exchange feedback in small groups 

and then share with the class. All students are required to critically reflect on the presented content, 

question and justify strategic decisions and conclusions, and support their arguments with appropri-

ate and relevant sources. 

The course sessions in the lecture hall take place weekly on Wednesdays. 

Course time: 11:30 a.m. – 1:00 p.m. 

 

Assessment and permitted materials 

This course is classified as a „prüfungsimmanente Lehrveranstaltung“, requiring compulsory attend-

ance and continuous assessment throughout the semester.  

 

Assessment is based on the following components: 

▪ Small Case Study (10%) 

▪ Big Case Study (40 %):  

▪ Participation (20 %):  

▪ Final test (30 %) 

The evaluation of the two case studies is based on the quality of the content, the application of 

course concepts, and the clarity, structure, and professionalism of the presentation. A well-prepared 

and well-delivered presentation is therefore an integral part of the assessment. All group members 

are required to actively participate in the presentation. If a student is absent from the presentation 

of their own case study, the respective performance will be graded with 0 points. 

 

When preparing the case study, students are required to adhere to the principles of good academic 

practice. All sources used must be properly cited. Correct and transparent citation is part of the as-

sessment and is evaluated accordingly. The relevant guidelines on academic integrity and proper cita-

tion can be found at: http://studienpraeses.univie.ac.at/informationsmaterial/sicherung-der-guten-

wissenschaftlichen-praxis/ For further guidance on correct academic writing and citation, students 

are referred to: Ebster, C., Stalzer, L. (2017). Wissenschaftliches Arbeiten für Wirtschafts- und Sozi-

alwissenschaftler (Academic Writing for Economists and Social Scientists). 5th edition. Vienna: Fac-

ultas. 

 

http://studienpraeses.univie.ac.at/informationsmaterial/sicherung-der-guten-wissenschaftlichen-praxis/
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The 20% 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). Students 

must be present at the final examination. If a student is absent from the final examination, the re-

spective performance will be graded with 0 points. 

A minimum of 50% overall is required for a passing score on the UK Marketing. Attendance is com-

pulsory in the units. Students who have more than three unexcused absences will receive a nega-

tive 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% 
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Schedule & Contents 

Session Contents 

1 04.Mär Introduction + Group Allocation 

  10.Mär Submission of the presentation for the small case study (23:59) 

 

2 11.Mär 
Development of a Marketing Plan  

+ Presentation and Discussion of the small Case Study 
 

3 18.Mär 
Development of a Marketing Plan  

+ Presentation and Discussion of the small Case Study 
 

4 15.Apr 
Presentations and discussion of the major case study on the topic:  

Marketing Environment 
 

Group 9 Group 10  

5 22.Apr 
Presentations and discussion of the major case study on the topic:  

Consumer Behavior 
 

Group 11 Group 12  

6 29.Apr 

Presentations and discussion of the major case study on the topic:  
Market Research 

 

Group 13 Group 14  

7 06.Mai 

Presentations and discussion of the major case study on the topic:  
Market Segmentation and Positioning 

 

Group 15 Group 16  

8 13.Mai 

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

 

Group 1 Group 2  

9 20.Mai 

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

 

Group 3 Group 4  

10 27.Mai 

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

 

Group 5 Group 6  

11 03.Jun 

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

 

Group 7 Group 8  

12 10.Jun Revision Class  

13 17.Jun Final Test  



5/4 
02|2026 

Registration / Deregistration 

https://ufind.univie.ac.at/  

 

Literature 

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

Ebster, C., Stalzer, L. (2017): Wissenschaftliches Arbeiten für Wirtschafts- und Sozialwissenschaftler. 
5. Auflage, Wien, Facultas. 

Schwabish, J. (2017). Better Presentations: A Guide for Scholars, Researchers, and Wonks. Columbia 
University Press. https://doi.org/10.7312/schw17520 

 

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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