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ABWL Marketing Il Winter Term 2026/27

Information about Course 040428-2 ABWL Marketing Il

Course Details
3.00 ECTS (2.00 SWS) | Attendance: Compulsory | Continuous Assessment |
Course Format: on Site | Max. 50 Participants | Language: English

Course Instructor
Dr. Farid Tarrahi farid.tarrahi@univie.ac.at

Target Audience
This course is designed for students of the Bachelor’s programs in Business
Administration and International Business Administration.

Objectives & Content

This course is aimed at the guided application of marketing knowledge: students learn to
use the marketing concepts covered in the lecture “ABWL Marketing 1” to solve real
marketing problems and to develop the individual components of a marketing plan into a
coherent whole - built up weekly through in-class discussions and out-of-classroom
collaborations.

Upon successful completion of this course, students will be able to:

e apply the core concepts of strategic and operational marketing to a real brand;

e use secondary data sources and market evidence to support marketing decisions;

¢ implementthe individual steps of the marketing planning process and demonstrate
how each analysis informs the subsequent decisions;

e prepare and present, in ateam, a complete and internally consistent marketing plan.

The course is intended to encourage further study of the subject of marketing and the
consideration of marketing decisions from a management perspective.

Within the framework of strategic marketing, the following topics are examined in depth:

e Marketing Environment
e Consumer Behavior

e Market Research

e Marketing Strategy

e Product
e Price
e Place

e Promotion
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Prerequisites
To enrol in the course, students must have successfully completed the lecture “ABWL
Marketing 1”.

Course Policies
The course and any material related to it (lectures, readings, exams, etc) is in English.

Students must register on u:space.

The course consists of on-site meetings (that may be combined with online sessions, if
necessary).

Course Structure

Session 1 introduces the course design and the central study objective — to
independently and correctly apply the marketing concepts learned to a complete
marketing plan. Groups are formed and each group is assigned a case study. Attendance
in the first session is compulsory: registered students who do not appear without giving
avalid reason prior to the class will be deregistered, and students from the waiting list will
move up.

Sessions 2-7 follow a common rhythm: a short recap, a concept deep dive, then a joint
application of the concepts to a real-life case, and group work on the case study for the
remainder of the session. After each of these sessions, every group submits a short mini
task via Moodle, due on the following Sunday at 23:59 (18.10., 25.10., 08.11., 15.11.,
22.11.,and 29.11.). The mini tasks build on one another so that, by the end of the content
block, each group has developed the substance of its marketing plan.

The final presentation slides of all groups are due on Sunday, 29.11.2026, 23:59 via
Moodle. This deadline applies equally to all groups, regardless of the presentation date.

Sessions 8-11 are dedicated to the presentations. Each session comprises two
presentations of 25 minutes, each followed by 15 minutes of discussion and feedback.
Students are expected to deal critically with the content, to justify their decisions and
conclusions, and to support them with sources. Attendance is required for the
presentation of your own case study.

Session 12 is a revision class.

Session 13 is reserved for the final exam (60 minutes).
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Assessment
Students’ performance is assessed throughout the course. The performance assessment
is based on the following components:

Individual

20% | Participation
30% | Final Exam

Group-based

15% | Mini Tasks (pass/fail)!
35% | Case Presentation

The participation grade is achieved when students participate regularly, actively and
meaningfully in class and provide constructive feedback to their peers.

The final exam focuses on the application of the terminology and concepts learned in the
lecture “ABWL Marketing I”. It consists of open-ended and multiple-choice questions.
Students have 60 minutes to complete the exam. The final exam will take place at the end
of the lectures (27" of January 2027).

The final exam takes place in presence at the campus and cannot be taken remotely or
abroad. No alternative examination dates or alternative examination procedures will be
offered.

As a rule, all members of a group receive the same score for the group-based
components. In the event of clearly unequal contributions within a group, individual
scores may be adjusted based on an intra-group peer assessment.

In total, a minimum of 50 percent is required to pass the course. The grading system is as
follows:

0 to 49%: grade 5 failed,

50 to 61%: grade 4 sufficient,
62 to 74%: grade 3 satisfactory,
75 to 87%: grade 2 good,

8810 100% - grade 1 very good.

Policies regarding academic integrity must be followed. Any transgressions will be
punished. If issues of academic integrity arise in this course, please talk to the instructor
immediately.

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

https://studienpraeses.univie.ac.at/en/information-on-study-law/safeguarding-good-
scientific-practice/
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Attendance

Attendance is compulsory for all units since this course includes continuous
assessment. Regular attendance is an important part of achieving a positive grade.
Students who have more than three unexcused absences will receive a failing grade.
Attendance is required for the presentation of your own case study.

Dates & Content
An overview of the schedule and session content is provided on the table below (make
sure that you always confirm with u:space).

All sessions will take place on Wednesdays from 11:30 till 13:00 at OMP, Lecture Hall 16.

Session Content

1 07.10.2026 Introduction and Group Formation

2 14.10.2026 Marketing Environment

3 21.10.2026 Marketing Strategy

4 04.11.2026 Product

5 11.11.2026 Price

6 18.11.2026 Place

7 25.11.2026 Promotion

DL | 29.11.2026 Submission final presentation slides via Moodle by 23:59
8 02.12.2026 Presentations Case Studies: Group 1 and Group 3
9 09.12.2026 Presentations Case Studies: Group 5 and Group 7
10 | 16.12.2026 Presentations Case Studies: Group 2 and Group 4
11 | 13.01.2027 Presentations Case Studies: Group 6 and Group 8
12 | 20.01.2027 Revision Class

13 | 27.01.2027 Final Exam

Consumer Behavior and Market Research are addressed as cross-cutting perspectives
within the sessions listed above.

Use of Al Tools

Generative Al tools (including tools for text and image generation) may be used as support
(e.g., for research, structuring, language editing, or the generation of illustrative images),
provided that their use is transparent. Al tools may not substitute the group’s own
analysis.

Groups must disclose which tools were used and for which work steps (e.g., “tool X was
used to revise draft texts stylistically and to suggest chart formats”), and Al-generated
images must be credited. The use of fabricated sources, quotations or bibliographies
constitutes academic misconduct.

Please, also observe the University of Vienna’s guidance on the use of Al in your studies:

https://studieren.univie.ac.at/en/using-ai-in-your-studies/ai-in-your-studies-what-is-
permitted/
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Course Material & Literature
The course material will be provided on Moodle, and will be available until the end of the
semester.

Please note that the lectures will not be recorded, nor are they allowed to be recorded
(video and/or sound) by students. The course material can be downloaded for personal
use only. Students are not allowed to forward or distribute any course material. Any
transgressions of recordings or proprietary rights will have consequences.

Kotler P, Armstrong G, Balasubramanian S, 2024, Principles of Marketing, Global ed., 19'"
ed., Pearson.

Communication

Questions related to a particular class will be answered during that class and/or during
the following class, but not thereafter, outside of class meetings, or via email. By asking
questions during the lectures, all course members can benefit from the information
provided.

Any other questions that are urgent or confidential that can’t be shared during class, can
be addressed by email to farid.tarrahi@univie.ac.at

Registration/De-registration
https://ufind.univie.ac.at/de/index.html

0712026 5/5


mailto:farid.tarrahi@univie.ac.at
https://ufind.univie.ac.at/de/index.html

