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UK ABWL Marketing II | 2026W 

Course Information 

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 

Sessions take place weekly on Tuesdays, 11:30–13:00, Lecture Hall 12, OMP-1. 

Course Instructor and Contact Information 

Louise Kwok, MSc (WU), Chair of Marketing, louise.wen.fong.kwok@univie.ac.at 

Target group 

This course is designed for students of the Bachelor’s programs in Business Administration and 
International Business Administration. To enroll in the course, students must have successfully 
completed the lecture “ABWL Marketing 1”. 

Aims, Contents and Method of the Course 

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 discussion and out-of-classroom collaboration.

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

• apply the core concepts of strategic and operational marketing to a real brand;
• use secondary data sources and market evidence to support marketing decisions;
• implement the individual steps of the marketing planning process and demonstrate

how each analysis informs the subsequent decisions;
• prepare and present, in a team, a complete and internally consistent marketing plan.

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

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

• Marketing environment
• Consumer behavior
• Market research
• Marketing strategy

mailto:louise.wen.fong.kwok@univie.ac.at
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• Product 
• Price 
• Place 
• Promotion 

 

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 a valid 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 appli-
cation 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., 01.11., 08.11., 15.11. and 22.11.). The 
mini-tasks build on one another so that, by the end of the content block, each group has de-
veloped the substance of its marketing plan. 

The final presentation slides of all groups are due on Sunday, 22.11.2026, 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. The exam takes place in Session 13 (60 minutes). 

 

Assessment and Permitted Materials 

This is a course with continuous assessment: the performance assessment is based on the 
following components: 

Individual Group-based 

Participation (20%) 

Exam (30%) 

Mini-tasks (15%; pass/fail) 

Case presentation (35%) 

 

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 
on the basis of an intra-group peer evaluation. 

The participation grade is achieved when students participate regularly, actively and mean-
ingfully in class and provide constructive feedback to their peers. 
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The exam focuses on the application of the terminology and concepts learned in the lecture 
“ABWL Marketing 1”. It lasts for 60 minutes and consists of open-ended and multiple-choice 
questions. 

A minimum of 50% overall is required for a positive grade in this course.  

 

Attendance 

Attendance is compulsory in all units, as this is a course with continuous assessment. A mini-
mum attendance is a requirement for a positive assessment: students who have more than 
three unexcused absences will receive a negative grade. Attendance is required for the 
presentation of your own case study. 

 

Use of AI Tools 

Generative AI tools (including tools for text and image generation) may be used as support – 
for example for research, structuring, language editing or the generation of illustrative images 
– provided that their use is transparent. AI 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”); AI-generated images must be 
credited. The exact format of the disclosure will be communicated in class. The use of fabri-
cated sources, quotations or bibliographies constitutes academic misconduct. 

Please also observe the University of Vienna's guidance on the use of AI in your studies: 
https://studieren.univie.ac.at/en/using-ai-in-your-studies/ai-in-your-studies-what-is-permitted/ 

 

Grading Scale 

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

 

 
  

 

https://studieren.univie.ac.at/en/using-ai-in-your-studies/ai-in-your-studies-what-is-permitted/
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Schedule & Contents 

Ses-
sion 

Date Contents 

1 Tue 06.10.2026 Introduction & Group Formation 

2 Tue 13.10.2026 Marketing environment 

3 Tue 20.10.2026 Marketing strategy 

4 Tue 27.10.2026 Product 

5 Tue 03.11.2026 Price 

6 Tue 10.11.2026 Place 

7 Tue 17.11.2026 Promotion 

– Sun 22.11.2026 
(23:59) 

Submission of the final presentation slides via Moodle (all 
groups) 

8 Tue 24.11.2026 Presentations and discussion of the case studies – Group 1 and 
Group 3 

9 Tue 01.12.2026 Presentations and discussion of the case studies – Group 5 and 
Group 7 

10 Tue 15.12.2026 Presentations and discussion of the case studies – Group 2 and 
Group 4 

11 Tue 12.01.2027 Presentations and discussion of the case studies – Group 6 and 
Group 8 

12 Tue 19.01.2027 Revision class 

13 Tue 26.01.2027 Final exam (60 minutes) 

 

Mini-tasks are due via Moodle on the Sunday (23:59) following each content session: 18.10., 
25.10., 01.11., 08.11., 15.11. and 22.11.2026. Consumer behavior and marketing research are 
addressed as cross-cutting perspectives within the sessions listed above.  

 

Registration / Deregistration 

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

 

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

Kotler, Philip | Armstrong, Gary | Balasubramanian, Sridhar (2024): PRINCIPLES OF MARKET-
ING, 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: 

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

 

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

