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Podmienky na absolvovanie predmetu

During the semester, 2 absences are allowed. For students with an individual study plan, a minimum
attendance of 50% is required for lectures.

A student can earn a total of 60 points, which represents 100%. These points are divided into 2 sections:

Presentations - 20 points

Final exam - 40 points

To successfully complete the course, a student must earn a minimum of 56% of the points, which is
equivalent to 34 points out of 60.

The final grading scale is as follows:

100% - 92% = A
91% -83% =B
82% -74% =C
73% -65% =D
64%-56% =E
55% andless = FX

Vysledky vzdelavania

Upon completing the course, the student will acquire the following knowledge, skills, and competencies:

Understands the fundamental theoretical foundations of marketing and regional marketing.
Recognizes the importance of marketing for businesses, organizations, and territories.
Capable of explaining the work of marketing managers, their duties, and responsibilities.
Canidentify the environmental factors affecting a business, city, region, and their impact.
ldentifies the various stages for all tools of the marketing and communication mix.

Able to gather and process data from marketing information systems.

Can distinguish between a marketing plan and a marketing strategy.



Develops communication competencies through practical tasks.
Improves teamwork skills.
Possesses presentation and creative abilities, which are utilized in creating presentations.

Struéna osnova predmetu

Introduction + Marketing and Regional Marketing (Definition; Objectives; Basic Concepts)
Marketing Environment (Micro; Macro) + STEPLE Analysis

SWOT Analysis of Business and Region

Customer Segmentation (Identification of Target Group) + Persona
Competitive Analysis

Marketing Mix 4P + 4C (Product + Customer)

Marketing Mix 4P + 4C (Price + Value)

Marketing Mix 4P + 4C (Distribution + Convenience)

Marketing Mix 4P + 4C (Promotion + Communication)
Presentations

Presentations
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