
 

Name: Contemporary Issues in Marketing 

module/course 
code: 

IAB92002 

Student workload: 

340 Minutes/Week 

Credits 
(ECTS): 

3.02 ECTS 

Semester   

1 

Frequency   

Odd 
Semester 

Duration   

1x / 
Semester 

Types of courses:  

Tutorial/Lecture/ 

Response 

Contact hours: 

100 minutes/week 

Independent study   

240 minutes/week 

Class size X students:  

10 Students  

1 Prerequisites for participation   

- 

2  Learning outcomes 

1. Respect the diversity of cultures, views, religions and beliefs, as well as the 
opinions or original findings of others 

2.  Able to compile scientific, technological or artistic arguments and solutions based 
on a critical view of facts, concepts, principles or theories that can be accounted 
for scientifically and academic ethics, and communicate them through the mass 
media or directly to the public 

3. Navigate the latest global strategy issues into a business 
4. Master a substantial, current and cutting-edge body of knowledge in the field of 

Business Administration 
5. Mastering the latest issues in the development of information technology that 

supports business (e-commerce) 
6. Able to demonstrate knowledge of the latest marketing theories and applications 

discussed throughout lectures (P3, P5) 
7. Be able to demonstrate analytical thinking skills to critique current thinking in 

marketing theory and practice especially those used in empirical research within 
the marketing area (S 5, KU 5) 

8. Able to evaluate and criticize by reading, understanding, and analyzing research 
articles in the field and disseminate findings both orally and in writing by 
identifying areas and issues for future research (S5, KK 7) 

3 Description 

This course is a continuation of marketing theory related to contemporary issues. Emphasis 
is placed on providing in-depth knowledge of key topics and students are expected to be 
able to critically evaluate contemporary marketing issues in the field. This course is designed 
to provide an overview of the latest knowledge in the fields of strategy, marketing 
management and consumer behavior. This course is also directed at the ability to identify, 
review, evaluate, and criticize various topics in marketing strategy and management. 

4 Teaching methods: Lectures, Group discussions 

5  Assessment methods: Assignments, Mid-Term Exam, Final-Term Exam, Quiz 
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