Name: Marketing Management

Module/course Student workload: | Credits Semester | Frequency | Duration
code: 510 (ECTS): 2 Odd 1x /
IAB61009 Minutes/Week 4.53 ECTS Semester Semester
Types of courses: Contact hours: Independent study: Class size X students:
Tutorial/Lecture/ 150 minutes/week 360 minutes/week 30 Students
Response

1 Prerequisites for participation

2 Learning outcomes
1. Understand theories and concepts related to marketing
2. Able to determine the role of marketing and explain the relationship between
customer value, satisfaction, productivity, and quality.
3. Understand how to develop effective marketing strategies that emphasize the
exchange of value between suppliers and their customers.
3 Description:

Marketing strategy course is an elective course at Brawijaya University which emphasizes
explanation and discussion of marketing concepts, principles, and theories to students.

Teaching methods: Lectures, Discussions, and Group Works.

Assessment methods: Task, Mid-Term Exam, Final-Term Exam, and Quiz.
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