BALTIC INTERNATIONAL ACADEMY

INTRODUCTION TO MARKETING

Credit points:

5CP

Study course
annotation

The course provides an insight into market activities aimed at identifying and meeting the needs
of market subjects and objects by way of exchange, as well as understanding the marketing
processes incompanies. Students gain an understanding of the essence and basic principles of
marketing, as well as the use of basic marketing tools in business, including in Latvian

Aim of the study
course

The aim of the discipline is to train specialists who are able to impleme effective business
marketing concept in practical application in the context of development of market relations

Tasks of the

¢ teaching marketing theory and practice;

studycourse e ascquisition of marketing theory and practice;
e implementation of marketing concept;
o development of the idea of marketing concept realizationproblems and opportunities
in modern conditions;
e acquisition of market conjuncture skills;
o developing skills to apply the knowledge gained in a particularsituation.
Knowledge
Upon successful completion ofthis course students should know:
e basic concepts and categories in the field of marketing;
o marketing functions, goalsand objectives;
o the role and functions of themarketing communication system in the operation of the
company;
e key tools for marketing research;
business aspects of planningand implementingmarketing communicationsfor a
company, assessing theeffectiveness of its individual components and the company as a whole.
Abilities
e are able to assess the market position of a company, to seeproblems, contradictions,
Studiju development and the main influencing factors,
rezultati e are able to evaluate thecompany's competitors andcompetitiveness using theacquired basic

knowledge;
are able to apply the knowledge gained in the program in different situations,working in a team or
individually.

Competences

e are able to independentlyobtain, select and evaluate information in marketingresearch;
o are able to analyzeinformation, explain facts and discuss reasonably thedevelopment of an
organization's marketingstrategy;

o are able to demonstrate theuse of various marketing communication tools;

e are able to evaluate the effectiveness of the marketing company andthe chosen strategy;

e are able to prepare and present marketing-relatedprojects in a qualified manner;
are able to carry out study activities and research on marketing issues, interpret and analyze their
results.

Study course plan:

No. Topics
1. Introduction to Marketing. The essence of marketing
2. Methodological basics of marketing
3. Marketing research. Market research
4. Structure of marketing activities (Marketing MIX). Product as a marketing
- MIX element
5. Price as an element of marketing - MIX
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Promotion of goods as an element of marketing - MIX

Distribution of goods as an element of marketing - MIX

Planning of the company's marketing activities
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Marketing control and audit

Form of final examination: | exam
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During the

study process changes and additions to the program and the list of references are possible
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