
 
 

COURSE SYLLABUS 

Course title: Creativity, brands and consumption 

 

Content (Syllabus outline): 

1. Creativity methods in products design 

2. Value and benefits for consumers 

3. Creative advertising 

4. Services marketing 

5. Business-to-business marketing 

6. Sales and relationship marketing 

7. Consumer behaviour 

8. Marketing research 

 

Objectives and competences: 

 Acknowledgment with methods of fostering creativity and innovating products and services. 

 Recognizing the importance of branding in contemporary market situations. 

 Ability to understand marketing research problems, choose methods, implement and contextualy analize market 

research activities. 

 Acknowledgement with advertising methods and technics. 

 Ability to source for secondary data 

 Ability to analyze demographical, social and behavioural determinants of consumption. 

 Ability to use primary data gathering methods (questionnaires, interviews and focus groups) 

 Ability to manage a services marketing mix 

 Importance of people, physical evidence and process to the services marketing mix 

 Learn the basics of detection and study of the psychological characteristics of organizational clients.  

• The ability to study the demographic, geographic and anthropological characteristics of organizational clients.  

 Ability to analyse, synthesize and forecast solutions and consequences of consumers behaviour in the areas of 

companies implementation and management areas 

 He will be able to master methods and procedures to analyze, plan, manage and control activities of marketing 

implementation, in the areas of understanding the consumer behaviour 

 Autonomy when researching attitudes of consumers and decision making about marketing activities in 

organizations 

 To identify and examine in detail each of the elements in the relationship-selling process.  

 To use critical precursors to the relationship-selling process - using information to understand sellers and buyers 

and the concept of value creation and communication, both of which are central to the buyer-seller relationship. 

 Understand fundamental sales management concepts and learn how to assess different skills, necessary for 

successful selling and relationship marketing. 

 

Intended learning outcomes: 

Knowledge and understanding: 

 

The student will: 

 Know to foster creativity in satisfying demand of consumers and organisations and products present to the 

market in innovative ways. 

 Gather knowledge about market research and its importance in taking marketing decisions. 

 Understand the use of different sources and types of data 

 Get knowledge of the steps involved in a marketing research  

 Understand the importance of internal data 

 Understand primary data and techniques for gathering such data 

 Understand and know how to use questionnaires, interviews and focus groups 

 Know how to prepare a marketing research report 

 Understand the importance of services in countries' GNP 

 Understand the role of people in the process of services 

 Understand services quality (use the SERVQUAL model) 

 Understand the concept of services productivity 

 Understand the importance of physical evidence in a services process 

 Understand the process (techniques of dramaturgical approach and blueprinting) 



 
 

 Knowledge and understanding inter-organizational structure of markets, product characteristics, behaviour of 

customers, distribution methods, pricing and payment terms, inter-organizational communication markets.  

 Understand the need to differentiate between consumables and B2B marketing. 

 Understand supplier selection procedures. 

 Be able to approach the analysis of the problem in purchasing decisions.  

 Be able to join the negotiations and lead to the decision stage.  

Know about the behavioural processes when choosing, supplying and using products and services.  

 Understand the need of using new methods, as CRM and data bases, to get nearer to the needs and wishes of 

different consumer groups.  

 Know how to use the advantages of internet when presenting products or services.   

 Get acquainted with darker side of consumer behaviour.  

 Know how to approach study of consumer behaviour from two different perspectives: positivist and 

interpretative.  

 Identify and define the concept of relationship selling.  

 Understand the importance of a firm being customer-centric. 

 Explain why value is a central theme in relationship selling (RS). 

 Know to identify the processes involved in RS. 

 Identify the elements in managing RS 

 Discuss and give examples of the components of the internal and external environment for RS.  

 

 


