Marketing
Communication and Media Studies (bachelor’s degree), Practicum, 3 credits

Dr. Szabolcs Oláh – Fall Semester, 2026/2027 Academic Year

Thursdays 2:00–3:30 p.m., Room 16, Foreign Language Center
In this course, we will learn about marketing as it is typically taught in business schools, even though the communication program is part of human sciences. First, we’ll walk through the fundamentals of marketing strategy: segmentation, targeting, and positioning. We’ll learn to think about launching a new product based on the 4Ps (product development, pricing, distribution, and marketing communications). We understand why we need to be different if we want to be successful. We realize why we need to let the customer feel like they’re king (even though we know that we, the marketers, are the ones directing their attention). We learn why we build a brand around the product. Through case studies, we will learn how to develop a strategic marketing plan. We will learn the most important areas and techniques of marketing communication (advertising, public relations, personal selling, direct marketing). We understand what’s new about online marketing (why reaching customers means something entirely different when I can track their progress along the path to conversion based on their digital footprints). We’ll examine why it’s difficult to choose, and consequently, why we as marketers need to help customers make decisions—and even how we can turn the decision-making process into a positive user experience for them. The topic of consumer decision-making takes us to the intersection of marketing and psychology. We'll take a look at what makes an advertisement creative.
Topics

Overview of marketing

Marketing Strategy Planning (Developing marketing mixes for target markets; Recognizing customer lifetime value)

Analysing the marketing environment (Macroenvironmental factors; The immediate environment)

The consumer decision process (Consumers and their buying behavior)
Understanding and targeting the marketplace (The segmentation, targeting and positioning process)

Value creation (Product and brand decisions; Services: the intangible product)

Establishing value, value delivery and communication (Pricing; Channel Management; Integrated marketing communications; Promotion plans; Advertising, Public Relations, sales promotions, personal selling, direct marketing, customer service, celebrity endorsement, influencer marketing, social media platforms)

Digital marketing (Designing an integrated marketing campaign in the digital age)
Building strong brands, building customer loyalty
Storytelling

Marketing ethics, sustainability (Environmental, social, and governance issues in marketing)
Course requirements
1) Attendance at classes (3 absences allowed).

2) Problem-solving using a marketing mindset; there will be a maximum of 3 such assignments (students may prepare for the assigned task at home and then, the following week during class, must present their solution in a 3-minute presentation).

3) Students must demonstrate their knowledge of the topics covered during the course in a written exam at the end of the semester.
The required/recommended readings, the course material, and detailed descriptions of the assignments will be available on the e-learning platform.
https://elearning.unideb.hu/course/view.php?id=20048
If you have any questions, please feel free to contact me at: drolahszabolcs@gmail.com
Required Reading (we'll identify the sections to read during the course)
1) Dhruv Grewal, Michael Levy (2021): Marketing. 3rd edition. McGraw Hill Education, Sydney.

2) Joseph P. Cannon, William D. Perreault Jr., E. Jerome McCarthy (2024): Essentials of Marketing. A Marketing Strategy Planning Approach. 18th edition. McGraw Hill, New York.
3) Philip Kotler, Kevin Lane Keller, Alexander Chernev (2026): Marketing Management. 17th edition. Pearson Education, NJ.
Further Reading (we'll decide on the sections to read together during the course)

1) Al Ries, Jack Trout (1993): The 22 Immutable Laws of Marketing. Violate Them at Your Own Risk, Perfect Bound, HarperCollins, New York.
2) Miles Young, Ogilvy & Mather (2018): Ogilvy on Advertising in the Digital Age. Bloomsbury, New York.
3) Seth Godin (2018): This is Marketing. You Can’t Be Seen Until You Learn to See. Portfolio/Penguin, New York.
