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Discipline objectives (course and practical works) 
 

Developing marketing skills, broadening knowledge, consolidating and improving professional 

training in the field of food product marketing. 

Acquiring skills regarding individual and organizational communication in order to adapt 

activities to the demands of consumers in the domestic and foreign markets and to satisfy the 

consumption needs for food products, differentiated by market segments, in accordance with the 

level of supply and consumer purchasing power. 

Gaining the ability to make decisions regarding the autonomy and responsibility of companies in 

order to increase sales, ensure consumer demand and obtain profit. 

Assuming responsibility for marketing decisions in the context of promoting food products, 

respecting ethical principles and consumer protection norms. 

Collaborating effectively in interdisciplinary teams, demonstrating respect for the diversity of 

opinions and actively contributing to the achievement of common objectives. 

 

 

Contents (syllabus) 
 
 

Course (Chapters / Subchapters) 

The emergence, concept, role and functions of marketing 

The marketing - mix 

The external environment of companies in the food industry 

Consumer needs for food products 

Supply and demand for food products 

The food products market: prospecting and segmentation  

Product strategies 

Pricing strategies 

Distribution strategies 

Promotion strategies 

 

 



Practical activities 

Introduction to marketing (discussions, examples, case studies) 

Explaining the "Marketing - mix" concept (interactive) 

The external environment of companies (discussions, examples, case studies) 

Consumer needs (discussions, examples, case studies) 

Supply and demand (discussions, examples, case studies) 

Prospecting and segmenting the market (discussions, examples, case studies) 

Product strategies (discussions, examples, case studies) 

Pricing strategies (discussions, examples, case studies) 

Distribution strategies (discussions, examples, case studies) 

Promotion strategies (discussions, examples, case studies) 

All concepts are used within the seminar project. 
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Evaluation form Evaluation methods 
Percentage of 

final grade 

Exam Oral examination 50% 

Evaluating activities 

during the semester 

Oral evaluation during the semester, 

projects. 
50% 
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