
GENERAL INFORMATION  
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LEVEL OF STUDY   POSTGRADUATE   

COURSE UNIT CODE   SEMESTER  2nd   

COURSE TITLE  
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INDEPENDENT TEACHING ACTIVITIES   

in case credits are awarded for separate components/parts of the course, e.g. in 

lectures, laboratory exercises, etc. If credits are awarded for the entire course, give the 

weekly teaching hours and the total credits  

WEEKLY  

TEACHIN

G HOURS  

  
CREDIT

S  

 Lectures, reading assignment, written assignments 3   7,5 

COURSE TYPE  

Compulsory  

Elective Specialization Course  

Special Category   

Elective 

  

  

PREREQUISITE COURSES:  
NO 

  

 LANGUAGE OF INSTRUCTION 

AND EXAMS:   
GREEK 

  

THE COURSE IS OFFERED TO  

ERASMUS STUDENTS   
 

  

COURSE WEBSITE (URL)   

 

(2) LEARNING OUTCOMES  

General Competences  

Taking into consideration the general competences that students/graduates must acquire (as those are described in the 
Diploma Supplement and are mentioned below), at which of the following does the course attendance aim?  

Application of knowledge in practice, Retrieve, analyse and synthesise data and information, with the use of 

necessary technologies, Adapt to new situations, Decision making, Work in an interdisciplinary team, Work 

autonomously, Be critical and self-critical 



Learning Outcomes  

The course learning outcomes, specific knowledge, skills and competences of an appropriate (certain) level, which 

students will acquire upon successful completion of the course, are described in detail.  

APPENDIX A  

Description of the level of learning outcomes for Level 7  of study, in accordance with the European Higher Education 

Qualifications’ Framework.  

Descriptive indicators for Level 7 of the European Qualifications Framework for Lifelong Learning and   

APPENDIX B  

Guidelines for writing Learning Outcomes 

After completion of the course students are expected to: 

• familiarize with the process of strategic marketing planning in the contemporary environment of cultural 

and non-profit organizations, 

• apply the basic tools for analyzing operating environment and describe the external and internal force 

influencing strategic marketing decisions, 

• describe: i) the importance of marketing research as well as how to use it for analyzing markets and 

customers, and ii) how to interpret and use the collected data to make strategic decisions, 

• analyse the components of a marketing plan, 

• develop and critically appraise competitive advantage and brand management strategies, 

• apply marketing mix strategies to make decisions on issues such as “product" policy, pricing, distribution 

and integrated marketing communication based on real cases from the fields of cultural and non-profit 

organizations  

 

 

(3) COURSE CONTENT  

The present course analyzes the expanded role of marketing in contemporary economic reality and describes 

strategic marketing process and tools in the dynamic environment of cultural and non-profit organizations. It 

presents the tools for analyzing the operating environment as well as the external and internal forces 

determining choices in strategic marketing. In addition, the course highlights the importance of marketing 

research and demonstrates how it can be utilized for effective strategic decision-making. It describes marketing 

plan components, and presents strategic planning models and competitive advantage strategies in cultural and 

non-profit industries. Moreover, the course thoroughly describes marketing functions focusing on issues such 

as “product” policies, pricing, distribution, and integrated marketing communications. Finally, the course 

analyses modern trends and challenges in the fields of cultural and non-profit marketing and explains the impact 

of new technologies on strategic planning.     

  

(4) TEACHING METHODS-ASSESSMENT  



MODES OF DELIVERY  

Face-to-face, in-class lecturing, 

distance learning etc.  

Face-to-face 

USE OF INFORMATION AND  

COMMUNICATION  

TECHNOLOGY  

Use of ICT in teaching, Laboratory  

Education, Communication with students  

● Use of ICT in Course Teaching, Use of ICT in Communication with 

Students, in student evaluation, in laboratory education 

Zoom for video lectures and meetings with students, e-mail for 

communication with students 

COURSE DESIGN  

Description of teaching techniques, 

practices and methods: Lectures, 

seminars, laboratory practice, fieldwork, 

study and analysis of bibliography, 

tutorials, Interactive teaching, 

Educational visits, projects, Essay 

writing, etc.  

  

The study hours for each learning activity 
as well as the hours of self directed study 
are given following the principles of the 
ECTS.  

Type of work  Hours 

Lectures  

Seminars 

39 

5 

Study and analysis of bibliography 56 

Writing essay 

Presentation 

80.5 

7 

Total workload 187,5 

 

STUDENT PERFORMANCE  

EVALUATION/ASSESSMENT  

METHODS   

Detailed description of the evaluation 
procedures:  

  

Language of evaluation, assessment 
methods, formative or summative 
(conclusive), multiple choice tests, short- 
answer questions, open-ended questions, 
problem solving, written work, 
essay/report, oral exam, presentation, 
laboratory work, other……etc.  

 

 

In-class participation / In-class weekly activities (20%) 

Submission of written report (5.000-6.000 words) based on which 

students are expected to discuss management issues, indicate 

management problems and suggest solutions, and oral presentation. 

The report is based on a real case-study selected by students (80%) 
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