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I. ANNOTATION

Aim of the course:

The main aim of this course is to help students to understand specific intercultural relationship
marketing (especially: internal and external marketing instruments). Students will also clearly under-
stand the influence of different cultures on building long-term and durable relationships with consumers
of the company as well as the diversity of consumers from a different culture (typology and segmentation
of consumers). They will also learn how to use their knowledge about customers and their market behav-
iours to create a successful marketing strategy for the company.

Learning outcomes:

Knowledge

Students know and understand, to a greater extent, national and international socio-economic
processes, and can independently draw conclusions based on the collected data. Students know and un-
derstand the relations between economic entities such as enterprises, social entities, and non-profit or-
ganizations, considered in an international and multicultural context. He has in-depth knowledge of the
norms and rules (legal, organizational, financial, professional, negotiating, moral and ethical) that de-
termine the structures, management strategies and the way social institutions operate in an international
context.

Skills

Students can apply the acquired theoretical knowledge in the field of international management
and related academic disciplines to analyze and evaluate the situation of entities operating in domestic
and international markets. He can create advanced business strategies, formulate strategic recommenda-
tions and management implications, and communicate them to the environment in the form of his own
oral and written statements as well as during debates and discussions. Students can communicate with
diverse audiences using specialized terminology from the area of international management and related
academic disciplines. Students can use the knowledge of cultural diversity and its importance in the con-
text of international social and economic relations, to manage the work of the team.

Social competences

Students are ready to critically assess the level of their knowledge and professional skills in the
field of international business. He is ready to develop his knowledge and previously acquired skills. It
serves the ability to critically evaluate and can formulate constructive feedback on the knowledge, organ-
ization of work or activities of other people with whom it is associated with team relationships or goals
pursued together.

The main competencies involved in the Design Thinking course are:
» Personal, social and learning to learn competence (5).
» Citizenship competence (6).
» Cultural awareness and expression competence (8).

INLTHEMATIC CONTENT

Ne TITLE OF UNIT AND SUBTOPICS NUMBER OF HOURS
L S L.E.

Theme 1. INTERCULTURAL MARKETING - CONCEPT AND 3

ORIENTATIONS

Theme 2. INTERCULTURAL MARKETING ENVIRONMENT 2

Theme 3. RELATIONSHIP MARKETING — CONCEPT AND 2

STRATEGIES
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Theme 4. INTERCULTURAL DIVERSIFICATION AND 2
RELATIONSHIP MARKETING TOOLS
Theme 5. CONSUMERS AND INTERCULTURAL 2
ENVIRONMENT
Theme 6. CONSUMER LOYALTY — CONCEPT, PROGRAM AND
TOOLS 2
Theme 7. EFFICIENCY CONTROL OF INTERCULTURAL 2
RELATIONSHIP MARKETING
Total: 15
III. FORMS OF CONTROL.:
extracur-
Ne TYPE AND FORM OF CONTROL Number | ricular,
hours
1. Midterm control
1.1. |Casestudy 1 1 10
1.2. |Case study 2 1 10
1.3. | Presentation 1 10
Total midterm control: 3 30
2. Final term control
2.1. |Examination (PBL) 1 15
Total final term control: 1 15
Total for all types of control: 4 45
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