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ВИСШЕ УЧИЛИЩЕ ПО ТЕЛЕКОМУНИКАЦИИ И ПОЩИ



Faculty: FACULTY OF TELECOMMUNICATIONS AND MANAGEMENT
Department: MANAGEMENT IN COMMUNICATIONS
Professional Field: 3.7. ADMINISTRATION AND MANAGEMENT
Specialty: MANAGEMENT IN TELECOMMUNICATIONS AND POST
Educational-qualification degree: BACHELOR
LEARNING COURSE DESCRIPTION

1. Course title: MARKETING MANAGEMENT IN COMMUNICATIONS
[bookmark: _GoBack]2. Course code: B.44.062.1
3. Type of the course: Compulsory
4. Level: Bachelor 
5. Year of study: Fourth
6. Semester: Seventh
7. Number of credits: 3
8. Name of the lecturer: Assist. Prof. Dimitar Kolev, PhD
9. Course learning outcomes:
The aim of the course is to give students a systematic knowledge of the essence and specificity of marketing management in communications; the methodology of developing, selecting and evaluating of marketing strategies; developing a marketing plan and analyzing and evaluating the overall marketing activity of organizations in the communication sector.
Students who have completed their training in the course must acquire:
Basic knowledge of the essence and specificity of marketing management in communications; analysis of the marketing environment; formulating marketing goals and developing marketing strategies; product management of the service and the process of providing services; marketing price management and quality of service; the importance of staff in the provision of services; management of customer contacts.
Practical skills for analyzing marketing environment; planning and organizing the marketing process; application of methods and means in solving analytical, methodological and practical tasks and real business case studies related to the overall marketing management in the communication sector.
Competencies: After completing the course, students who have successfully completed the course must have mastered the concepts, models, methods and tools for developing marketing strategies; planning, organizing and managing the elements of the marketing mix; as well as the mechanisms for planning and organizing the marketing process and analyzing the results of the marketing activity.
10. Teaching methods:
The teaching method is in lecture and discussion form, according to the specifics of the subject. Emphasis is placed on the fundamental issues of planning, organizing and managing the overall marketing activities for services, including multimedia presentations.
11. Prerequisites: 
Students should have a thorough knowledge of the Fundamentals of management - Part I and II, Conventional and digital marketing, Communications economics, Business communications in communications, Public relations in communications, Organizational behavior, Online positioning of services.
12. Course contents:
Marketing management. The specificity of marketing management in the communication sector. Diagnostic marketing analysis of the environment. Formulating marketing goals. Marketing strategies. Stages in the process of developing a marketing strategy. Types of marketing strategies. Nature, role and content of the marketing plan. Structure, types and design of the marketing plan. Designing a marketing plan. Process of services delivery. Marketing price management. Develop pricing goals and strategies. Price regulation and control. Services quality management. Measurement and evaluation of service quality. Marketing management of staff, users, audience and physical evidence. Analysis of the results of the marketing activities.
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14. Assessment methods and criteria:
The course ends with an ongoing assessment. The student's individual and team work is taken into account during the semester - ongoing control during lectures and seminars. 
1. Requirements for the assessment of the six-point system
The assessment is formed by a point scale of two parts - the individual work brings up to 50 points, and the team project development brings up to 40 points and 10 points from active participation in the seminars.
2. Formation of the final mark
The formation of the final evaluation mark is based on the obtained points, as the correspondence between their number and the score on the six-point system is given in Table 1.		

		
							                     Table 1.
	Number of points
	Assessment According to the 6-point
Scale System

	0 – 30
	Fail 2 (F)

	31 – 40
	Fail 2 (FX)

	41 – 50
	Satisfactory 3.00 (E)

	51 – 60
	Satisfactory 3.00 (D)

	61 – 70
	Good 4.00 (C)

	71 – 80
	Very good 5.00 (B)

	81 – 100
	Excellent 6.00 (A)



15. Language of instruction: Bulgarian
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