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This national part of the curriculum for the Marketing Management programme has been 

released in accordance with §18, section 1 in the Ministerial Order for technical and com-

mercial Academy Profession Programmes and Professional Bachelor Programmes. This 

curriculum is supplemented with an institutional part of the curriculum, which is provided 

by the individual institution that offers the programme. 

It has been prepared by the Educational Committee for the Marketing Management pro-

gramme and approved by the Board of Directors (or the Rectors) after consultation with 

Business Academy Aarhus’ educational network and the chairmanship of IT Technology 

external examiners.  
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1. The programme’s goals for learning outcomes  

Knowledge  

The graduate has knowledge about: 

• and can understand centrally applied theory and method, and can also under-

stand the profession’s practice and use of theory and method within marketing 

and sales,   

• complex and practice-orientated issues within the field of marketing in relation to 

the company’s marketing, organisational and economic base. 

 

Skills 

The graduate will have the skills to: 

• apply the profession’s key methods and tools and be able to apply the skills re-

lated to employment within the marketing field, 

• assess the practice-orientated problems as well as outline and choose solutions 

within the marking field, 

• disseminate practice-orientated issues and possible solutions to partners and us-

ers within the marketing field. 

 

Competencies  

The graduate will be able to: 

• manage development-orientated situations within the field of marketing and 

sales, taking professional and socio-economic conditions into account,  

• participate in academic and interdisciplinary collaboration in relation to marketing 

and internationalisation in a professional manner 

• in a structured context, acquire new knowledge, skills and competencies in rela-

tion to marketing and sales  
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2. The programme includes 6 national subject elements 

 

2.1 Business understanding and products 

Content 

The subject element is concerned with methods of analysing the company’s internal con-

ditions, including the annual accounts and accounting analyses. Similarly, the subject ele-

ment is concerned with identifying the company’s development potential, as well as the 

organisational and company form which the company can choose.  

 

Learning objectives for business understanding 

Knowledge  

The student will gain knowledge about:   

• different types of analyses to assess the company’s internal strategic situation, 

• and an understanding of practices and the use of different business models, 

• and an understanding of the practice, centrally applied theory and methodology in 

relation to how a company generates revenue. 

 

Skills 

The student will get the skills to: 

• use the key methods and tools to identify development potential based on the 

company’s internal conditions, 

• evaluate practice-orientated issues and develop and select solutions in relation to 

the company’s business with the aim of creating added value for customers, 

• assess and analyse the company’s organisation, structure, culture and account-

ing for the optimisation of its business processes, 

• communicate practice-orientated issues and solutions in relation to the internal 

analysis of the company.  

 

Competencies  

The student will learn to:  

• manage development-orientated situations related to the development and opti-

misation of the company’s business model, 

• participate in academic and interdisciplinary collaboration in relation to the com-

pany’s internal conditions and business model in a professional way 

• in a structured context, acquire new knowledge, skills and competencies in rela-

tion to the company’s internal conditions. 

 

ECTS weight 

The subject element business understanding is weighted 10 ECTS credits. 
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2.2 Market understanding 

Content 

The subject element is concerned with methods for analysing the company’s external 

conditions and market potential. The focus is on customers and competitors, and this 

subject element also deals with the professional and social aspects of the company, the 

company’s legal relationship and analyses of the company’s supply chain. 

 

Learning Objectives for market understanding 

Knowledge  

The student will gain knowledge about:   

• different types of analyses to assess the company’s external strategic situation, 

• and an understanding of theory, methodology and practice in relation to different 

types of trend analyses and their relevance to the company. 

 

Skills 

The student will get the skills to: 

• use the key methods and tools of the subject area in relation to an external analy-

sis of the company's situation, 

• evaluate practice-orientated issues as well as develop and select solutions in re-

lation to the preparation of customer analyses and competitor analyses as well as 

evaluate the company’s market potential,  

• disseminate practice-orientated issues and possible solutions of the external situ-

ation to partners and users.  

 

Competencies  

The student will learn to:  

• manage development-orientated situations related to the company’s external 

strategic situation 

• participate in academic and interdisciplinary collaboration with a professional ap-

proach in relation to the analysis of the company’s external strategic situation, 

• in a structured context, acquire new knowledge, skills and competencies in rela-

tion to the company’s strategic situation in a given market. 

 

ECTS weight 

The subject element market understanding is weighted 10 ECTS credits. 
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2.3 Market analysis 

Content 

The subject element is concerned with methods of producing market analyses. There is a 

focus on data collection methods and the processing of data as well as legal issues re-

lated to this. Evaluation of data and statistical concepts and their application, as well as 

methods and tools for project management and control. 

 

Learning Objectives for market analysis 

Knowledge  

The student will gain knowledge about:   

• methods of collecting and using data and managing this, 

• and an understanding of the practice, centrally applied theory and methodology in 

relation to different market analysis methods.   

 

Skills 

The student will get the skills to: 

• use the subject’s key methods and tools in relation to evaluating the validity and 

the reliability of the market analysis,  

• assess the practice-orientated problems as well as outline and choose solutions 

based on the gathered primary and secondary data, 

• disseminate practice-orientated issues and possible solutions within the field of 

market analysis to partners and users. 

 

Competencies  

The student will learn to:  

• manage development-orientated situations by using relevant market analyses, 

• participate in academic and interdisciplinary collaboration with a professional ap-

proach in connection with the preparation and presentation of recommendations 

based on a market analysis,  

• in a structured context, acquire new knowledge, skills and competencies in rela-

tion to marketing analysis 

 

ECTS weight 

The subject element marketing analysis is weighted 10 ECTS credits. 
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2.4 The marketing plan – strategy and tactics 

Content 

The subject element includes the development of marketing strategies, including audi-

ence selection, positioning and preparation of communication and sales strategy, taking 

the budget and the company’s earning goals into account. The subject element also in-

cludes the development of a strategic and tactical marketing plan for the B2C and the 

B2B market. It also includes pricing methods based on supply and demand conditions, as 

well as the company’s cost ratio. In addition, the subject element includes scenarios and 

legal aspects within marketing and sales. 

 

Learning objectives for the marketing plan – strategy and tactics 

Knowledge  

The student will gain knowledge about:   

• the marketing plan’s structure including relevant marketing strategies and the tac-

tical structure of the marketing plan 

• and can understand the practical and centrally applied theory and method, and 

can also understand the marketing plan’s content and structure.  

 

Skills 

The student will get the skills to: 

• apply the profession’s key methods and tools and be able to apply the skills re-

lated to outlining a marketing plan and evaluating this, 

• assess the practice-orientated issues as well as outline and choose strategic and 

tactical solutions for the marketing plan, 

• communicate practice-orientated issues and possible solutions to business part-

ners and users in relation to a specific marketing plan. 

 

Competencies  

The student will learn to:  

• manage development-orientated situations related to marketing planning for com-

panies operating in B2B and B2C markets, 

• participate in academic and interdisciplinary collaboration with a professional ap-

proach in relation to the marketing plan,  

• in a structured context, acquire new knowledge, skills and competencies in rela-

tion to marketing planning on a strategic and tactical level. 

 

ECTS weight 

The subject element marketing plan – strategy and tactics is weighted 20 ECTS credits. 
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2.5 The marketing plan - implementation 

Content 

The subject element includes the implementation of the marketing plan in practice and 

the action plan for this, including securing the company’s earnings and following-up on 

objectives, as well as budget control. The subject element focuses on the preparation of 

marketing materials, including the marketing mix’s use in practice. The subject element 

also contains the company’s sales planning and the different phases of the sale, as well 

as risk assessment of the plan and evaluation of its effectiveness. 

 

Objectives for the marketing plan - implementation 

Knowledge  

The student will gain knowledge about:   

• the follow-up and evaluation of the marketing plan, including the practical applica-

tion of the marketing mix, 

• and understand the practice, centrally applied theory and methodology in relation 

to the preparation of the actual marketing material and related budgets.  

 

Skills 

The student will get the skills to: 

• use key methodologies and tools to develop a practice-orientated and detailed 

operational marketing plan,  

• evaluate the practice-orientated issues as well as outline and choose solutions in 

relation to the operational marketing plan. 

• communicate practice-orientated issues and possible solutions to business part-

ners and users in relation to the operational marketing plan. 

 

Competencies  

The student will learn to:  

• undertake development-orientated situations related to the implementation of the 

operational marketing plan, 

• participate in academic and interdisciplinary cooperation with a professional ap-

proach in relation to the company’s work with internal and external partners in the 

preparation of an operational marketing plan, 

• in a structured context, acquire new knowledge, skills and competencies in rela-

tion to ensuring the fulfilment of the company’s operational marketing plan.  

 

ECTS weight 

The subject element marketing plan – strategy and tactics is weighted 10 ECTS credits. 

 



  

Professionshøjskolen UCN 9/13 

2.6 Internationalisation 

Content 

This subject element includes the company's internationalisation and internationalisation 

strategies, including market selection, establishment types as well as the modification of 

the marketing mix effort. The subject element also includes culture and the significance of 

this for the marketing mix effort. The subject element also includes trade policy and mac-

roeconomic factors that affect the company’s internationalisation. In addition, the subject 

element includes financing and investment theory.  

 

Learning objectives for internationalisation 

Knowledge  

The student will gain knowledge about:   

• the profession’s practice and centrally applied theory and methods within interna-

tionalisation,  

• and an understanding of the practice, centrally applied theory and methodology in 

relation to the company’s internationalisation.   

 

Skills 

The student will get the skills to:  

• use key theories and concepts that are important to the company’s internationali-

sation, 

• evaluate the practice-orientated issues as well as outline and choose marketing 

orientated solutions in relation to the company’s internationalisation, 

• communicate practice-orientated issues and possible solutions to business part-

ners and users in relation to the company’s internationalisation.  

 

Competencies  

The student will learn to: 

• manage development-orientated situations in connection with decisions relating 

to the company’s internationalisation, 

• participate in academic and interdisciplinary collaboration in a professional man-

ner in relation to the preparation of the company’s internationalisation 

• in a structured context, acquire new knowledge, skills and competencies in rela-

tion to the company’s internationalisation. 

 

ECTS weight 

The subject element internationalisation is weighted 10 ECTS credits. 
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2.7 The number of exams in the national subject elements 

There are 3 exams in the national subject elements, which in total represent 70 ECTS. Of 

this, 60 ECTS are part of the exam/s which make up the first-year exam.  

There is one additional exam which is the final exam project. For the number of exams in 

the internship, please refer to section 3. 

For a comprehensive overview of all the programme’s exams, please refer to the institu-

tional part of the curriculum, as the national subject elements described in this curriculum 

can be examined together with the subject elements specified in the institutional part of 

the curriculum. 

 

3. Internship 

Learning objectives for programme’s internship 

The internship must ensure practice-orientated business competencies and the develop-

ment of professional and personal competencies.  The student must be able to solve 

practical issues in a methodological way by including relevant theories and models and 

thus contribute to the realisation of value-creating activities within the company. 

 

Knowledge  

The student will gain knowledge about:  

• the internship company’s practice as well as the centrally applied theory and 

methodology of the internship function in the industry concerned, 

• and understand the practical and applied theory and method for the internship’s 

profession as well as be able to understand the internship’s practice and use of 

theory and method.  

 

Skills 

The student will get the skills to: 

• use key theories and concepts linked to employment in the internship’s profes-

sion, 

• evaluate the practice-orientated issues related to the company and outline solu-

tion options in relation to the function of the internship,  

• communicate the practice-orientated issues and give reasons for possible solu-

tions to customers, business partners and users in relation to the internship func-

tion.  

 

Competencies  

The student will learn to: 

• handle development-orientated situations within the internship context,  
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• participate in academic and interdisciplinary collaboration in the internship com-

pany in a professional manner in relation to the internship, 

• in a structured context, acquire new knowledge, skills and competencies in rela-

tion to their profession and their internship 

 

ECTS weight 

The internship is worth 15 ECTS credits. 

 

Number of exams 

The internship is completed with 1 exam. 

 

4. Requirements for the final exam project. 

The learning objectives for the final exam project are identical to the programme’s learn-

ing objectives listed above under point 1. 

The final exam project, which together with the internship exam and the other exams on 

the programme, must document that the learning objectives for the programme have 

been achieved.  

The final exam project must demonstrate the student’s understanding of practices and 

centrally applied theory and methods in relation to a real-life problem, which is based 

upon a specific task within the programme’s area. The problem statement that must be 

central to the programme and profession, is formulated by the student, possibly in collab-

oration with a private or public company. The educational institution approves the prob-

lem statement. 

For specific form requirements for the final exam project please refer to the institutional 

part of the curriculum. 

 

Exams for the final exam project 

The final exam project completes the programme in the last semester once all the pre-

ceding exams have been passed. 

 

ECTS weight 

The final exam project is weighted 15 ECTS credits. 

 

Examination form 

The exam is an oral exam based on the final exam project with an external co-examiner, 

a combined mark is given based on the 7-point scale for the written project and the oral 

presentation.  
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5. Rules on credit 

Passed programme elements are equivalent to similar programme elements taken at 

other educational institutions offering this programme. 

The students are obliged to inform us of any completed educational elements from an-

other Danish or foreign higher education programme or any jobs which are likely to pro-

vide credit.  

The institution approves, in each instance, credit on the basis of completed programme 

elements and any jobs which meet the objectives of the subjects, the educational part 

and the internship part.  

The decision is taken according to an academic assessment. 

For prior credit approval of studies in Denmark or abroad, students are required to docu-

ment each approved and completed programme element on the completion of these 

studies.  

In connection with the application for prior credit approval, the students must give permis-

sion to the institution to obtain any required information after the completion of their stud-

ies. 

On approval according to the above, the programme element is deemed to be passed if it 

was passed according to the rules of the programme in question. 

 

6. Commencement and transitional schemes 

Commencement 

This part of the national curriculum is valid from 20.08.2019 and is valid for students who 

are enrolled after 20.08.2019. 

 

Transitional scheme  

Students who have been admitted before 20.08.2019 must follow the curriculum from 

June 2017, after which they must follow this curriculum from 31.01.2021. However, ex-

ams which have been started before 31.01.2021, must be completed according to the 

curriculum that they started with.   
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