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Subject objective 

The objective of this course is to enable students to understand the specifics of marketing in 
trade, to understand the specifics of managing trade marketing and to adopt 
operational, currently applicable practical knowledge of commercial operations, such as specific 
instrument of trade marketing - sales. 
 
 

Subject outcome   

 
Students acquire theoretical and practical knowledge, primarily in connection with the 
formulation of marketing strategy and certain maketing instruments such as assortment, pricing, 
channels of distribution, promotion. In addition, they acquire knowledge and skills related to the 
process of selling, purchasing and logistics. The special emphasis is on the selling skills. Student 
will also acquire skills to organize and run market research.  
Subject content  

The course covers four main areas: a) the concept of trade marketing and the marketing 
strategies of commercial enterprises, b) instruments of trade marketing, c) marketing activities 
and operations of commercial enterprises and e) sales and sales management. The first part 
includes the following topics: the concept, creation, development of trade marketing as well as 
trade marketing activities, its characteristics and marketing strategies in modern trade. The 
second and the third part cover the instruments of trade marketing and marketing activities and 
operations of commercial enterprises. The emphasis is on assortment policy, private label policy, 
purchasing policy, pricing policy, location policy, marketing channels policy, logistics and 
promotion. In this section, attention is also paid to marketing research and marketing 
information systems as well as trade marketign management. The fourth part examines sales and 
the basics of sales management. The emphasis is on personal sales as well as the process of 
selling at retail. 
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Number of active teaching lessons  Other 

lessons Lectures: 
4 

Practice 

classes: 
2 

Other forms of 

teaching: 
Study research work: 
 

Teaching methods 

 

Classes consist of lectures and practice classes. Teaching methods include: ex-cathedra teaching 
- teacher presentation; Interactive work - questions and answers, storyline and discussion on a 
given topic; collective presentation - lecture that is guided by a short student presentation of 
examples from local and international practices as introduction to thorough interpretation of 
concepts by teacher; case study - case studies from local and international practices; simulation - 
playing different roles, where different groups of students solve the same task as members of 
different teams. 
 

Grading (maximum number of points 100) 

Pre-examination obligations Points Final exam  Points  

Activities during lectures  5 Written exam  
 

 

Practice lessons  

 

5 Oral exam 60 

Colloquium/a  30 ..........  

Presentation     

 


