
Course title Future Proofing Strategy 
Course code IMTBFS1 
Module coordinator Miriam Heinrich 
Lecturer Susan Penrose 
Level of course Bachelor 
Recommended 
prerequisites 

C1 level English. Prior knowledge of marketing principles is 
useful but not essential. 

Type of course Lecture 
Weekly lecture hours 
(SWS) 

4 

ECTS credits 5 
Workload  In total 120 h, 60 h course attendance, 60 h self-study 

Assessment (grading; 
pass/fail) 

graded 

Regular cycle Each semester 
Language of instruction English 
Contents: 1. Connecting with the consumer in order to obtain valuable 

insights that will become a source of value, differentiation 
and competitive advantage. “The Golden Circle” - 
communicating from the inside-out.  

2. Balancing creativity and discipline within a culture of 
openness, agility and shared learning, so that innovation 
can be nurtured internally.  

3. Understanding the marketing planning process and how to 
assess the opportunities and threats in a firm’s external 
environment, alongside its internal resources and 
capabilities, in order to determine the critical success 
factors that will determine marketing strategy.  

4. Marketing decisions (STP):  The importance of market 
segmentation and targeting. Positioning products and 
brands.  Developing international product concepts and 
value propositions and understanding the potential and 
limitations of brands in this. Cultural influences and local 
market factors which affect how brands are perceived and 
managed internationally.  

5. The 4 Ps of Marketing and how the concept “Think Global, 
Act Local” applies when implementing creating the right mix 
for international expansion  

6. How to write and present a marketing plan, including using 
a “Business Model Framework”. How current digital 
technologies are enabling disruption of traditional business 
models, reshaping markets and challenging traditional 
marketing planning and strategy. 

Learning outcome 
(competencies): 

Having successfully completed the course, students should: 
 
1. Understand the importance of building business 

intelligence and consumer insights into the strategy 
process, in order to create and capture value that will 
sustain competitive advantage. 

2. Understand the added complexity when applying marketing 
concepts in dynamic business environments and across 
diverse cultures and international markets.  

3. Be aware of the impact of digital disruption. 
4. Be able to write and present a marketing plan. 



Teaching methods ☒Lecture               ☒Group work 
☐Exercises           ☐Simulation 
☐Video feedback  ☐Others:  

Assessment methods Group Presentation 
Recommended reading Students should conduct their own desk research for their 

projects as reading for the course. 
Additional information  
Recognition of credits  

 


