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SYLLABUS


1. OBJECTIVES
Place Marketing (PM) is considered to be an innovative subject (?) for the contemporary Greek reality (even in the academy) and, based on the fact that internationally PM has been increasingly acknowledged over the past 30 years, the added value created, and therefore the objective of the course, focus mainly on two levels:

· The level of opportunity for Department of Planning and Regional Development (DPRD) students to get familiar with a new and innovative subject (?), with a high degree of active participation and action development
· The level of utilization of the knowledge, combined with their deeper cultivation, in the professional field

The aim of the course is to combine Urban and Regional Planning and Development issues (which form the 3 basic orientations of DPRD) through a modern perspective. The geographical dimension of Place Marketing mainly concerns regions and cities, in which case there is talk of Place Marketing and Branding.


[bookmark: OLE_LINK5][bookmark: OLE_LINK6]2. PREREQUISITES

Basic theoretical knowledge regarding urban planning and development is assumed as prerequisite to follow the course. The methodology of field survey using questionnaires is also considered to be known.


3. CONTENTS
The contents of the course cover a wide range of fields which increasingly concern the international reality of the past 30 years. Through the study of the international experience, both at theoretical and practical level (case studies), students have the chance to get informed and deal with general issues, such as:

· Differences between Place Marketing and Branding and ‘conventional’ marketing and branding) - with the emphasis given on the social and cultural dimension of the former, on place competitiveness (which is connected to the 3 basic dimensions of Place Marketing, i.e. the attraction of businesses, residents and visitors) and on the role of Place Marketing in development

 And with more specific issues, such as:

· Market research, market segmentation (of the potential target markets), shaping the image of the city, strategic marketing plans, the role of mega events, developing the culture and  tourism through marketing (and branding) procedures

The course has a special significance for the Department of Planning and Regional Development and its specialist of Tourism Planning, Research and Policy Laboratory (LaReTour), as they organized the two successful Panhellenic Conferences on Place Marketing and Branding, which took place in Volos and Larissa in 2012 and 2017 respectively. Their key themes concerned the new tendencies in local development and communication strategies, while their success was also based on our students, who contributed as volunteers or/and authors. LaReTour has also elaborated the Strategic Marketing Plans for Larisa and Kozani, which were the first SMPs for cities in Greece. Following an intensive effort by LaReTour, on 27-29 November 2019, the DPRD will organize the 4th International Place Branding Association (IPBA) Conference, which is the most important international conference on this subject. 

The timetable will be released after the 4th lesson (24/10), when the working groups will have been finalized.


4. TEACHING AND LEARNING METHODS

The course includes the following: 

· lectures (aiming to provoke student participation and discussion)
· short class exercises (to ensure studen involvement)
· visits to interesting parts of Volos during which place-marketing proposals will be discussed in situ
· lectures by invited speakers
· video projections about selected cities / areas, since the audiovisual dimension plays a critical role in marketing (and branding)
· film projection

Teaching material will be uploaded on the e-class platform. Students should register by the 4th lesson (24/10) on the course’s e-class site and follow it regularly. It will be locked on 26/10.

The course is supported by LaReTour (DPRD, room Β3).





5. REGARDING ESSAYS

There are the following possibilities:

· It could be the elaboration of a Pilot Strategic Marketing Plan for a city, elaborated by groups of (up to) 6 students (the selection of the specific subject is highly recommended)
· Alternatively, students may choose individually (or in groups of 2) from the following list of subjects or propose their own essay title in agreement with the course coordinator.
Indicative subjects
1. City competitiveness and marketing / branding: review of international practice
2. Cultural profile of cities and  marketing / branding: A case study
3. Place marketing / branding in the Europe of 28: Study of a city (Prague, Warsaw, Bucharest, Budapest). 
4. Place Marketing/ branding for a city for which information can be easily reached accessed on the web: Toronto, Las Vegas, Berlin or Barcelona.
5. Design Draft Marketing Plans for special sectors (cruises, gastronomy, etc.) and design of infrastructures (info-points, routes, etc).
6. Design the investment profile (and image) of a specific city / area.
7. Marketing Strategy for a city on the occasion of a special event, e.g. European Capital of Culture 2021.
8. Draft Strategic Marketing Plan for a Greek or European city (in working groups of 2 or 3 students). 
9. Draft Strategic Marketing Plan for an area under regeneration.
10. Nation Branding (case study).

The essay subject should be selected by the 3rd lesson (17/10)

Additional literature will be provided by the tutors during the essay research phase.

Both the essay and the presentation documents (word or pdf and ppt) should be delivered in one hard copy and two CD-ROMs (or be sent to the tutors).  The use of audiovisual tools during the power-point presentation is encouraged. 

5. EVALUATION METHODS 

The final grade is calculated according to the following formula:

· set discussions with tutors of in-progrss essay work:		20%
· final essay:							35% 
· in-class essay presentation:					25%
· participation in class (plus set exercises)			20%

Students are evaluated individually. Both the general attitude of the student and her/his contribution to the course’s activities are also taken into account. An extra bonus of up to 10% may be granted to those who will produce a short text concerning the films to be projected in the context of the course (depending on the final programme). 

All essays will be tested by the turnitin plagiarism prevention program (https://turnitin.com/login_page.asp?lang=en_us).
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