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ECONOMY 
Academic Level: BSc 

Credit Value: 5 ECTS 

Hours in class: 32 hours 

Lecturer Sheresheva, Marina Y., Berezka, Svetlana M. 

Aim of the course is to provide basic understanding of business networking in the experience 

economy era   

Teaching Methods Lectures, seminars, presentations, discussions, case-studies 

Plan of the course / Course schedule / Course outline  

Topic  

Class 1. Introduction: Management 2.0. Social network analysis. Business 

ecosystems. Network typologies 

4 

Class 2. Relationship marketing. Value for customer in the experience 

economy 

4 

Class 3. Marketing partnerships and co-branding.  4 

Class 4. Tourism destinations and networking in tourism  4 

Class 5. Hotel chains and restaurant chains 4 

Class 6. Networks and relationships in entertainment and sport events 4 

Class 7. Digitalization. CRM and SNS in the experience economy 4 

Exam (project report) 4 

 

Assessment Methods / Grading 

 Grading (max) 

Assignments in class  30% 

Essay (individual written assignment) 20% 

Group project report (written assignment) 40% 

Group project report presentation 10% 

 

Evaluation criteria 
 Written assignments: topic coverage, quality of comments (50% if late) 

 Assignments in class: activity, scope of participation, quality of comments 

 Exam: report & presentation quality 
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