	Subject


	Methods of Real Estate Marketing 

	
	Type


	Semester
	ECTS
	Code

	
	OBLIGATIVE (0)


	4
	5
	REM-B-021

	Course Lecturer
	M.Sc.Elita ÇEKU

	Course Assistant
	

	Course Tutor
	

	Aims and Objectives
	The course will be focused on treating the methodology theories and the best practices of modern Methods of Real Estate Marketing. Understand the place and contribution of marketing to the real estate business enterprise. Describe major bases for segmenting consumer and business markets; define and be able to apply the steps of target marketing, understand situations in the competitive environment that directly will affect choices in real estate marketing. 
Describe the major types of consumer buying behavior, the stages in the buyer decision process and completely outline the components of the marketing mix; identify how the firms marketing strategy and marketing mix must evolve and adapt to match consumer behavior and perceptions of the product (e.g., classification of products and services, brand image, price and value), the stage in the product life cycle and the competitive environment; summarize the importance of measuring and managing return on marketing.         

	Learning Outcomes
	At the end of this module, students will be able to:

· Defining Marketing and the Marketing Process 

· Assess how organizations create value and use best practices of modern Methods of Real Estate Marketing
· Describe the concept of competitive advantage and how it may be achieved through strategic and tactical methods.

· Analyze the information content of organizational processes in real estate market.

· Define markets and apply marketing concepts and principles using a customer focus to effectively sell products and services.

· Recognize and appropriately respond to ethical, legal and strategic concerns relating to Real Estate Marketing. 

	Course Content
	Course Plan
	Week

	
	Defining Marketing for the 21st Century
	1

	
	Developing Marketing Strategies and Plans 
	2

	
	Collecting Information and Forecasting Demand 

	3

	
	Creating Long Term Loyal Relationships 
	4

	
	Conducting Marketing Research
	5

	
	Analysing Consumer and Business Market 
	6

	
	Identifying Market Segments and Targets 
	7

	
	Creating Brand Equity 
	8

	
	Crafting Brand Positioning  
	9

	
	Competitive Dynamics 
	10

	
	Setting Products Strategy 
	11

	
	The Global Marketplace  
	12

	
	Marketing in the Digital Age 
	13

	
	Case study presentations
	14

	
	Final examination
	15

	Teaching/Learning Methods
	Teaching/Learning Activity
	Weight (%)

	
	1. Lectures
	20%
0%

	
	2. Exercises 
	20%

	
	3. Essay writing
	20%

	
	4. Case study team project  
	25 %

	
	5. Marketing Plan 
	15 %

	Assessment Methods
	Assessment Activity
	Number
	Week
	Weight (%)

	
	1. Attendance
	15
	1-15
	10 %

	
	2. Writing assignment
	1
	12
	30 %

	
	3. Case study team project
	2
	13,14
	15 %

	
	4. Final examination 
	1 
	15
	30 %

	
	5. Marketing Plan
	1
	11
	15 %

	Course resources
	Resources
	Number

	
	1. Lectures
	1

	
	2. Exercises
	1

	
	3. Projector
4. Videos, ads, marketing, Facebook, Instagram Ads Manager

5.  Marketing Plan
	1

1

1

	ECTS Workload
	Activity
	Weekly hrs
	Total workload

	
	· Lectures
	2
	26

	
	· Exercises
	2
	26

	
	· Essay writing
	1
	12

	
	· Case study preparation team work
	1
	13

	
	· Marketing plan
	0.5
	10

	
	· Project Presentation
	           n/a
	6

	
	· Consultations
	           0.2
	3

	
	· Independent study
	           1                           
	             15



	
	· Final examination preparation

· Exam
	1

n/a
	13

2
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