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(2) LEARNING OUTCOMES 

Learning Outcomes 

 
The purpose of the course is to understand the contents of marketing specialized for bioproducts, the 
knowledge of which combined with that of the new philosophy and technology of these products, to 
give postgraduate students a comprehensive understanding: how to conduct a market research, how 
to design the bioproducts desired by the target market, how to define the appropriate strategies, how 
to draw up an integrated marketing plan and how to market the products effectively, satisfying both 
the business and the consumers in the context of the bioeconomy. 
Upon successful completion of the course the student will be able to: 

•  It applies modern marketing principles to the efficient operation of a bio-products production 
business. 
• Conducts market research to identify consumer needs and wants and design appropriate bio-
products to be marketed. 
• It creates the right conditions for the successful development of a new biological product and 
minimizes the chances of its failure. 
• Segments the market for new products and identifies the target market. 
• Identifies and effectively manages the most suitable distribution channels for bioproducts 
(logistics), and the company's stocks, so that the products are available wherever and whenever 
the customer requests them. 
• Selects and applies modern techniques for the effective and intelligent promotion of the 
business. 
• Realizes what are the new strategies to attract more leads and increase a company's online sales. 
• Builds good online relationships before the new organic products are sold, and reduces the time 
of the customer's purchasing process. 
• Creates a brand name business or tries to get some bio products a brand name. 
• Builds the corporate culture, image and identity and implements "good" principles and values in 
the company. 
• Determines the proposed selling price of bioproducts (pricing). 
•  Plans and implements effective marketing strategies. 
• Creates an effective marketing plan 



(3) COURSE CONTENT 

 
 
The course content is as follows: 
• Function and objective of modern marketing for bioproducts 
• Conduct market research of bio-products businesses (necessity, market research process, 
questionnaires) 
• Development of new bioproducts - Their life cycle 
• Market segmentation - Identifying the target market 
• Distribution channels and factors affecting them 
• Integrated strategic communication 
• Business branding development, corporate image and culture, principles and values 
• Pricing of bioproducts 
• Design and implementation of business marketing strategies 
• Develop an effective marketing plan. 

 
Every one or two weeks assignments are given to practice topics related to the subject of the course, 
while the final (6th assignment) should be undertaken and prepared by the student (individually) until 
the end of the semester of the MSc. 
The relevant directions are given, while rich material and instructions are posted on the E-class. 
The final assignment includes, in addition to paper and electronic submission, a public oral 
presentation on the chosen topic, on a set date (usually the 12th or 13th week of classes). The 
presentation lasts 15 minutes and is followed by 5 minutes of questions from the students present. 
The teacher intervenes - if necessary - for comments, observations, corrections. 
Students are graded on the overall performance of their final paper: 70% on content and editorial 
specifications and 30% on preparation of the online presentation and oral support thereof. 
These grades count for a total of 40% of the overall grade that students will receive after the final 
written theory exam. 

 

(4) TEACHING AND LEARNING METHODS - EVALUATION 

DELIVERY COURSE METHOD In class and remotely 

USE OF INFORMATION AND 
COMMUNICATION TECHNOLOGIES 

• Use of PCs, ppt slides, projector 

• Eight (8) PCs in the Laboratory to exercise students 

in a questionnaire processing program 

• Learning process support through the e-class 

electronic platform 

MANAGEMENT OF TEACHING 
 

Activity Semester Workload 

Lectures 26 

Small individual practice 
tasks 

20 

Six (6) individual 
assignments related to the 
subject of the course 

60 

Independent Study 44 

  

  

  

  

General Skills 

 

 
 



  

Course Total (25 workload 
hours per credit unit) 

150 
 

STUDENT EVALUATION 
 

 
Ι. Written final exam (60%) including: 
• Short answer questions from all the material in the book. 
• Solving exercises related to the subject of the course (e.g. 
pricing, advertising, sales, 
product life cycle). 
II. Successful delivery of six (6) assignments and presentation 
of the individual final (6th) assignment (40%). 
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