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The profile Marketing and Strategy offers a unique programme  
aiming at helping the modern strategist to develop skills required 
for success in fast changing environments and for creation of  
value to its markets and stakeholders.
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INTRODUCTION TO  
MARKETING & STRATEGY

WHY STUDY  
MARKETING & STRATEGY?
Sustaining competitive through building and  
maintaining competitive advantages has always been  
a major strategic business task. However, globalization, 
new Information and Communication Technologies (ICT),  
new socio-demographic trends and customer behavior 
patterns in both business to business and consumer 
markets make such a task especially challenging today.

Unlike the long strategic planning horizons common in 
the past, today’s fast developments in all above terrains 
make the long term planning especially difficult and 
challenging. On a tactical level, while in the past 
communicating with customers was a question of 
choosing the right channels and assigning the right 
communication budgets, communication today is 
increasingly dominated by digital media and in  
particular by customer controlled media and channels. 
No more the market segments but increasingly customer 
and business networks define the success of marketing 
strategies. The traditional marketing paradigm and 
process are changing. Customers today are becoming  
an integral part of the marketing process and the 
traditional marketing channels are replaced by multi-
channels and customer touch points requiring new agile 
strategies and tactics. In this background and context 
characterized by transformation, the profile Marketing 
and Strategy offers a unique programme aiming at 
helping the modern strategist to develop skills required 
for success in fast changing environments and for  
creation of value to its markets and stakeholders. 

 

MAIN REASONS TO JOIN  
THE STRATEGY & MARKETING 
PROFILE
-	 	Learn	from	top	research	experts	in	the	field	of	

business	development,	global	strategy,	business	
marketing	and	digital	marketing.	

-	 	Learn	why	the	realm	of	the	digital	and	real	life	
business	are	mutually	constitutive	in	developing	
effective	strategies.

-	 	Learn	to	develop	the	professional	skills	needed	 
to	bridge	the	external	world	with	the	internal	
organization.

-	 	Learn	from	working	in	teams	and	develop	the	
skills	to	critically	assess	solutions	to	strategically	
important	company	problems.

We look forward to welcome you in our profile courses.                    

Dr.	Efthymios	Constantinides,	Profile Coordinator
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1. BUSINESS TO BUSINESS MARKETING

THE COURSES

Course	coordinator: Dr. Raymond Loohuis
Contact: r.p.a.loohuis@utwente.nl
Given	in	quartile: 1A

WHAT WILL YOU LEARN?
You will learn how value is understood, created and 
delivered in business markets, including the complexities 
and managerial challenges. Unlike relationships in 
consumer markets, those in business to business 
markets are characterized by a high degree of 
interdependencies between actors. You will learn what 
these interdependencies consist of and why they are 
important for sustaining relationships yet at the same 
time cause managers challenges in terms of strategic 
change, relationship development and also dissolution. 
Furthermore, you will learn why buying processes in 
business to business markets are complex and uncertain, 
and which capabilities are needed by supplier firms to 
help reduce these complexities and uncertainties. You 
will also learn the implications of understanding value 
from a value-in-use perspective rather than a goods-
dominant logic which prevailed was the prevailing 
thought in theory and practice for so long. This course 
also contributes to the development of your analytical 
and critical skills needed to transform problems and 
challenges of business to business firm into plausible 
practical solutions.

CONTENT
This course is built on multiple instructional methods to 
highlight topics from both a practical and theoretical 
point of view. This means that you will mainly work in 
groups while frequently conducting case analysis in 
tutorials including real-life cases presented by guest 
lecturers of companies. Therefore, we require a fair 
amount of self-study and preparations prior to the 
tutorials. Some of the key topics are organizational buyer 
behavior, relationship management and development, 
customer value, marketing planning, decision making, 
value-in-use analysis, change and communication 
practices.

EC’S 
5

TEACHING 
Tutorials; guest lecturers; project group work,  
case discussions. 

EXAMINATION
Individual assignment consisting of a research paper 
(50% of end grade) group work on analyzing multiple 
cases using concepts and propose recommendations 
(50% of end grade).
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2. BUSINESS DEVELOPMENT IN A NETWORK PERSPECTIVE

Course	coordinator: Dr. Ariane von Raesfeld
Contact: a.m.vonraesfeldmeijer@utwente.nl
Given	in	quartile: 1A

WHAT WILL YOU LEARN?
Upon completion of this course, the student is able to:
-	 	gain	state-of-the-art	knowledge	of	the	practice	 

of	business	development	in	business	relations;	
-	 	gain	a	deep	theoretical	understanding	of	concepts	

and	models	of	inter-organizational	collaboration	 
and	value	creation;	

-	 	apply	theory	to	analysis	and/or	problem	solving	 
of	business	cases.

CONTENT
The essence of business consists of matching product 
solutions to buyer problems. Business development is 
the process of renewing this matching process. Both 
technology and business relations are seen as triggers  
of new business models. The student learns about 
economic theory, social network analysis and marketing 
theory in B2B context with focus on value based network 
approaches and applies this to a market analysis 
process. Main topics of this course are Business 
modeling; Value creation; Value networks; Technology 
regimes; Business interaction; Social networks; 
Strategies in network economy; Managing relationships
The course contributes to advanced knowledge in the 
field of business administration, development of 
academic competences such critically reflection and 
application of theory to the analysis of business 
problems, and development of general competences 
such as oral and written presentation skills.

EC’S
5

TEACHING 
Lecturers, Tutorials, project group assignments,  
case discussions.

EXAMINATION 
The final grade is based on a combined assessment  
of group and individual work. Group work consists of 
case analysis assignments and one research assignment 
and the individual work consists of an exam. The grade  
is build up as follows: Case analysis and review 
assignments (50%); Individual case exam (50%).
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3. GLOBAL STRATEGY & MARKETING

Course	coordinator:	Dr. Kasia Zalewska-Kurek
Contact: k.zalewska-kurek@utwente.nl
Given	in	quartile: 2A

WHAT WILL YOU LEARN?
In this course you will learn about modern approaches to 
strategy and strategic marketing. You will be challenged 
to analyze strategies and strategic choices of firms that 
lead them either to success or to failure. You will also 
learn how to apply strategic management theories to 
practice to be able to advise companies on how to 
achieve sustainable competitive advantage.

CONTENT
Many product and service innovations fail to successfully 
penetrate or create a market. Often this can be explained 
by weak marketing approaches leading to a product-
oriented rather than market-oriented approach of 
introducing innovations. It can also be explained by  
weak positioning of a firm often neglecting important 
developments in the environment. How can firms 
successfully position themselves on the market and 
successfully market their innovation? How can they 
innovate their business models? How can they grow 
internally and externally? These and more questions will 
be addressed in this course with examples of local and 
internationally known firms.

In this course we will focus on strategy process, 
strategic positioning, market orientation of firms, 
technology marketing, Mergers & Acquisitions, industry 
renewal and Business Model Innovation.

EC’S 
5

TEACHING METHODS
(guest) lectures, tutorials, case-based tutorials.

ASSESSMENT / EXAMINATIONS 
Individual exam (50%); group assignments (50%).
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Course	coordinator: Dr. Efthymios Constantinides
Contact: e.constantinides@utwente.nl
Given	in	quartile:	2A

WHAT WILL YOU LEARN?
The course reviews and discusses current technology-
based business trends and aims to help students 
understand the importance, impact and pervasiveness  
of ICTs in today’s business environment and in particular 
in the Marketing domain. Next to this the students learn 
to evaluate and apply current ‘Social, Big- and Open 
Data’ based tools and technologies as part of the 
marketing strategy.

We review the basic knowledge areas related to more 
‘traditional’ digital marketing topics like online customer 
behavior, creating of successful online presence and 
social media marketing. The main focus of the course is 
to provide advanced knowledge, competencies and skills 
needed to manage the fast changing online and mobile 
commercial environments: improving customer 
engagement and dealing with reputation management, 
harnessing customer intelligence using techniques for 
capturing / analyzing customer data and develop 
innovative products based on the basis of customer  
data and co-creation. 

CONTENT
Focus areas of the course are: identifying data sources, 
tapping customer data and applying analytics techniques 
for analyzing customer and social information. Special 
emphasis is paid in the new area of Cognitive Computing 
and on improved decision making using tools based on 
IBM WATSON® technology (Group Assignment). Topics 
discussed: Web 1.0 / Online Marketing, Introduction 
Search Engine Marketing (SEM), Communication in 
Digital Marketing Environments, Web 2.0 / Social Media 
Marketing, Cognitive Computing and Web Analytics, Big 
Data and Social Intelligence, Neuromarketing in Practice, 
Industrial Web / Internet of Things (IoT).
 
EC’S
 5

TEACHING METHODS
Lecturers, tutorials, project group work, case 
discussions.

ASSESSMENT / EXAMINATIONS
Group assignments (50%) in groups of three to four 
students as preparation for the class sessions and 
individual examination (50%). 

4. ADVANCED TOPICS IN DIGITAL MARKETING
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RESEARCH GROUP

The researchers involved in teaching of the profile 
Marketing and Strategy are affiliated to the Netherlands 
Institute for Knowledge Intensive Entrepreneurship 
(NIKOS), the largest dedicated Entrepreneurship research 
group in the Netherlands and one of the largest in 
Europe. 

Main research topics where the profile researchers are 
involved to: 

-	 	The	role	of	Social	Media	as	strategic	marketing	
tools	and	their	effects	on	customer	behavior	in	
national	or	multicultural	settings

-	 	Co-Innovation	(engaging	customers	in	the	
innovation	process	in	networked	environments

-	 	The	importance	of	Big	Data	and	Web	Analytics	 
for	Marketing	decisions

-	 	The	emerging	ICTs	and	other	technologies	that	
will	shape	the	future	of	the	Marketing	practice	

-	 	Strategizing	in	relationships	and	networks
-	 	Business	relationship	development	from	a	process	

and	practice	perspective
-	 	Value-in-use	and	value	proposition	alignment	for	

business to business companies
-	 	Use	virtual	reality	to	establish	value	in	use	of	new	

products	and	services	for	users	and	producers
-	 	Alliance	portfolio	management
-	 	Management	of	external	relationships
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COORDINATOR:

Dr.	Efthymios	Constantinides	

After a 10-year career in business (in 
companies like KLM and Ericsson) he 
works for the last 25 years as educator 
and researcher. He obtained his PhD in 
the University of Twente with the topic 
Virtual Marketing. Since 2001 he is 

affiliated as Assistant Professor Digital Marketing in the 
Faculty of Behavioural, Management and Social Sciences 
(BMS) in the University of Twente. He is also visiting 
lecturer of the University of Castilla-La Mancha (Spain), 
the TSM Business School and the Venture Lab (NL), the 
Académie Internationale des Sciences et Techniques du 
Sport – AISTS (Switzerland), the University of Sassari 
(Italy), the University of Macedonia (Greece) and the 
Thapar University (India). His research is focused on 
strategic issues of the Marketing in technology-enabled 
environments and the impact of the emerging Digital 
Technologies on the theory and practice of the 
Marketing. His publications include more than 70 
research papers published in international scientific 
journals, business journals, book chapters and 
conference proceedings. 

INVOLVED STAFF:

Dr.	Raymond	Loohuis

Raymond Loohuis is lecturer and 
researcher in the areas strategic change 
and business marketing since 2009. He 
holds a Ph.D. degree in business 
administration and a MBA. Prior to his 
career at the University of Twente, 

Raymond obtained professional managerial experience 
in Marketing and Sales related jobs manager for various 
international operating companies in the automotive and 
aviation industry. Privileged by these experiences, 
Raymond is able to bridge the oftentimes assumed gap 
between theory and practice, which only seems to be 
small depending on one’s viewpoint. 

Dr.	Ariane	von	Raesfeld

Ariane von Raesfeld is assistant 
professor in the field of business 
development and innovation in business 
networks. She has a MBA from 
Rotterdam School of Management, a 
degree in biochemistry from the UVA 

and obtained her PhD on the subject of Inter-
organizational Cooperation at the University of Twente. 
In her research she cooperates with faculty members of 
the Norwegian Business School (BI) in Oslo, University of 
Florence, Turku school of economics in Helsinki, Kellogg 
School of Management. Before working in Academia she 
worked in Biotech industry in several strategy and 
marketing functions. Current research topics are alliance 
portfolio management, R&D cooperation, business 
development, value in use of new products and services. 
Use of virtual reality to understand value in use of users 
and producers of new products and services.

Dr.	Kasia	Zalewska-Kurek

Kasia Zalewska-Kurek is an assistant 
professor at ESIM (Entrepreneurship, 
Strategy, International Management and 
Marketing)/Nikos: The Dutch Institute 
for Knowledge Intensive 
Entrepreneurship. She is a sociologist 

by training and obtained her PhD degree in 2008. Her 
research focuses on university-industry strategic 
alliances and creating innovative ecosystems that allow 
innovation spillover. She also researches development of 
strategies and business models by startups and SMEs in 
knowledge intensive, high-tech industries.

STAFF
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Dr.	ir.	Jeroen	Kraaijenbrink

Jeroen Kraaijenbrink is part-time 
associate professor of strategic 
entrepreneurship at the University of 
Twente. He has MSc degrees in public 
administration and industrial 
engineering & management and a PhD 

from the University of Twente. He has been visiting 
scholar at the University of Virginia and the University  
of Minnesota. Jeroen teaches strategy in the executive 
MBA programmes of various business schools. As 
consultant, Jeroen supports organizations in strategy 
generation and execution. Based on scientific insights 
into strategy, entrepreneurship, and business modeling 
and his experience, Jeroen has developed a new 
approach to strategy. Unlike conventional approaches, 
this approach is based on a creative, interactive, and 
emergent view  on strategy. He has published 
internationally in various books and journals including 
Knowledge Management Research & Practice, Journal  
of Product Innovation Management, and Journal of 
Management. His book, The Strategy Handbook, is a 
practical and refreshing guide for making strategy work.

Dr.	Sjoerd	de	Vries

Sjoerd de Vries works as Professor 
(Lector) Social Media at NHL University 
of Applied Sciences and as a senior 
researcher in the field of Digital 
Organizational Communication at the 
Faculty of Behavioural, Management 

and Social Sciences, University of Twente. His interest  
is into the strategic use of social media in the 
communications of organizations. He is involved in 
studies for instance in the field of (1) applied data 
science involving social big data, search engine data  
and network data, (2) development of (online) knowledge 
communities / networks, and (3) organizational impact  
of social media strategies.

Dr.	Isabella	Hatak

Dr. Isabella Hatak is an associate 
professor of Strategic Entrepreneurship 
at NIKOS. Prior to this position, she was 
an associate professor at the Institute 
for Small Business Management and 
Entrepreneurship at WU Vienna, and 

deputy head of the Institute for Innovation Management 
at Johannes Kepler University Linz. She holds a 
postdoctoral qualification in the area of business 
administration and management (venia legendi) and is  
a visiting fellow to ARU Cambridge. Furthermore, 
Isabella is an academically certified systemic coach.  
She has published several contributions to international 
conferences and peer-reviewed journals on how, and 
with what effects, entrepreneurial opportunities are 
leveraged in different contexts, and by whom. 
Accordingly, her research focuses on the value-creating 
interplay of opportunity-seeking and advantage-seeking 
behaviors within both the contexts of starting a new 
business (e.g. burn-out, mature entrepreneurship) and 
running an established organization (e.g. management 
innovation, trust-based cooperation, entrepreneurial 
behavior in academia).
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STRATEGY & MARKETING  
IN THE BACHELOR IBA  

The courses offered within the Master profile of 
Marketing and Strategy are the continuation of courses 
or modules offered in the Bachelor programme. In more 
detail per course.

STRATEGY, MARKETING, ECONOMICS (15 EC, 2Y, 1A)
The master profile Global Strategy and Marketing (GSM) 
builds on the IBA SME module of the IBA bachelor. The 
SME module introduces students to the fascinating 
world of strategy, marketing, and economics. The 
module is built on the premises that knowledge 
accumulation derives from a mixture of sharing the 
meaning of theoretical concepts and its practical 
application, that is, from the viewpoint of managers in 
the field working with these concepts. This means that 
students learn the basic strategic, marketing and 
economics theories, learn how to apply them to real-life 
cases and how to formulate recommendations. To follow 
the GSM course students should have basic knowledge 
on strategy and marketing. We will expand on some 
strategic and marketing topics from an academic 
perspective. 

DIGITAL MARKETING FOR NETWORKED BUSINESSES (15 
EC, 2Y, 2A) 
While the demand for Marketers with knowledge and 
experience in the area of Electronic Commerce/Digital 
Marketing is growing the course will equip future 
marketers with the right knowledge, tools and skills to 
address this challenge. The profile is meant for students 
who have an interest in modern Marketing and it is a 
follow-up course to the 2nd year Bachelor elective 
module Digital Marketing for Networked Businesses  
(15 EC) that is part of the BA programme in the BMS 
faculty. During the BA elective students are learning the 
foundations of the Digital Marketing, become familiar 
with the tools available for analyzing social data and 
learn to develop and manage a Pay-per-click advertising 
campaign based on Google AdWords. The Master 
elective Advanced Topics in Digital Marketing is going 
deeper in a number of topics discussed in the Bachelor 
and in particular in the topics of Web Analytics, Big Data 
and Cognitive Computing providing the students with 
the State of the Art knowledge required by the modern 
Marketing executive today. 
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CAREER OPPORTUNITIES
The demand for Marketing professionals remains high in 
the field despite the recent economic downturn; the 
demand for marketing professionals is also increasing 
among organizations providing marketing services like 
advertising agencies. Next to the established marketing 
functions there is a lot of demand for marketing 
professionals capable to understand master the 
technological change and thrive in new technology and 
network mediated environments. Some indicative 
commercial functions that are within the reach of the 
students completing the Profile Marketing and Strategy 
are:
   
-	 	Marketing	Manager	
-	 	Chief	Commercial	Officer
-	 	Alliance	Manager
-	 Category	Manager

-	 	Portfolio	Manager
-	 	General	Manager
-	 	Marketing	&	Sales	Manager
-	 	Business	Consultant	
-	 	Strategy	Consultant
-	 	Innovation	Manager
-	 	Digital	Marketing	Consultant
-	 	E-Commerce	Manager	/	E-Channels	Manager
-	 	Social	Media	Marketer
-	 	Reputation	Manager	/	Community	Manager
-	 	Business	Developer
-	 	Brand	Manager
-	 	Product	Manager
-	 	International	Sales	Manager
-	 	International	Marketing	Manager
-	 	Web	Analyst
-	 	Online	Marketer
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Website of the profile Marketing & Strategy
https://www.utwente.nl/en/education/master/ 
programmes/business-administration/profiles/ 
marketing-strategy/

Contacts of the secretary ESIM/NIKOS
Campus building: Ravelijn, RA 2208
P.O. Box 217, 7500 AE Enschede, The Netherlands

Monique Zuithof 
Working hours:  
Monday/Tuesday/Wednesday until 13.00
T: +31 53-489 5355
m.zuithof@utwente.nl

Joyce Jagt-Holsbeeke
Working hours: Wednesday/Tuesday/Friday
T: +31 53 4894499
j.a.holsbeeke@utwente.nl


