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The track Strategic Marketing and Business Information offers a
comprehensive program for the integration of physical and virtual
worlds for corporate strategy development
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INTRODUCTION TO STRATEGIC MARKETING &
BUSINESS INFORMATION
WHY STUDY
STRATEGIC MARKETING & BUSINESS
INFORMATION?
Effective strategic marketing decisions depend upon the
ability to understand, create and deliver customer value.
Considering that value cannot be created in isolation,
companies must rely on existing or new networks,
alliances and strong relationships with customers. The
role of accurate insightful and timely acquired business
infovrmation is considered essential in this endeavor.
The lack of such information can lead companies to
make poor strategic marketing decisions. While human
interaction and face-to-face relationships remain
important sources of business information in the
‘physical world’, the internet and IT-based systems are
increasingly regarded as strategically critical sources of
business success. This ‘virtual world’ is opening new
opportunities for companies to increase their absorptive
capabilities and to allow for effective product and
services customization and personalization. Companies
therefore need both the ‘physical world’ and the ‘virtual
world’ in order to be successful within increasingly agile
global business. The track Strategic Marketing and
Business Information addresses questions concerning
how companies can integrate these two worlds in order
to develop effective global strategies and stay ahead of
the competition.
The foundational knowledge of this track is based on
research
and
expertise
involving
the
latest
developments in the service-dominant logic of marketing, E-Commerce, E-Strategizing, Internet-based
Information services, Information-based Decision
Making and Business to business marketing. This
combination makes the track unique in the international
academic arena since it addresses an important gap
within an area in which most businesses are currently
seeking specialists.

In line with the University of Twente’s concept of
‘Research-Design-Organize’, students choosing this
track will be trained to function as business leaders,
acquiring competence in conducting international and
multidisciplinary research and develop the skills to solve
complex strategic marketing problems.
So far, students had to choose between Strategic
Marketing or Business Information as both separate and
well-established fields of knowledge and offered as such
in many institutions and business schools. However,
very few, if any, offers a track that integrates the two
fields. By offering an integrative perspective, our
programme provides an unique bases for participants
who want to develop the unique skills to solve complex
business challenges and pursue innovative business
opportunities.

Dr. Raymond Loohuis
(track coordinator)
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THE COURSES
1. BUSINESS TO BUSINESS MARKETING
Course coordinator: Dr. Ariane von Raesfeld
Contact: a.m.vonraesfeldmeijer@utwente.nl

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 parties.

CONTENT
This course is built on multiple instructional methods to
highlight topics from both a practical and theoretical
point of view.
Key topics are organizational buyer behavior, relationship management and development, customer value,
networks, marketing planning, decision making,
value-in-use analysis, change and communication
practices. This course contributes to the development of
the analytical and critical skills needed to transform
problems and challenges of business to business firm
into plausible practical solutions

EC’S

what these interdependencies consist of and
why they are important for sustaining
relationships.
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to understand the challenges and dynamics of
strategic change, relationship development and
even dissolution.

Tutorials; (guest) lecturers; project group work, case
discussions.

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.
the implications of understanding value from a
service
dominantrather
than
a
goods-dominant logic.

TEACHING

EXAMINATION

Individual assignment consisting of a research paper
(50% of end grade) group work on analyzing cases
using
theoretical
concepts
and
propose
recommendations (50% of final grade).
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2. ADVANCED TOPICS IN DIGITAL MARKETING
Course coordinator: Dr. Efthymios Constantinides
Contact: e.constantinides@utwente.nl

WHAT WILL YOU LEARN?
The course focuses on the managerial and strategic
approach in applying ICTs dealing with problems related
to online / digital Marketing.Its specific learning goals
are:
You will be trained to use ICT for recognizing
and reacting to constantly changing global
market conditions.
You learn to identify and assess customer
networks and optimize their communication mix
in multi-channel and customer dominated
marketing environments.
You learn to identify and use new sources of
market data like social data, customer
engagement data, sensor-generated data and
data collected by various consumer
neuroscience techniques.
You learn to identify data sources, tapping
customer data and applying web analytics
techniques for analyzing customer information
and as main source of innovation.
You learn the fundaments of cognitive computing and advanced decision making tools.

CONTENT
The Marketing domain is subject to major
transformations by the emergence of Information and
Communication Technologies (ICTs): Online
Commerce, Social Media, Big Data, Search Engine
Marketing, Web Analytics, Internet of Things and smart
products, Cognitive Computing, 3-D printing and
Consumer Neuroscience (Neuromarketing) are
examples of technology domains that already play or will
play an increasingly important role in 21st Century
Marketing. The marketer today and in the future is
expected to understand and efficiently apply such
technologies as part of the marketing toolbox.
The course provides advanced yet applied knowledge,
competences and skills needed to manage the fast
changing online and mobile commercial environments.
These include: improving customer engagement and
dealing with reputation management, harnessing
customer intelligence using techniques for capturing /
analyzing customer data and developing innovative
products based on the basis of customer data and
co-creation. The course brings you in touch with the
emerging technologies (search engine marketing,
content marketing, internet of things, neuromarketing,
big data, cognitive computing, web analytics etc.) that
are becoming part of the current and future digital
marketing landscape.

EC’S
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TEACHING

Lecturers, tutorials, project group work, case discussions.

EXAMINATION

Group assignments (50%) in groups of three to four
students as preparation for the class sessions and
individual examination (50%)
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THE
3. E-STRATEGIZING
Course coordinator: Dr. Ton Spil
Contact: a.a.m.spil@utwente.nl

WHAT WILL YOU LEARN?
The course balances comprehensive, incremental and
transactional planning and includes inter organizational
e-strategizing and e-governance.
You will learn how to develop a Digital Strategy
for a chosen company and assess information
strategies in practice by creating a tool card
and a workshop plan.
You will become familiar with the latest scientific insights by the study of e-strategy articles
that cover e-strategies from different angles.
You will specifically learn how to make a social
media strategy with a canvas approach.

CONTENT
You will take part in a case study and write an integral
Information Plan for a given company, using the
information planning literature provided. In groups of
four or less, the students will study the literature with the
aid of an e-book “incredible information strategy” and
apply the theory in the case study. Elements of the
course include Dynamic and Thematic strategizing:
Agree
Align
Analyze
Authorize.
On macro level a network perspective is chosen. Strategy is an inter-organizational effort with many stakeholders with many different interests. Furthermore, a
socio-technical approach is followed with pre-sensing
versus top down approach. These approaches are
shown by renowned guests from consultancy firms like
Accenture, KPMG, Deloitte and Nzym. The more distant
future with digital strategies and social media strategies
is explored.

EC’S
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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 cases
using
theoretical
concepts
and
propose
recommendations (50% of final grade).
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4. IT-BASED KNOWLEDGE MANAGEMENT FOR BUSINESS
INNOVATION
Course coordinators: Dr. Fons Wijnhoven and
Dr. Matthias de Visser
Contact:a.b.j.m.wijnhoven@utwente.nl

WHAT WILL YOU LEARN?
You will learn key concepts of knowledge
management and understand and recognize
different
approaches
of
knowledge
management, their strong and their weak
points and the added value of these approaches for business innovation.
You will learn to use and evaluate the
opportunities of information technologies in
knowledge management. These information
technologies
are
business
intelligence,
simulation,
ontologies
and
knowledge
mappings,
opinion
identification
and
triangulation, recommender systems and
decision support, natural language and
unstructured data processing, and “wisdom” of
the crowd services and open innovation
platforms.
You will be able to define research goals,
contributions to the field, propositions and
research designs for IT-based knowledge
management studies.

CONTENT
Information and knowledge are key resources for
operational and innovation processes in modern
organizations. Business innovation methods in modern
organizations
increasingly
rely
on
information
technology (e.g. market-product-technology road
mapping, crowdsourcing, and virtual co-creation with
customers). In order to really grasp how these tools
work and how information technology drives
advancements in business innovations, a better
understanding of knowledge and technologies for
processing knowledge is necessary. The related
approaches consist of five paradigms of knowing:
empirical, rationalist, Kantian, political, and pragmatic.
The focus of this course is on how these types of
knowledge can be codified, extracted and digitally
represented and processed. The representation and
processing opportunities of these types of knowledge,
named cognitive computing, are nearly unlimited and
will be discussed in the context of business innovation
processes. In this course, these information
technologies are analyzed using the criteria and
challenges of the five paradigms of knowing, related
hands-on software experiences, and by demonstrations
and presentations of practitioners.

EC’S
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TEACHING

Introduction lectures of key concepts, theories and
methods.
Discussion lectures.
Demonstrations of professionals in the field.

EXAMINATION

Individual examination (60%), group presentations
(10%), group case study (30%)
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RESEARCH GROUP

The research experts related to this track is both from
the business discipline and the information management
discipline, a true High Tech Human Touch profile.
Regarding the business field, the researchers 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. The
researchers of the Information Management field are
affiliated to the Industrial Engineering & Business Information Systems departments, whose main research is
part of the CTIT research center. Besides, much of
teaching and research collaboration of this team is in
association with the European Research Center for
Information System (ERCIS) and the Association of
Information Systems.

Main research topics that the track researchers are
involved in:
- The role of Social Media as strategic marketing tools
and their effects on customer behavior in national or
multinational settings
- Co-Innovation: engaging customers in the innovation
process in networked environments
- The importance of big data and web analytics for
marketing and management decisions
- (E) Strategizing in business relationships and networks
- Value-in-use and value proposition alignment for
business to business companies
- Use of virtual reality to establish value in use of new
products and services for users and producers
- Alliance portfolio management
- Knowledge on the internet and professional
internet-based recommenders
- ICT in the health industry.
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STAFF

Dr. Fons Wijnhoven
Fons Wijnhoven holds a BSc. in political science, a MSc. in political
science research methodology, and a
PhD in management information
systems. Fons is an associate
professor in Knowledge Management and Information
Systems. His research covers the impact of impact of
information systems on organizations, organizational
memories and information services with a focus on
credibility, reliability and relevance. Current research
projects are on the quality of professional knowledge
management and recommender systems like IBM
Watson for Oncology. Fons also performs studies on
biases in e-identity, big data-based predictions of car
sales, information consumer emancipation, advertising
bias detection, and big data spam detection.

Dr. Efthymios Constantinides
After a 10-year career in business (in
companies like KLM and Ericsson) he
has worked as educator and
researcher for the past 25 years. He
obtained his PhD at the University of
Twente on 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.

Dr. Ir. Ton Spil
Ton Spil teaches in the areas of
Business Information Systems for
MBA and Management of Risk
Management and Business and IT.
He did his PhD thesis on the
effectiveness of information strategies and specialized
in the application areas healthcare and professional
organizations since. He is track chair e-health in main
conferences and published in several field specific
journals. He was (guest) editor of Journal of Strategic
Information Systems and associate editor of several
health related journals. In 2016 his main research topics
are adoption of IT, business modeling, serious gaming
and social media strategies applied on (tele)health,
music and banking. He creates digital strategies for
(social) media & health.

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 University of
Amsterdam and obtained a Ph.D. on the topic of
business networks 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, and value in use of new
products and services.
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STAFF

Dr. Matthias de Visser
Matthias de Visser is an assistant
professor in innovation management.
He obtained an MSc and PhD degree
in Business Administration at the
University of Twente. His work has
been published in Journal of Product Innovation
Management, Technovation, and Creativity and
Innovation Management. His research focuses on
drivers of explorative and exploitative innovation in
mature manufacturing firms. Current research projects
focus on automation of R&D project portfolio management based on text mining techniques, innovation in
criminal organizations, and composition of new product
development teams.

Dr. Raymond Loohuis
Raymond Loohuis is an assistant
professor at the University of Twente
(NIKOS – the Netherlands Institute
for Knowledge Intensive
Entrepreneurship). His teaching
areas are Business Marketing and Strategy. He holds a
Ph.D. degree in business administration and a MBA
obtained at the TSM business School in the Netherlands. His research is focusing on adapting dynamics
business relationships and networks. Before his
academic career, Raymond worked in the European
steel, automotive and aviation industry as Business
Marketer were he obtained professional skills that are
of great value for teaching and research purposes.
Raymond is a frequent reviewer of Industrial Marketing
Management Journal and a member of EGOS (European Group of Organisation Studies)
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STRATEGY & MARKETING IN THE
BACHELOR IBA AND PRIOR
KNOWLEDGE
This track is of interest for students who pursue a career in business development, strategy, information management and marketing. This track builds on IBA modules, in particular Strategy, Marketing and Economics (Mod 5),
Digital Marketing for Networked Business (Mod 7) and HOLI (Mod 4), especially the part Information Management,
and IT project management (Module 8).
This track builds on the course Strategy & Marketing for students who follow a pre-master’s program at the
University of Twente.
This track is also of interest for those who seek to complement their technical educational background with state of
the art knowledge on strategy, marketing and business information on a master level. A pre-masters level of course
in the area of strategy and marketing is therefore required. The courses of this track will be taught in English. It is
therefore required that students from abroad are familiar enough with the English language both orally and in
writing.

CAREER OPPORTUNITIES
There are many career opportunities for graduates who
understand the importance of marketing strategies and
planning in digital and networked environments, as well
as for those who understand and are able to use the
various advantages of business information systems.
Commercial organizations in the B2C and B2B domains,
service organizations, consulting firms and nonprofit
organizations are seeking marketers with advanced
knowledge in business information and digital
technologies, as well as business information specialists
with an affinity for modern marketing methods and
strategies. According to a recent study by the University
of Southampton/School of Management, the field of
marketing is becoming increasingly digital and
information based. This trend is reflected in the nature of
existing marketing-related vacancies. Below we listed a
few possible occupations for which this track offers the
fundamental knowledge basis:
-

Marketing Manager
Relationship Manager
Category Manager
Portfolio 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
- Knowledge manager
- Information manager
- IT project manager
- IT account manager
- Business analyst
- IT strategy developer
- IT entrepreneur
- System analyst
- ERP consultant
- Social media strategist
- IT project managers
- IT project portfolio and enterprise development
managers

Website:
https://www.utwente.nl/en/education/master/programmes/business-administration/specializations/st
rategic-marketing-business-informatio
n/#business-administration-specializa
tion
For more information:
Secretary ESIM-NIKOS, T: +31 53
489 5355 / 4499
Campus building: Ravelijn, RA 2208
P.O. Box 217, 7500 AE Enschede,
The Netherlands
E-mail : bms-nikos-esim@utwente.nl
or r.p.a.loohuis@utwente.nl
Secretary IEBIS, T: +31 53 489 3912
Campus building: Ravelijn, RA 3426
P.O. Box 217, 7500 AE Enschede,
The Netherlands
E-mail: a.b.j.m.wijnhoven@utwente.nl

