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1. Programme information

1.1. Institution THE BUCHAREST UNIVERSITY OF ECONOMIC STUDIES 

1.2. Faculty Administration and Public Management 

1.3. Departments Department of Administration and Public Management

1.4. Field of study Administrative sciences

1.5. Cycle of studies Bachelor

1.6. Education type Full-time 

1.7. Study programme Public administration

1.8. Language of study Romanian

1.9. Academic year 2025-2026

2. Information on the discipline

2.1. Name Urban Marketing

2.2. Code 25.0011IF3.1-0005

2.3. Year of study 3 2.4. Semester 1 2.5. Type of 
assessment

Exam 2.6. Status of 
the discipline

Obligator
iu

2.7. Number of 
ECTS credits

4

2.8. Leaders Lectures
(C)

Prof.univ dr. POPESCU Ruxandra Irina irina.popescu@man.ase.ro                       

3. Estimated Total Time

3.1. Number of weeks 14.00

3.2. Number of hours per week 4.00  of which

Lectures(C) 2.00

Seminars(S) 2.00

Practical work / 
projects(L/P)

0.00

3.3. Total hours from curriculum 56.00  of which

Lectures(C) 28.00

Seminars(S) 28.00

Practical work / 
projects(L/P)

0.00

3.4. Total hours of study per semester (ECTS*25) 100.00

3.5. Total hours of individual study 44.00

Distribution of time for individual study

Study by the textbook, lecture notes, bibliography and student's own notes 15.00

Additional documentation in the library, on specialized online platforms and in the field 15.00

Preparation of seminars, labs, assignments, portfolios and essays 3.00

Tutorials 5.00

Examinations 6.00

Other activities
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8. Contents

4.1. of curriculum   Organization Management;  Public management;  Elements of strategic planning in public institutions;  
Management of cultural organizations;   Organization, management and development of Romania’s space;  Regional 
planning;  European Modeles for Spatial Planning;   Integrated Sustainable Development;   Regional Economics.

4.2. of competences

for the Lectures(C) - Room with video projector, Internet access, screen protector, computer and multimedia presentation equipment

for the Seminars(S) - Room with video projector, Internet access, screen protector, computer and multimedia presentation equipment

for the Practical work / 
projects(L/P)

Professional C10 Proper use of concepts methods, techniques and management tools of territory

7. Objectives of the discipline

7.1. General objective

7.2. Specific objectives

Recommendations for 
studentsTeaching/Work methods8.1. Lectures(C)

1 Introductory course: objectives and competencies acquired as a result of learning, 
accurate methods and tools, data sources, bibliography, and standard requirements 
for intermediate and final evaluation.

PowerPoint presentation 
and dialogue with the 
students who participate 
in the course

2 PowerPoint presentation 
and dialogue with the 
students who participate 
in the course

3 PowerPoint presentation 
and dialogue with the 
students who participate 
in the course

4 Dialogue with the 
students who participate 
in the course

5 Dialogue with the 
students who participate 
in the course

6 PowerPoint presentation 
and dialogue with the 
students who participate 
in the course

7 PowerPoint presentation 
and dialogue with the 
students who participate 
in the course

4. Prerequisites

5. Conditions

6. Acquired specific competences
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Bibliography

8 PowerPoint presentation 
and dialogue with the 
students who participate 
in the course

9 PowerPoint presentation 
and dialogue with the 
students who participate 
in the course

10 PowerPoint presentation 
and dialogue with the 
students who participate 
in the course

11 PowerPoint presentation 
and dialogue with the 
students who participate 
in the course

12 Marketing Mix (The distribution) PowerPoint presentation 
and dialogue with the 
students who participate 
in the course

13 Marketing Mix (Promotion) PowerPoint presentation 
and dialogue with the 
students who participate 
in the course
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Recommendations for 
studentsTeaching/Work methods8.2. Seminars(S)

1 Introduction in the specific topics of the discipline.  
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5 Case study 4. 

6 Case study 5. 

7 Case study 6. 

8 Case study 7.

9 Case study 8. 

10 Case study 9. 

11 Case study 10.

12 Case study 11.

13 Case study 12. 
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10.3. Modality of grading Whole notes 1-10

10.4. Minimum standard of 
performance

Bibliography

Recommendations for 
studentsTeaching/Work methods8.3. Practical work / projects(L/P)

0

-

Course content meets the expectations of potential employers of the Romanian cultural organizations 

The discipline content aims to develop the skills and competences of the  students at the workplace by providing them with the current and 
innovative knowledge needed to increase the quality of working life.

10/27/2026

Signature of the Department Director,Date of approval in the 
department

Signature of the discipline leaders,Date of listing,

10.2. Final assessment 50.00

10. Assessment

Type of activity Assessment criteria Assessment methods Percentage in 
the final grade

10.1. Seminars(S) 50.00

9. Corroboration of the contents of the discipline with the expectations of the representatives of the epistemic community, of 
the professional associations and representative employers in the field associated with the programme
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