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Summer Term 
 

Course Credits 

A1EPO1 Business Economics  7 ECTS credits 

A1FIN2  Finance 6 ECTS credits 

TMAN1 (A1MAN1) Management 8 ECTS credits 

A1MAR2 Marketing 8 ECTS credits 

A1ECR2_2 Tourism economy 4 ECTS credits 

VGCH Visegrad Group - Challenges for the 

Tourism Market 

5 ECTS credits 

A1TCR2_2  Tourism Technique II. 6 ECTS credits 

Foreign language I. (Gernam, French, Spanish) 2 ECTS credits 

Foreign language II. (Gernam, French, Spanish, 

Czech) 

2-4 ECTS credits 

New Media and Marketing 4 ECTS credits 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 
 

 

 



Business Economics – Mgr. Helmuth Yesid Arias Gomez, Ph.D. 
 

The centre of the course is the Firm. In consequence, throughout weekly sessions the interest will be 

concentrated in studying the behaviour of firm at different scales of analysis. Firstly, the typical 

microeconomic context of markets will emphasize the goal of maximizing profits and cutting cost. 

Secondly, the firm has a projection toward market and a specific behaviour interacting with others. 

Thirdly, according to economic theory of firm the existence of it is the result of a general process of 

reduction in cost transaction and some principles of governance take over the explanation of the nature 

of the firm as well. Some microeconomic context of market will illustrate the strategic behaviour of 

individual firm and the interaction with others in the market.  

The core of the course is to recognize the basis in the behaviour of firm analysing the market structure” 

namely the number of sellers, the degree of product differentiation, the structure of cost, the degree of 

vertical integration with suppliers. Other firm aspects are the setting of prices, research and 

development, investment, advertising. The behaviour of firm is shown in some aspects as efficiency, 

ratio of price to marginal cost, product variety, innovation rate, profit and distribution. 

Modern economic theory has evolved until paradigms that describe more realistic assumptions beyond 

the orthodox free market allocations. Some approaches as asymmetric information, behavioural 

economics, etc, convey interesting analysis and frames for alternative analysis of market. During the 

course we consult relevant and up to date bibliography and remarkable authors: Tirole, Akerloff, Coase, 

Williamson, Krugman, etc, and also traditional names in standard microeconomic theory Chamberlain, 

Pigou, Joan Robinson, etc. 

In this evolution of economic theory some drawbacks have been identified during the operation of 

markets economies, as market fails that appeared as big gaps in the most orthodox interpretation of 

Adam Smith’s invisible hand.In this scenario our discussion will be developed comparing the theory 

and practice. In fact, the market power is a frequent phenomenon, looking at some sectorial reality for 

example in banking, computers, beers, etc.  The challenge for CEOs and managers is to set prices taking 

into account the production cost, but also the features of demand and the elasticity of the demand. All 

this interesting topics will be tackled during the academic term. 

The subject will compare the theoretical basis with case analysis and practical examples. Students will 

resolve independently several tasks and they will discuss the contemporary firm and market problems. 

The exam focuses on the application of knowledge of the microeconomic together with the application 

of the theory of firm and the analysis of specific situations.   

 

Optional literature: 

Akerlof, G. Behavioural Macroeconomics and Macroeconomic Behaviour. Nobel Prize Lecture. 

Stockholm. 

Pindyck, R. Rubinfeld, D. Microeconomics. Pearson. Global Edition. 

Samuelson, P. A. Ekonomie. 18. vydání. 1. vyd., Praha: Svoboda, 2007. 175 s. ISBN 978 80 205 0590 

3. 

Coase R.H. (1992). The Institutional Structure of Production. University of Chicago Law School 

Coase R.H. (1988). The Firm, The Market and the Law. The University of Chicago Press. 

Krugman, P. (2008) The Increasing Returns Revolution in Trade and Geography. Nobel Prize Lecture. 

Stockholm.  

Tirole. J. (2014) Market Failures and Public Policy. Nobel Prize Lecture. Stockholm. 

Williamson, O. (2009). Transaction Cost Economy: The Natural Progression. Nobel Prize Lecture. 

Stockholm. 

Tirole, Jean.   The Theory of Industrial Organization. MIT Press.  978-0-262-20071-4 

Williamson Oliver E. (1985)  The Economic Institutions of Capitalism. Mc Millan Inc.  

 (1996) The Mechanism of Governance. Oxford University Press. 

 

 

 



Finance - Mgr. Helmuth Yesid Arias Gomez, Ph.D. 
 
Student Learning Outcomes: 

Objective of the course - aims of the course in terms of learning outcomes and competences: The course 

is focused on managing financial terminology and understanding the basic system relationships in the 

information system of the business economy, so that the graduate is able to communicate fluently with 

financial management and accountants and use economic information to support decision making 

processes. Students will understand the necessary depth and breadth of the issue of financing business 

activities, both in normal operating activities in cash flow management, financing of investments and 

creation of long-term financial plans and business development strategies. They will be able to use 

financial indicators and financial analysis tools to make informed decision-making in the management 

of a tourism business by being able to assess the financial health of the enterprise and to participate in 

corporate finance management towards prosperity and sustainability. The subject also includes the 

fundamentals of public finances, principles of public budgets functioning and the practice of 

contemporary fiscal policy. 

 

 Finance and financial management - basic principles of financing in the commercial sphere, 

 Current (short-term) financing, 

 Cash flow management - concept, meaning, discovery, cash flow statements,  

 Financial analysis - methods and procedures, 

 Financial analysis - determination, use and evaluation of ratios, 

 Financial Analysis - Trend and Comparative Analysis of financial health, pyramidal 

decomposition, 

 Investment activities - concepts and types of investments, assessment of investment plans, 

 Sources of financing of investment activities, 

 Efficiency assessment of investments, 

 Comparison of investment variants, portfolio analysis and risk assessment, 

 Banking - two-step banking system, 

 Banking products of commercial banks, Public finance, public budgets and fiscal policy 

 

Mandatory literature: 

Chambers,D. R., Lacey N. J. (2017). Modern Corporate Finance: Theory and Practice. Boston: 

Flatworld. ISBN 978-0065010046 

Ross, Westerfield, Jaffe, Jordan (2015). Corporate Finance. The Mcgraw-hill/Irwin Series in Finance, 

Insurance, and Real Estate. ISBN 978-0077511388 

Welch, I. (2014) Corporate Finance. 4th edition. University of California, Los Angeles. U.S.A. 

https://book.ivo-welch.info/ ISBN 978-0984004911 

Shinick, E. (Ed.) (2008). Public Finance, Monetary Policy and Market Issues. Münster: LIT Verlag. 

ISBN 9783825815448 

 

Optional literature: 

Quiry, P. Le Fur, Y.,  Salvi, A. et al. (2013) Corporate Finance: Theory and Practice. Four edition. 

Cornwall: TJ International Ltd. ISBN 9780471283324 

 

 

 



Introduction in Sociology – Ing. Gabriela Antošová, Ph.D. 
 
Student Learning Outcomes: 

The course introduces basic sociological concepts and theories. The aim of the course is to coach 

students to be able to think about its profession, about the historical as well as recent phenomena in 

sociologically relevant and critical contexts. The course focuses therefore on the sociological concepts 

of social roles, norms and values, conformity and deviance, disciplination, social stratification. Students 

will be able to understand the relationship between the sociological, psychological and economic 

methods of knowing human behavior and thus gain a conceptual apparatus for understanding its social 

purpose. 

 

Course content: 

 

Introduction to Sociological themes and theories, development of Sociology, the subject of Sociology 

Contemporary sociological trends 

Sociology as a science, qualitative and quantitative research methods 

Social interactions, social norms a deviance 

Individuality in Sociology, Gender, kinship, family 

Stratification, social classes and ethnic groups 

Nature, culture and society, cultural diversity 

Migration, mobility 

State, government and political power 

Education, popular culture and media 

Religion in the modern world 

Social change, modern urbanisation and revolution 

 

Mandatory literature: 

Giddens, A. Sociologie. 1st ed. Praha: Argo, 2005. 595 p. ISBN 80-7203-144-4. 

Keller, J. Úvod do sociologie. 4th ed. Praha: Slon, 2001. 204 p. ISBN 80-85850-25-7. 

Havlík, R. Úvod do sociologie. 5th ed. Praha: Karolinum, 2008. 128 p. ISBN 978-80-246-1385-7. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 

Management - Ing. Mgr. Juraj Chebeň, Ph.D. 
 
Student Learning Outcome: 

The following integrative themes are addressed in this course: 

• Group Work (G) 

• Research Methodology (R) 

• Case Analysis (C) 

• Writing Skills (W) 

• Technology (T) 

  

  

 Upon completion of this course, the student will be able to: 

  

• Articulate key management concepts and anticipate the key organizational behaviors and 

events that transpire in the modern organization. 

• Identify ethical models to assist with managerial decision making 

• Describe the characteristics of problem solving and apply those characteristics in analyzing 

cases. (C) (W) (R) 

• Articulate factors that motivate employees to be committed to their work. 

• Demonstrate an understanding of how work can be best organized for maximum benefit of the 

employee and employer. 

• Identify what makes an effective team and explain the role of teams in organizations. (G) 

• Recognize what makes interpersonal communication effective. 

• Specify the kinds of reward systems that produce the best possible outcomes. 

• Identify and describe the specific organizational structures and cultures operating in an 

organization. 

• Outline the process an organization engages in to develop and implement a business strategy. 

• Critically analyze current literature on management topics (R) (W) (C) 

• Present the results of a case study using PowerPoint or similar technology. (T) 

 

Course content: 

This course focuses on the nature and structure of work organizations and how people function in 

these environments. Topics include decision-making, planning, organizing, controlling, leadership, 

organizational design and structure, communication, teams, motivation, conflict, change, and strategy. 

This course is designed to introduce the student to important interpersonal and strategic best practices, 

through the study of concepts, controversies, and applications, in such topic areas as perception, 

motivation, teamwork, leadership, politics, and organizational change. 

 

 

Mandatory literature: 

Robbins, S., Coulter M., Leach, E. & Kilfoil, M.(2012). Management (10th Canadian ed.). Toronto: 

Pearson Prentice Hall. 

 

 

 

 

 

 

 

 



Marketing - Ing. Mgr. Juraj Chebeň, Ph.D. 
 

Student Learning Outcomes: 

 

At the end of the course students should be able to: 

- define basic marketing terms. 

- analyze data for marketing activities. 

- compile a company's marketing mix (4P) based on consumer preferences. 

- analyse the internal and external environment. 

- define the principles of marketing planning. 

- describe and analyse target groups, identify the desired brand / product positioning and define market 

segmentation principles. 

 

Course content: 

Marketing is a dynamic and exciting field, a key tool in addressing the challenges organizations face at home and 

abroad. People often confuse marketing with advertising and sales. In this course, you will learn about the "real" 

nature and extent of marketing. Perhaps the most important thing you will learn is that the core benefit of an 

organization is its customers. Therefore, the “marketing concept” is of utmost importance as an attempt to 

identify and satisfy the needs and wishes of its customers. In other words, a marketing concept is a business-

oriented business that begins with consumers and integrates marketing into all other business functions. From 

this perspective, the primary task of marketing is to develop and maintain the customer base of the company. 

 

 

Mandatory literature: 

Kotler, Ph., Armstrong, G.  (2018) Principles of Marketing, 17th edition. Pearson. 728 p. ISBN-13: 978-

9352865611 

Kotler, Ph. (2015) Principles of marketing, 15th edition. Pearson. 756 p. ISBN-13: 978-9332558472 

  

Optional literature: 

Karlíček, M. a kol. (2018) Základy marketingu. 2. vyd. Praha: Grada. 288s. ISBM 978-80-247-5869-5 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



Tourism economy - Ing. Iveta Hamarneh, Ph.D. 
 

Student Learning Outcomes: 

1. The position and importance of tourism for the national economy of the Czech Republic.   

2. Statistical monitoring of tourism in the Czech Republic. 

3. Prerequisites of the Czech Republic destinations for tourism development, analysis of primary and secondary 

supply of tourism in the Czech Republic. 

4. First stage (1989 - 1992) - development of domestic, inbound and outbound tourism in the Czech Republic. 

5. Second stage (1993 - 2007) - development of domestic, inbound and outbound tourism in the Czech Republic. 

6. Third stage (2008 - 2015) - development of domestic, inbound and outbound tourism in the Czech Republic. 

7. Status of the Czech Republic in the international tourism market. 

8. Czech Republic competitiveness on the international tourist market and the possibilities of its measurement. 

9. Organizational and management structures of tourism in the Czech Republic – historical development, current 

structure).  

10. The Concept of Czech State Tourism Policy. 

11. National tourism organizations and strategy of the Czech Republic destination in the international market.  

12. Tourism of the Czech Republic in the context of EU accession (the importance of tourism in the European 

integration process, assessment of impacts of EU membership for tourism in the Czech Republic). 

13. Current problems of tourism in the Czech Republic. 

 

Mandatory literature: 

Czech Statistical Office. Tourism. [online] [Latest update: 21.08.2017]. Available on: 

https://www.czso.cz/csu/czso/tourism_ekon. 

Hamarneh, I. a A. Kiráľová. Food Tourism in the Czech Regions – Trends and Opportunities. Sborník příspěvků 

Geografické aspekty stredoeurópskeho priestoru - nové výzvy pre rozvoj, Nitra 12.- 13. října 2016. Nitra, 2016. 

Available on: http://www.kgrr.fpv.ukf.sk/index.php/publikacie/publ/geograficke-informacie. 

Juul, Maria. Tourism and the European Union: Recent trends and policy developments [online]. European Union, 

2015 [cit. 2016-05-16]. ISBN 978-92-823-7987-5. Dostupné z: 

http://www.europarl.europa.eu/RegData/etudes/IDAN/2015/568343/EPRS_IDA(2015)568343_EN.pdf. 

UNWTO Tourism Highlights. 2017 Edition. [online] [19.2.2018]. Available on: https://www.e-

unwto.org/doi/pdf/10.18111/9789284419029. 

Vanhove, Norbert. The Economics of Tourism Destinations. New York: Routledge, 2011. ISBN 978-0-08-096996-

1. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 
 

 

 

 



Visegrad Group - Challenges for the Tourism Market – Ing. Gabriela 
Antošová, Ph.D. 
 
The elective subject titled Visegrad Group – Challenges for the Tourism Market aims to provide the student with 

new application tools for their professional life, based on the premise of adding the concept of sustainability to 

their academic development. In that order of ideas and in a practical way it is sought to update the student with the 

new trends at international level (in dynamic physical geography, industry, economy, markets in the four countries 

of the European Union) that start from adverse phenomena observed more regularly in the present and for that 

reason a change in the dominant paradigms is required. 

For this, the course begins taking into account the bases of physical and sustainable development, on the European 

economy, the central European industry, the competitiveness derived from the new tourist markets, the importance 

of physical and social-environmental geography, international responsibility, politics European public and other 

possible sources of knowledge that are directly or indirectly related to the objectives of the central theme, together 

an academic-practical exercise is developed where the knowledge of Central Europe focused on the four countries 

of the European Union of Visegrad Group.  In general terms, it is to reach the student in a very practical, very 

didactic and enjoyable way, very useful topics for his work and business life, in the same way as providing new 

elements not very addressed by the academy in our country but that little by little they must be positioned. 

 Introduction to physical geography and new tourism market opportunities in Visegrad in Central Europe 

 History and culture of the Visegrad countries of Central Europe 

 The public policy of the Visegrad countries 

 Visegrad industry and economy 

 Regional tourism in Visegrad 

 Visegrad Group: field trip to the Krakow (tourist destination of Poland) – optional with additional trip fee 

and equivalent of 3 blocks of study lecture on this subject 
 Visegrad Group: a field trip to the Budapest (the capital city of Hungary) - – optional with additional trip 

fee and the equivalent of 3 blocks of study lecture of this subject 
 Visegrad Group: a field trip to the Bratislava (capital city of Slovak Republic) - – optional with additional 

trip fee and the equivalent of 3 blocks of study lecture of this subject 
 Visegrad Group: a field trip to Prague (the capital city of the Czech Republic) – optional with additional 

trip fee and the equivalent of 2 blocks of study lecture of this subject 
 

Evaluation and presentation of a tourism plan for Visegrad      

 

Mandatory literature: 

 Holienka, M., Pilková, A., & Jančovičová, Z. (2016). Youth entrepreneurship in visegrad countries. 

Entrepreneurial Business and Economics Review, 4(4), 105-121. doi:10.15678/EBER.2016.040407 
 Melikhova, Y., Baz˘ó, L., Holubcova, I., & Camacho, J. A. (2015). Trade in services and tertiarisation 

of the visegrád four economies. Post-Communist Economies, 27(1), 1-22. 

doi:10.1080/14631377.2015.992219 
 Molendowski, E. (2014). The visegrad group countries – changes in intra-industry competitiveness of 

their economies during the world financial and economic crisis. Procedia - Social and Behavioral 

Sciences, 110, 1006-1013. doi:10.1016/j.sbspro.2013.12.947 
 Munk, M., Pilková, A., & Holienka, M. (2014). Business restart in visegrad countries. Entrepreneurial 

Business and Economics Review, 2(1), 37-48. doi:10.15678/EBER.2014.020104 
 Radlo, M., & Sass, M. (2012). Outward foreign direct investments and emerging multinational 

companies from central and eastern europe: The case of visegrád countries. Eastern European 

Economics, 50(2), 5-21. doi:10.2753/EEE0012-8775500201 
 Svatos, M., & Smutka, L. (2012). Development of agricultural trade of visegrad group countries in 

relation to EU and third countries. AGRIS on-Line Papers in Economics and Informatics, 4(3), 55-69 

Optional literature: 

 Rodrigues, M. J. (2009). Europe, globalization and the lisbon agenda. GB: Edward Elgar M.U.A. 

doi:10.4337/9781848446083 
 Toporowski, P. (2014). The european semester and the competitiveness of the southern EU member 

states and the visegrad states. The Polish Quarterly of International Affairs, 23(3), 99-111. 
 Vassiliou, G. (2007). The accession story: The EU from 15 to 25 countries. GB: Oxford University 

Press. 



Tourism Technique II. – Transportation services - Ing. Jan Zýka, Ph.D. 
 
Student Learning Outcomes: 

After completing the course, sthe students will have an overview of the basic concepts of transport and 

individual transport fields both in general and in tourism. Knowledge of the course will be in the public 

of transport management process. It controls the economic aspect and the possibilities of applying the 

issue to tourism. It also manages basic calculations and procedures in individual traffic management 

processes - especially planning and organizing, costing calculations. 

 

• Introduction to Transportation services – Intermediaries 

• Transportation Contracts. INCOTERMS 

• Definitions and processes in passenger transport logistics. Choice of means of transport. Costs 

of passenger logistics. 

• Railway transport - history, position of the branch. Infrastructure and its elements. Institutions 

and legislation. Operating    parameters, significance in tourism. 

• Road transport - history, position of the field. Infrastructure and its elements. Institutions and 

legislation. Operating  parameters, significance in tourism. Operating parameters, significance in 

tourism 

• Water transport - history, position of the field. Specifics. Infrastructure and its elements. 

Institutions and legislation. Operating parameters, significance in tourism 

• Air transport - history, position of the field. Infrastructure and its elements. Institutions and 

legislation. Operating    parameters, significance in tourism. 

• Unconventional traffic - history, position of the field. Infrastructure and its elements. Institutions 

and legislation. Operating parameters, significance in tourism 

• Combined transport - concept in passenger and freight transport, meaning. Operating 

parameters, significance in tourism 

• Urban transport and transport integration. Operating parameters, significance in tourism. 

• Principles of integration of public transport. History and Present. Integrated transport systems 

and their properties, meaning for tourism. 

• Telematics in transport  

• Navigation and communication systems in general and in individual transport sectors and 

segments, their importance. 

 
Mandatory literature: 

Johnny, S. R., Dorothy M. Ch. (2016).  Hospitality Services, Goodheart-willcox Publ. ISBN 9781631265495 

 

Optional literature: 

Bowie, D., Buttle, F. (2013). Hospitality Marketing.Principles and Practice.2. edition.Oxon a New York: 

Routledge. ISBN 978-0-08-096791 

Grönroos, Ch. (2007). Service management and marketing: customer management in service competition. 3rd 

ed. Chichester: John Wiley & Sons. ISBN 978-0-470-02862-9 

 

 

 

 

 

 

 

 

 

 



Foreign language I. (Gernam, French, Spanish) 

Foreign language II. (Gernam, French, Spanish, Czech) 
 
According to previously discussed needs of students with Erasmus+ coordinator. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 
 

 

 

 

 
 

 

 

 

 

 
 

 

 



New Media and Marketing – PhDr. Ing. Antonín Pavlíček, Ph.D. 
 

The aim of the course is to introduce modern trends in information technologies – especially new media and social 

networks – and their use for marketing purposes. Introduction of a modern concept of website creation through 

open source Content Management software (CMS), followed by actual web creation and promotion through new 

media. The student gains a broad orientation in the world of new media and its practical use. 

 

• New Media in the Modern World – introduction, features and possibilities 

• Preparing own website- Drupal, Joomla, WordPress Content Management Systems 

• Preparing own website - Introducing individual CMS and basic CMS Wordpres installation 

• Preparing own website - CMS Wordpress - working with templates and plug-ins 

• Preparing own website - specifics of e-shops 

• Preparing own website - Content Marketing 

• Foundations of Search Engine Optimization - SEO and applications on the upcoming site 

• Implementing Google Analytics for the upcoming site 

• Optimization for conversions 

• Fundamentals of marketing in social media - using Facebook and others 

• PPC Campaigns - AdWords and Sklik 

• E-mail marketing as a website promotion tool 

• Repetition, conclusion 

 

Mandatory literature: 

Safko, L. (2012): The Social Media Bible: Tactics, tools&strategiesfor business success. New York: Wiley. 

ISBN 978-1-118-26974-9 

Optional literature: 

Sterne, J. (2010): Social media matrics: How to measure and optimizeyour marketing investment. New York: 

Wiley. ISBN 978-0470-58378-4 

Friedmann, A. (2010): WritingforVisual Media. Berlin: Elsevier. ISBN 978-0-240-81235-9 

 


