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Abstract. Due to the requirements for matching the needs of employers 
with the job applicants’ skills, companies increasingly tend to use a key 
competency-based approach to select new marketers. The aim of this paper 
is to determine if the project-based learning method has helped developing 
economic university students’ key competencies that are essential in the 
marketing related jobs. For testing and developing such key competencies, 
the method of project-based learning have been implemented into the 
Marketing communication course at the Faculty of Economics, University 
of South Bohemia in Czech Republic. Results show that innovated course 
had a positive effect especially on the development of abilities to work 
effectively in team, assessing and analysing information or work 
independently. 
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1 Introduction and Literature Review 
 

Marketing is everything, but it can be interpreted by various authors or experts with 
hundreds of different definitions. Concurrently this concept can be understood by 
entrepreneurs differently and inconsistently. For a small business, it is usually a paid 
advertisement on social networks or a new catalogue [1]. In the case of global corporations, 
this is already an almost scientific approach to how to tie the customer to their products, 
and marketing costs are among the highest. 

With the growing importance of marketing, the demand of enterprises for more or less 
experienced employees who will prepare and implement their marketing strategies is also 
increasing, as well as the rising number of job applicants. Due to the requirements for 
matching the needs of employers with the individual job applicant’s skills, HR managers 
increasingly tend to use a key competency-based approach to select the best candidates 
[2, 3].  

Competencies can be defined as a generic complex of knowledge, values and attitudes, 
but primarily life skills such as problem solving, communication, collecting and analysing 
information, ability to work independently, leadership, creativity, ability to cooperate 
effectively and lifelong learning [4,5]. These competencies allow individuals to act 
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adequately and efficiently within the various professional and personal life situations. 
They represent and incorporate a wide range of long term qualifications and requirements 
for a flexible response to the changing labour market demands and they also ensure 
maximum performance in the defined tasks [6]. 

In the developed countries, efforts have been put by universities for business 
or economic degree to prepare graduates who want to be marketers to meet actual labour 
market requirements. These requirements are no longer based only on theoretical 
knowledge, but especially on higher level of abilities which provides a framework to the 
behaviour and skills that are expected of competent marketers in various types of marketing 
specializations [7, 8]. Such competency-based approach consists of the desired framework 
of the individuals’ key competencies for specific positions by means of a competency 
model as a basis for the selection of suitable applicants for a given position within an 
organization, for example in marketing department [9-11]. 

To be competent and capable in the marketing related jobs, authors refer mainly to this 
set of key marketing competencies [12-16]: 

a) Creative thinking; 
b) Communication; 
c) Working independently; 
d) Effective team collaboration; 
e) Leadership; 
f) Negotiation; 
g) Assessing and analysing information; 
h) Ability to manage a budget; 
i) Public speaking; 
j) Ability to work under pressure. 

 
Most of these competencies are behavioural, so if students have certain basic individual 

capabilities, their competencies can be developed throughout higher education [17], 
so obvious next step in the competencies development is to find and implement suitable 
pedagogy methods enabling students to develop mentioned competencies. There are plenty 
of methods that have been proven to help in that, for example case studies [18], project-
based learning methods [19, 20], experimental and problem-based learning [21] or business 
simulation games [22]. 

Project-based learning method is often considered as the one of the most suitable 
pedagogy for students’ key competencies development. This approach can be characterized 
by creating the students’ research teams to work on long-term projects (usually one or two 
semesters), which are connected to real world business practice and designed to solve the 
actual business tasks and problems [23, 24]. Advantages of the project-based learning 
method can be described as follows [25]: 

1. Integrating wide range of skills and knowledge.  
2. Connecting the students’ skills and knowledge with the experience that will help 

to increase effectiveness of the learning process. 
3. Activating students for lifelong learning. 
4. Developing students’ ability to communicate and cooperate in a team. 
5. Developing students’ organizational and time management skills. 

 
2 Methodology 
 

The aim of this paper is to determine if the project-based learning method has helped 
developing economic university students’ key competencies that are essential in the 
marketing related jobs. For testing and developing chosen key marketing competencies, 
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to increase effectiveness of the learning process. 
3. Activating students for lifelong learning. 
4. Developing students’ ability to communicate and cooperate in a team. 
5. Developing students’ organizational and time management skills. 

 
2 Methodology 
 

The aim of this paper is to determine if the project-based learning method has helped 
developing economic university students’ key competencies that are essential in the 
marketing related jobs. For testing and developing chosen key marketing competencies, 

the method of project-based learning have been implemented into the Marketing 
communication course at the Faculty of Economics, University of South Bohemia in Czech 
Republic. As this course is in the final year of the study, it effectively serves to synthesing  
knowledge and skills from various marketing related courses from the five-year study in the 
field of trade and marketing. In lectures throughout the semester, students at first obtained 
enough relevant and actual theoretical background about marketing communication mix 
with examples of new trends effectively used by marketing experts.  Then, on the first 
course seminar the teams (2-3 students per team) were created and each team had to choose 
one specific project. The concrete projects were specified by the  global company that runs 
automotive factory in South Bohemia and its marketing managers were interested 
to cooperate with the faculty on this new project. At the remaining seminars, each team had 
to work on the project independently (but under the supervision of the course teacher - 
author of this paper), create a final report with the relevant recommendations and then 
introduce the project results to the company managers at the end of the semester. 
 
The topics specified by the company were focused on: 

a) marketing communication mix for new products,  
b) HR marketing communication, 
c) marketing communication strategy for company’s events.  

 
To find out effects of the project-based learning method on Marketing communication 
course’s students, the research is aimed at determining whether and how this experience 
influenced the specific competencies development. So the following research question was 
determined: 
Which marketing competencies, that are often required by marketing related jobs,  have 
been developed in students by the project-based learning method  experience? 
 

Based on the course structure and project topics, these six marketing competencies were 
chosen and analysed based on the participants’ self-evaluation data: 

1. Assessing and analysing information 
2. Communication 
3. Creative thinking 
4. Effective team collaboration 
5. Leadership 
6. Working independently 

 
Data from all participants (76 students/28 teams) of Marketing communication course have 
been collected during both summer semesters 2018 and 2019 with the questionnaire survey 
right after they finished the course (quantitative, 25  questions, mainly five-point Likert 
scale, 76 responses).  
 
Excel and R software have been used for the data analysis, namely nonparametric single 
sample Wilcoxon one-sided test for testing the hypotheses. 
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3 Results 
The assumption was that the project-based learning method experience improved six 

marketing competencies mentioned above. After finishing the course, students self-
evaluated the Marketing communication course’s contribution on developing 
their competency framework on the five-point Likert scale (where 5 = strongly agree; 
4 = agree; 3 = undecided; 2 = disagree; 1 = strongly disagree).  

Means are shown in Fig. 1. If mean is greater than 3, the course has helped to develop 
the particular competency. Based on the the students’ self-evaluation, it can be argued that 
the Marketing communication course had a positive effect especially on the development 
of abilities to work effectively in team and assessing and analysing information. These 
results correspond to the project tasks and necessary activities, because  at first students had 
to often communicate and meet company managers to obtain enough relevant and 
comprehensive information about the given problem, analyse it and then start to work on 
concrete creative solutions or ideas. 

To a lesser extent, it helped to develop participants‘ creative thinking and 
communication skills. The suggestions and solutions of some teams were very creative, 
however, these interesting initial ideas were mostly suggested by few more creative 
participants, and then further developed by other team members. It was clear that in the 
case of some students, it was not possible to develop their creativity too much with this 
method, because they are just less competent in this area. 

 
Fig. 1. Level of competencies’ development (means, n = 76)   
Source: Own processing. 
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Nonparametric single sample one-sided Wilcoxon test was used to test null hypotheses for 
all 6 analysed competencies as shown in Tab. 1.  

H0: Specific competency mean including 95% confidence interval is statistically 
significantly greater than 3. 

HA: non H0 

Table 1
Marketing competencies p-value Accepted hypothesis  
assessing and analysing information 1.753-07 H0 
communication 0.0002 H0 
creative thinking 0.0004 H0 
effective team collaboration 6.329-06 H0 
leadership 0.419 HA 
working independently 0.1736 HA 

Source: Own processing. 
 

At the 95 % confidence level, the null hypothesis was accepted for these 4 of analysed 
6 competencies: assessing and analysing information; communication; creative thinking; 
effective team collaboration. Mentioned competencies’ means including 95% confidence 
interval are statistically significantly greater than 3, so it can be concluded that project-
based learning method experience, according to students’ self-evaluation, developed at least 
four marketing competencies in a certain way.  

After only two semesters of Marketing communication course with the use of this 
alternative pedagogy, obtained findings are important in terms of the possible updating 
traditional approach to the education process and apply project-based learning methods into 
the other marketing courses such as marketing research, public relations or strategic 
marketing. These courses can be actualized to contribute more in terms of developing 
particular competencies that are demanded by labor market. At the same time, working 
on real, practical and actual projects helps to develop participants‘ ability to apply their 
theoretical background from other completed courses, for example trade, management 
or economy. 

4 Conclusion  

The aim of this paper is to determine if the project-based learning method has helped 
developing economic university students’ key competencies that are essential in the 
marketing related jobs. For testing and developing chosen key marketing competencies, the 
method of project-based learning have been implemented into the Marketing 
communication course at the Faculty of Economics, University of South Bohemia.  

To answer the research question, data from 76 participants of the course during 2018 
and 2019 have been collected with the survey after they finished the course. Based on the 
course structure and project topics, six marketing competencies were chosen and analysed 
based on the participants’ self-evaluation data - assessing and analysing information; 
communication; creative thinking; effective team collaboration; leadership; working 
independently.  

Results show that innovated course had a positive effect especially on the development 
of abilities to work effectively in team and assessing and analysing information. These 
findings are important from the view of the possible updating traditional approach to the 
education process and apply project-based learning methods into the other marketing 
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courses such as marketing research, public relations or strategic marketing. These courses 
can be actualized to contribute more in terms of developing particular key competencies 
demanded by the actual labour market situation. 
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