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MODULE OVERVIEW

Type of subject / group of subjects Basic
Module status Compulsory
Language of conducting classes English
Module placement in the syllabus - semester Semesetr V

Initial requirements

Microekonomics, Macroeconomics

Examination (YES/NO) YES

Number of ECTS credit points 4

Method of conducting classes Lecture Classes Lab(r);ato- Project Other
Per full-time studies: 30 15

semester | part-time studies: 18 9




TEACHING RESULTS AND THE METHODS OF ASSESSING TEACHING RESULTS

Assignations to
Category Symbol Learning outcomes tlhe d|r_ect|onal
earning out-
comes
The student knows the basic concepts of marketing and ZIP1 W13
WO01 |is able to use them. Has knowledge of the basic ele- =
; . ZIP1_W15
ments of marketing and methods of their use. -
Knowledge W02 The student knows the methodological basics of market- ZIP1_W16
ing and the research tools used.
W03 'I_'he student knows thg p_rocedure of market segmenta- ZIP1 W16
tion and product positioning.
The student is able to obtain information from the liter-
ture on the subject, can integrate the obtained info-
U0l | mation, interpret it, and draw conclusions in order to ZIP1_uUo01
improve the effectiveness of marketing activities under-
taken by the company.
Skills The student is able to use the basic knowledge in the ZIP1 UOL
U02 |field of marketing and obtain data to carry out analyzes -
. ZIP1_U15
of economic processes and phenomena. —
. . . ZIP1_U02
The student is able to use basic marketing research to
uo3 determine the directions of the company's development zIP1_U03
pany pment. ZIP1 U19
KO1 The student unde_rstand_s the need to _constantly supple- ZIP1_KO1
. ment knowledge in the field of marketing.
Social The student is ready to creatively work independentl
competences ; eady 10 ey pe y ZIP1_KO04
K02 |and in a group, identifying decision problems in the
, . J - : ZIP1_KO05
company's marketing activities and solving them. —

TEACHING CONTENTS

Method of
conducting
classes

Teaching contents

Lecture

Marketing - the concept of the market. Marketing as a business philosophy. Analysis
of the marketing environment. The marketing function in the enterprise and its evolu-
tion. Marketing process. Value chain management according to Porter. Enterprise
marketing strategies and their typology. Marketing mix - from the 7P concept to the
7C concept. The concept of product and brand - types, product and service differenti-
ation, product life cycle. Price - supply and demand curve. Distribution channels.
Promotion - methods and tools. Customer - consumer behavior, decision-making
process, determinants of value delivered to the customer, communication with the
customer, customer satisfaction. Market - market segmentation. The concept of mar-
ket niche and blue ocean strategy. Market Analysis - BCG Matrix. Types of market-

ing.

Classes

Analysis of the marketing environment. Analysis of the type of product, price, market
strategy, distribution channels of selected enterprises. Sales process. Promotional
campaigns - effectiveness analysis. Constructing advertisements and advertising
campaigns. Market analysis using the BCG matrix. Consumer behavior styles. Build-
ing customer satisfaction.




METODS OF ASSESSING TEACHING RESULTS

Symbol

Methods of checking the learning outcomes

(select X)

Oral exam Written exam

Test Project Statement Other

wo1

X

wo02

X

W03

X

uo1

uo2

uo3

K01

K02

XX | X[ X]|X

FORM AND CONDITIONS OF PASSING

Form of Form of credit Passing conditions
classes
Lecture Exam Obtaining at least 50% in the final test.
The final grade is calculated on the basis of partial grades
Classes Credit with grade obtained for all tasks/work (performed individually or in

groups), presentation of a selected topic during classes and
activity during classes.




STUDENT WORKLOAD

Balance of ECTS points

Student’s workload

No. Type of student’s activity Unit
full-time part-time
Lc| C |Lb| P Of|Lc|C |Lb| P (@)
1. | Participation in the activities h
30 | 15 18| 9

2. | Other (consultation, exam) 4 | 2 4 | 2 h
Number of hours of a student’s as-

& sisted work o1 33 .
Number of ECTS credit points which

i are allocated for assisted work 2,0 13 ECUS
Number of hours of a student’s un-

5 assisted work 49 67 h
Number of ECTS credit points which

6. | astudent receives for unassisted 2,0 2,7 ECTS
work
Work input connected with practical

7. classes 33 33 h
Number of ECTS credit points which

8. | a student receives for practical 1,3 1,3 ECTS
classes
Total number of hours of a stu-

9. dent’s work 100 100 h

10, Punkty ECTS za modut 4 ECTS
1 ECTS=25 hours
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