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SUBJECT CARD

Name in Polish Zarządzanie marketingowe
Name in English Marketing Management
Main field of study (if applicable): Management
Specialization (if applicable): Business Management
Level and form of studies: 1st level, full-time
Kind of subject: obligatory
Subject code: W08ZZZ-SL0125
Group of courses: YES
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	Lecture
	Classes
	Laboratory
	Project
	Seminar

	Number of hours of organized classes in University (ZZU)
	15
	
	-
	30
	-

	Number of hours of total student workload (CNPS)
	50
	
	-
	
	-

	Form of crediting
	crediting with grade
	
	-
	
	-

	For group of courses mark (X) final course
	X
	
	-
	-
	-

	Number of ECTS points
	2
	
	-
	
	-

	including number of ECTS points for practical (P) classes 
	-
	
	-
	1
	-

	[bookmark: _Hlk31881015]including number of ECTS points corresponding to classes that require direct participation of lecturers and other academics (BU)
	1,8
	
	-
	
	-


*delete as applicable
	[bookmark: table03]PREREQUISITES RELATING TO KNOWLEDGE, SKILLS AND OTHER COMPETENCES
1. Essentials of Management. 
2. Essentials of Marketing.
3. Essentials of Economics.   



	[bookmark: table04]SUBJECT OBJECTIVES
Passing fundamental knowledge (including application aspects) about: 
C1. Marketing concept, different orientations towards marketing activities and the nature and basic problems of marketing management, 
C2. Marketing planning process, in particular in the scope of analysis and methods used in this process and the reasons for deciding on marketing: objectives, strategies, tactics, budget and operational activities. 
C3. The creation of organizational solutions, managing and control in the marketing area of business management.
To acquire fundamental skills to: 
C4. Analysis of the degree of the marketing concept implementation in some dimensions, and development of proposals relevant to marketing management, 
C5. Develop or make relevant changes in the project of analyzed marketing plan and to evaluate its correctness.
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	SUBJECT EDUCATIONAL EFFECTS
relating to knowledge: 
PEU_W01 – knows and understands the marketing concept, different orientations towards marketing activities and the nature of marketing management.   
PEU_W02 – knows the basics of customer relationships management strategies. 
PEU_W03 – knows and understands, at a basic level, the marketing planning process, in particular, taking into account the specificity of Internet and social media.  
PEU_W04 – has a basic knowledge of how to create organizational, managing and control in the in the marketing area of business management.    
relating to skills: 
PEU_U01 – can analyze, at a basic level, the degree of the marketing concept implementation in some aspects, and develop proposals relevant to marketing management.  
PEU_U02 – can - at a basic level - develop marketing plan covering the selected scope of the company's activities or make adequate changes in the project of a marketing plan and evaluate its correctness, in the lights of the fundamental requirements addressed to marketing plans. 
relating to social competences:
PEU_K01 - is aware of the need to develop knowledge and skills in management, in particular - in the scope of marketing planning and marketing approach to business management. 
PEU_K02 – is aware that the contemporary business management manager job involves 
constant identifying, analyzing, prioritizing and solving management problems.  
PEU_K03 - is prepared to take responsibility for the tasks assigned and co-workers, not only in essential but also in ethical dimension. 
PEU_K04 – expresses a willingness to teamwork. 
PEU_K05 - shows courage in communicating and defending own views, while taking into account and respecting the views of other people.
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	PROGRAMME CONTENT

	Lecture
	Number of hours

	Lec 1
	Organizational issues - discussion of the structure, principles and organization of the course. Introduction to marketing management
	1

	Lec 2
	Marketing concept in managing a company
	2

	Lec 3
	Getting customer loyalty and satisfaction. Customer Relationships Management (CRM)
	2

	Lec 4
	Marketing planning process
	2

	Lec 5
	Strategic marketing activities on the Internet
	2

	Lec 6
	Organizing, leading and control in the marketing area of managing a company
	2

	Lec 7
	Final test
	2

	Lec 8
	Marketing Management of a contemporary enterprise
	2

	
	Total hours
	15
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	Project
	Number of hours

	Proj1-Proj3 
	Organizational issues - discussion of the structure, principles and organization of the course. Introduction to marketing management.
	6

	Proj4-Proj6
	Strategies and challenges in marketing management.
	6

	Proj7-Proj8
	Marketing planning process.
	4

	Proj9-Proj11 
	Analysis and proposals of the adequate changes in the exemplary marketing plan.
	6

	Proj12-Proj13 
	Development and presentation of the marketing plan project – part one.
	4

	Proj14-Proj15 
	Development and presentation of the marketing plan project – part two.
	4

	
	Total hours
	30






	TEACHING TOOLS USED

	N1. Traditional lecture with multimedia presentations
N2. Questions to students during lecture 
N3. Case studies
N4. Questions to students during projects 
N5. Self or team analysis and evaluation of assigned aspects of enterprise marketing management
N6. Self or teamwork: preparing for projects or tasks and preparation for the final test



EVALUATION OF SUBJECT EDUCATIONAL EFFECTS ACHIEVEMENT
	Evaluation (F – forming during semester), P – concluding (at semester end)
	Learning outcomes code
	Way of evaluating learning outcomes achievement 

	F1
	PEU_W01 – W04
PEU_U01 – U02
	Assessment of solutions to given tasks (short tests included) [project]

	F2
	PEU_W01 – W04
PEU_U01 – U02
PEU_K01 – K05
	Activity and engagement during the semester [project]

	F3
	PEU_W01
PEU_W02
PEU_W03
PEU_W04
	Assessment of the final test [lecture]

	P1 [Lecture] = F3
P2 [Project] = 0,3*F2 + 0,7*F1
P=[P1+P2]/2, however if P1=2 [Unsatisfactory] or P2=2 [Unsatisfactory] then P=2 [Unsatisfactory].




	PRIMARY AND SECONDARY LITERATURE

	PRIMARY LITERATURE:
[1] Dziekoński M., Kozielski R., Jak szybko napisać profesjonalny plan marketingowy, Wydawnictwo Nieoczywiste, Warszawa 2017.
[2] Kotler Ph. Keller K.L., Marketing, Rebis, Poznań 2022 (wyd. 23 lub wyd. wcześniejsze do wyd.14, 2012 r. włącznie).
[3] Nowak M.W., Ciurla M., Pozyskiwanie klientów w koncepcji CRM, [w:] M. Hopej, M. Moszkowicz, J. Skalik (red. nauk.) Wiedza w gospodarce i gospodarka oparta na wiedzy. Zarządzanie w gospodarce opartej na wiedzy, Prace Naukowe Uniwersytetu Ekonomicznego, nr 94, Wrocław 2010. 
SECONDARY LITERATURE:
[1] Bakalarska-Stankiewicz J., Naucz się słuchać. Jak w praktyce wykorzystać social listening?, MIT Sloan Management Review Polska, Nr 10, 2021.  
[2] Bieńkowska A., Nowak M.W. Zgrzywa-Ziemak A., Zarządzanie relacjami z klientami (CRM) a inne metody zarządzania – współwystępowanie i efekty stosowania, Marketing i Rynek, nr 8, CD, 2014, s. 31-38.
[3] Mitręga M., Marketing relacji teoria i praktyka, wyd. 3, Warszawa, 2022 (lub wyd. wcześniejsze do r. 2005 włącznie).
[4] Pikuła R., Nasz raport: CRM i ERP - nowe wymiary transformacji cyfrowej, MIT Sloan Management Review Polska, 2021, Nr 10.
[5] Reed J., Marketing internetowy. Szybkie łącze z klientami. Wszystko, co musisz wiedzieć, by wypromować swoją firmę w sieci, Helion, Gliwice 2012.
[6] Sobieraj M., Co każdy CEO powinien dziś wiedzieć o marketingu?, ICAN Management Review, 2021, Nr 11.
[7] Turner J., Shah R., Jak zarabiać w mediach społecznościowych. Rozwijaj firmę dzięki nowoczesnym narzędziom marketingowym. Wydanie II, Helion, Gliwice 2015.
[8] Wieczorkowski J., Chomiak-Orsa I., Pawełoszek I., Big data w marketingu — narzędzie doskonalenia relacji z klientami, Marketing i Rynek, 2022, Nr 1, s. 3-9.   
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