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	[bookmark: table01]FACULTY MANAGEMENT

SUBJECT CARD
Name of subject in Polish Badania marketingowe
Name of subject in English Marketing research
Main field of study (if applicable): Zarządzanie
Specialization (if applicable): Business management
Profile: academic 
Level and form of studies: 1st/, full-time 
Kind of subject: obligatory 
Subject code W08ZZZ-SL0132
Group of courses NO*
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	Lecture
	Classes
	Laboratory
	Project
	Seminar

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

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

	Form of crediting
	crediting with grade*
	
	
	crediting with grade*
	

	For group of courses mark (X) final course
	
	
	
	
	

	Number of ECTS points
	2
	
	
	2
	

	including number of ECTS points for practical classes (P) 
	0
	
	
	2
	

	[bookmark: _Hlk31881015]including number of ECTS points corresponding to classes that require direct participation of lecturers and other academics (BU)
	1,2
	
	
	1,2
	


*delete as not necessary
	[bookmark: table03]PREREQUISITES RELATING TO KNOWLEDGE, SKILLS AND OTHER COMPETENCES
1. Basic knowledge of marketing fundamentals
2. Knowledge and skills from use of statistics to analyze and evaluate data


\
	[bookmark: table04]SUBJECT OBJECTIVES
C1 Learning to understand the role, principles and methods of marketing research, selection and use of marketing research tools
C2 Showing the possibilities of using research results in marketing management


[bookmark: table05]
	SUBJECT EDUCATIONAL EFFECTS
relating to knowledge:
PEU_W01 Student knows the procedures and principles of conducting marketing research
PEU_W02 Student knows how to select research methods for a given problem in the field of marketing

relating to skills:
PEU_U01 Student is able to design marketing research using quantitative and qualitative methods

relating to social competences:
PEU_K01 Student understands the ethical issues related to conducting marketing research
PEU_K02 Student is able to justify the actions and decisions taken at every stage of marketing research
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	PROGRAM CONTENT

	Lectures
	Number of hours

	Lec 1
	Organizational classes: discussion of the conditions of assessment, presentation of the substantive scope of the lecture. The role and importance of marketing research in managing a business organization.
	2

	Lec 2
	The process of designing marketing research - stages. 
Types of marketing research and their applications.
	2

	Lec 3
	Secondary marketing data collection (1).
	2

	Lec 4
	Secondary marketing data collection (2).
	2

	Lec 5
	Research sample selection methods. Primary marketing data collection - survey method (basic concepts, types).
	2

	Lec 6
	Primary marketing data collection - survey method (research procedure, rules for building questionnaires, measurement and scaling).
	2

	Lec 7
	Primary marketing data collection - survey method (data collection and analysis).
	2

	Lec 8
	Primary marketing data collection - qualitative research.
	2

	Lec 9
	Primary marketing data collection - experiments.
	2

	Lec 10
	Internet marketing research.
	2

	Lec 11
	Customer satisfaction and loyalty surveys.
	2

	Lec 12
	Product research.
Price and distribution system research.
Research on the effectiveness of the communication system.
	2

	Lec 13
	Ethical aspects of marketing research.
	2

	Lec 14
	Colloquium I
	2

	Lec 15
	Colloquium II
	2

	
	Total hours
	30



	Project
	Number of hours

	Proj 1
	Organizational classes: discussion of the credit conditions, presentation of the substantive scope of the project, creation of project teams.
	2

	Proj 2
	Determination of the marketing research purpose and scope, definition of implementation stages, detailed research plan - individual consultations.
	2

	Proj 3
	Determining the purpose and scope of marketing research, defining implementation stages, detailed research plan – presentations.
	2

	Proj 4
	Secondary data collection - individual consultations.
	2

	Proj 5
	Secondary data collection – presentations.
	2

	Proj 6
	Primary data collection (survey method: selection of a research sample, questionnaire construction) - individual consultations.
	2

	Proj 7
	Primary data collection (survey method: selection of a research sample, questionnaire construction) - individual consultations.
	2

	Proj 8
	Primary data collection (survey method: selection of a research sample, questionnaire construction) – presentations.
	2

	Proj 9
	Primary data collection (survey method: selection of a research sample, questionnaire construction) - individual consultations after pilot study.
	2

	Proj 10
	Primary data collection (survey method: data analysis and presentation) - individual consultations.
	2

	Proj 11
	Primary data collection (survey method: data analysis and presentation) – presentations.
	2

	Proj 12
	Primary data collection (qualitative research) - individual consultations.
	2

	Proj 13
	Primary data collection (qualitative research) – presentations.
	2

	Proj 14
	Experiments.
	2

	Proj 15
	Discussion of the project substantive scope and evaluation.
	2

	
	Total hours
	30



	TEACHING TOOLS USED

	N1. Informative lecture supported by multimedia presentation
N2. Problem lecture supported by multimedia presentation
N3. Case studies
N4. Project prepared by students



EVALUATION OF  SUBJECT LEARNING  OUTCOMES  ACHIEVEMENT
	[bookmark: table0C]Evaluation (F – forming during semester), P – concluding (at semester end)
	Learning outcomes code
	Way of evaluating learning outcomes achievement 

	F1
	PEU_W01
PEU_W02
PEU_K01
	Colloquium

	F2
	PEU_U01
	Project

	F3
	PEU_U01
	Presentation

	F4
	PEU_K02
	Presentation

	P (lecture) = F1
P (project) = 0,6*F2+0,4*F3
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	PRIMARY AND SECONDARY LITERATURE

	PRIMARY LITERATURE:
[1]	Mazurek – Łopacińska K., Badania marketingowe : metody, techniki i obszary aplikacji na współczesnym rynku, Wydawnictwa Naukowe PWN, Warszawa 2016
[2] 	Kaczmarczyk S., Badania marketingowe : podstawy metodyczne, Polskie Wydawnictwo Ekonomiczne, Warszawa 2014
SECONDARY LITERATURE:
[1] 	Schroeder J., Bartosik-Purgat M., Mruk H., Międzynarodowe badania marketingowe, Wydawnictwo Uniwersytetu Ekonomicznego, Poznań 2013
[2] 	Popławski W., Skawińska E., Andruszko K., Badania marketingowe w zarządzaniu organizacją, Polskie Wydawnictwo Ekonomiczne, Warszawa 2012
[3] 	Kotler Ph., Keller K., Marketing, Dom Wydawniczy REBIS, Poznań 2020
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