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	[bookmark: table01]FACULTY OF MANAGEMENT 

SUBJECT CARD

Name of subject in Polish: Komunikacja marketingowa w Internecie
Name of subject in English: Marketing communication in the Internet
Main field of study (if applicable): Management 
Specialization (if applicable): Business Management
Profile:  academic 
Level and form of studies: 1st , full-time 
Kind of subject: optional
Subject code: W08ZZZ-SL0131
Group of courses: NO


[bookmark: table02]
	
	Lecture
	Classes
	Laboratory
	Project
	Seminar

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

	Number of hours of total student workload (CNPS)
	25
	50
	
	
	

	Form of crediting
	crediting with grade
	crediting with grade
	
	
	

	For group of courses mark (X) final course
	
	
	
	
	

	Number of ECTS points
	1
	2
	
	
	

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

	[bookmark: _Hlk31881015]including number of ECTS points corresponding to classes that require direct participation of lecturers and other academics (BU)
	0,6
	1,2
	
	
	



	[bookmark: table03]PREREQUISITES RELATING TO KNOWLEDGE, SKILLS AND OTHER COMPETENCES
1. knowledge of the basics of marketing


\
	[bookmark: table04]SUBJECT OBJECTIVES
C1. To gain knowledge concerning the problems of marketing communication in the Internet and digital media.
C2. To develop skills of planning and carrying out marketing activities with the use of modern media in a global environment.
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	SUBJECT EDUCATIONAL EFFECTS
relating to knowledge:
PEU_W01 - Is able to identify and explain the changes induced by IT tools in modern marketing communication.
PEU_W02 - Knows methods and techniques of analysis and planning marketing activities with the use of modern media.

relating to skills:
PEU_U01 - Can plan and carry out marketing activities with the use of modern media.
PEU_U02 - Can use modern marketing tools and coordinate global enterprise activities on the Internet and digital media.

relating to social competences:
PEU_K01 - Is aware of social changes in business and customer service.
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	PROGRAMME CONTENT

	Lecture
	Number of hours

	Lec 1
	Introduction and crediting rules
	1

	Lec 2
	The impact of the information society on marketing strategies.
	2

	Lec 3
	Marketing communication in the Internet.
	2

	Lec 4
	Rules of creating and positioning websites
	2

	Lec 5
	Promotion in digital media
	2

	Lec 6
	Communication in social media and PR
	2

	Lec 7
	International and intercultural communication
	2

	Lec 8
	Test
	2

	
	Total hours
	15
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	Classes 
	Number of hours

	Cl 1
	Introduction and crediting rules
	2

	Cl 2
	Selection of the object of analysis
	2

	Cl 3
	Analysis of marketing communication strategy in digital media
	2

	Cl 4
	Conceptual design of a website
	2

	Cl 5
	Creation of a prototype and discussion
	2

	Cl 6
	Promotional campaign design
	2

	Cl 7
	SEM and SEO
	2

	Cl 8
	Promotion in social media
	2

	Cl 9
	Promotion in mobile channels 
	2

	Cl 10
	Other channels of marketing communication
	2

	Cl 11
	Alternative forms of marketing communication
	2

	Cl 12
	Analysis of challenges in international communication
	2

	Cl 13
	Analysis of challenges in intercultural communication 
	2

	Cl 14
	Final presentation
	2

	Cl 15
	Evaluation
	2

	
	Total hours
	30
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TEACHING TOOLS USED

	N1. Informative lecture
N2. Multimedia presentation
N3. Problem-based lecture
N4. Case study
N5. Problem task
N6. Computer-aided design




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 (lecture)
	PEU_W01, PEU_W02, PEU_K01
	Test

	F2 (classes)
	PEU_U01, PEU_U02, PEU_K01
	Problem assignments using digital tools

	F3 (classes)
	PEU_U01, PEU_U02, PEU_K01
	Final presentation

	P (classes) = 0,5*F1 + 0,5*F2
P (lecture) = F3


[bookmark: table0D]
	PRIMARY AND SECONDARY LITERATURE

	PRIMARY LITERATURE:
[1]  Agnieszka Izabela Baruk, Katarzyna Hys, Adam Dzidowski, Marketing dla inżynierów , PWE, 2012
[2]  Jarosław Królewski, Paweł Sala, E-marketing. Współczesne trendy. Pakiet startowy. PWN 2021
[3]  Grzegorz Mazurek, Transformacja cyfrowa. Perspektywa marketingu. PWN 2020

SECONDARY LITERATURE:
[1] Mirosław Pacut , Krystyna Śliwińska, Narzędzia i techniki komunikacji marketingowej XXI wieku, Wolters Kluwer Polska, 2011
[2] Andrzej Limański, Ireneusz Drabik, Marketing międzynarodowy, Difin, 2010
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