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[bookmark: bookmark=id.gjdgxs]
	
	Lecture
	Classes
	Laboratory
	Project
	Seminar

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

	Number of hours of total student workload (CNPS)
	100
	50
	-
	25
	-

	Form of crediting
	exam
	credit with a grade
	-
	credit with a grade
	-

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

	Number of ECTS points
	4
	2
	-
	1
	-

	including number of ECTS points for practical (P) classes 
	-
	2
	-
	1
	-

	[bookmark: _heading=h.30j0zll]including number of ECTS points corresponding to classes that require direct participation of lecturers and other academics (BU)
	1,2
	1,2
	-
	0,6
	-



	[bookmark: bookmark=id.1fob9te]PREREQUISITES RELATING TO KNOWLEDGE, SKILLS AND OTHER COMPETENCES
No prerequisites



	SUBJECT OBJECTIVES

C1: Providing students with knowledge about the fundamentals of management and marketing (in particular about the features, elements and types of organizations, the concept of organizational effectiveness, management processes, functions, principles and instruments of management and the impact of the environment on the organization's activities).
C2: Familiarizing students with the methods of analysis and evaluation of selected features of the organization, internal and inter-organizational relations and selected elements of marketing.



	SUBJECT LEARNING OUTCOMES
relating to knowledge:
PEU_W01 – Has knowledge of organization management (in particular, about the characteristics, elements and types of organization and the concept of organizational effectiveness, as well as about processes, functions, principles and management instruments).
PEU_W02 – Understands the complexity and comprehensiveness of management problems in the organization: e.g. explains and illustrates the impact of the environment and internal factors on the organization's activities, decision-making and leadership processes.
PEU_W03 – Has knowledge of selected elements of marketing and marketing activities of the organization.

relating to skills:
PEU_U01 – Can analyze and evaluate the goals, features and elements of the organization as well as internal and inter-organizational relations. Is able to convey, convince and defend own views regarding the discussed phenomena and processes in the organization.
PEU_U02 – Can identify selected elements of marketing activities, both in the online and traditional areas. Can communicate, convince and defend own views regarding the discussed phenomena and processes in the organization.
PEU_U03 – Reads professional literature, business and organizational documentation with understanding (understands texts in the field of management, is able to interpret them, draw conclusions, obtain the necessary information, interprets them and critically evaluates them).

relating to social competences:
PEU_K01 – Can properly set priorities in their own work and in cooperation with others in connection with the performance of various roles in the team.

	


[bookmark: bookmark=id.2et92p0][bookmark: bookmark=id.3znysh7][bookmark: bookmark=id.tyjcwt]
	PROGRAMME CONTENT

	Lectures
	Number of hours

	Lec 1
	Organizational classes - the substantive scope of classes, the rules of assessment. Management sciences - nature and subject.
	2

	Lec 2
	Organization as an object of management. Organization typology. Models and characteristics of the organization. Organization development phases.
	2

	Lec 3
	Environmental context of management.
	2

	Lec 4
	The essence of organization management. Management process and scope. Management efficiency.
	2

	Lec 5
	Management as decision-making in an organization. Types of managers. Key roles and managerial skills.
	2

	Lec 6
	Planning as a function of management: strategic and operational planning.
	2

	Lec 7
	Organizing as a management function: division of labor and organizational structure; structural factors and mechanisms; principles of building organizational structures, types and distinguishing features of organizational structures.
	2

	Lec 8
	Leadership as a management function: motivating the employee to work; management styles; leadership traits theory.
	2

	Lec 9
	Control as a management function: stages, types and functions of control; instruments and scope of control in the organization.
	2

	Lec 10
	The organization towards the challenges of modernity - modern concepts of management.
	2

	Lec 11
	The concept of marketing and its place in the functioning of the company. Internet marketing and traditional marketing.
	2

	Lec 12
	Consumer behavior. Canvas business model.
	2

	Lec 13
	Marketing mix concept: classic 4Ps, 7Ps, modern 4Ps.
	2

	Lec 14
	Strategic brand management.
	2

	Lec 15
	Strategy of marketing activities in the Internet environment.
	2

	
	Total hours
	30



	Classes
	Number of hours

	Cl 1
	Organizational classes - the substantive scope of classes, the rules of assesment.
	2

	Cl 2
	Organization and its models.
	2

	Cl 3
	Organization environment.
	2

	Cl 4
	Organizational goals. Functions and types of goals.
	2

	Cl 5
	Technology as a component of the organization.
	2

	Cl 6
	Dimensions of the organizational structure.
	2

	Cl 7
	Typology of organizational structures.
	2

	Cl 8
	An entity in an organization.
	2

	Cl 9
	Group and team in the organization.
	2

	Cl 10
	Organizational culture and its importance.
	2

	Cl 11
	Marketing research.
	2

	Cl 12
	Consumer behavior.
	2

	Cl 13
	Modern 4Ps on the Internet.
	2

	Cl14
	Social media.
	2

	Cl 15
	Content marketing.
	2

	
	Total hours
	30



	Project
	Number of hours

	Pr 1
	Organizational classes - the substantive scope of classes, the rules of assessment.
	1

	Pr 2
	Analysis and evaluation of the goals of the selected organization.
	2

	Pr 3
	Analysis and evaluation of the technology of the selected organization.
	2

	Pr 4
	Analysis and evaluation of the culture of the selected organization.
	2

	Pr 5
	Analysis and evaluation of the organizational structure of the selected organization.
	2

	Pr 6
	Identification of the environment of the selected organization (with particular emphasis on the marketing aspect).
	2

	Pr 7
	Analysis and assessment of the state of the brand - elements of marketing management in the traditional sense.
	2

	Pr 8
	Analysis and assessment of the state of the brand - elements of marketing management in the Internet approach.
	2

	
	Total hours
	15



	TEACHING TOOLS USED

	N1. Traditional lecture with the use of a multimedia presentation
N2. Case studies
N3. Discussion on selected issues
N4. Own work - independent studies: preparation for project classes, exercises and exam preparation
N5. Presentations prepared by students
N6. Project prepared by students



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

	F1
	PEU_W01-3
	Short test

	F2
	PEU_U01-3
	Activity during exercises (analysis of case studies)

	Classes: P1 = 0,6 *F1+ 0,4*F2

	F3
	PEU_U01-3
	Evaluation of the presentation of developed solutions

	F4
	PEU_U01-3
	Evaluation of the final project

	F5
	PEU _K01
	Activity during the project classes

	Project: P2 = 0,4*F3 + 0,5*F4 +0,1*F5

	F6
	PEU_W01-3
	Exam
Obtaining a positive grade from the exam is conditioned by obtaining more than 50% of credits for each of the learning outcomes PEU_W01-3

	Lecture:  P3 =  F6



	PRIMARY AND SECONDARY LITERATURE

	PRIMARY LITERATURE:
[1]  Griffin R.W.: Podstawy zarządzania organizacjami, PWN, Warszawa 2021.
[2]  Kotler Ph., Keller K., Marketing, Dom Wydawniczy REBIS, Poznań 2020.
[3]  Koźmiński A.K., Piotrowski W. [red.]: Zarządzanie. Teoria i praktyka, PWN, Warszawa 2020.

SECONDARY LITERATURE:
[1]  Korzeniowski L., Podstawy zarządzania organizacjami, Difin 2019.
[2]  Kotler Ph, Kartajaya H., Setiawan I., Marketing 5.0 Technologie Next Tech, MT Biznes, Warszawa 2021.
[3]  Mintzberg H., Zarządzanie, Nieoczywiste 2020.
[4]  Robbins S.P., DeCenzo D.A.: Podstawy zarządzania, PWE, Warszawa 2002. 


	SUBJECT SUPERVISOR (NAME AND SURNAME, E-MAIL ADDRESS)

	Dr inż. Anna Zabłocka-Kluczka (anna.zablocka-kluczka@pwr.edu.pl)
Dr inż. Anna Sałamacha (anna.salamacha@pwr.edu.pl)



