	WSB University


	Field of study: Management

	Module / course: Marketing/Marketing

	Educational profile: practical

	Education cycle: I-cycle studies

	Number of hours per semester
	1
	2
	3

	
	I
	II
	III
	IV
	V
	VI

	Full -time studies

(L/C/lab/pr/e)
	
	
	
	16L/16C
	
	

	Part-time studies

(L/C/lab/pr/e)
	
	
	
	
	
	

	LECTURER
	PhD Hemant Patwardhan, PhD Mirosława Malinowska

	FORM 
	Lecture/Classes

	COURSE OBJECTIVES


	The aim of the subject is to make students familiar with advanced problems related to marketing activities on international markets.  Students will get the knowledge connected to international marketing and global marketing.

	Course outcome
	References to outcomes
	Description of learning outcomes  
	Verification of learning outcomes  

	
	Field-related learning outcomes 
	Area-related  learning outcomes 
	Knowledge

	Mting_K01
	Z_W04
	S1P_W02

S1P_W09
	Student has the avanced knowledge regarding marketing activities and on international market. Knows the concept of global marketing, export marketing, subglobal marketing and cross-cultural marketing.
	· test

· presentations

· case studies

· workshops

· discussions 

	Mting_K02
	Z_W11

Z_W12
	S1P_W06

S1P_W06
	Student knows the ways of gathering the information for international marketing purposes. Student knows specific features of international market research.
	· test

· presentations

· case studies

· workshops

· discussions 

	
	
	
	Abilities

	Mting_A03
	Z_U04

Z_U05
	S1P_U03 S1P_U04 S1P_U03
	Student is able to gather the relevant information and  analyse marketing problems on international markets.
	· test

· presentations

· case studies

· workshops

· discussions 


	Mting_A04
	Z_U06
	S1P_U03
	Student is able to analyse and describe  the company and its environment for marketing decisions on international markets.
	· test

· presentations

· case studies

· workshops

· discussions 

	
	
	
	Social competences

	Mting_S05
	Z_K02

Z_K05
	S1P_K02

S1P_K03

S1P_K05
	Student is prepared to work in teams on project related to international marketing.
	· presentations

· case studies

· discussions

	Students’ own workload  (in didactic hours 1h did.=45 minutes)** 

	Full- time

Participation in lectures = 16h
Participation in classes = 16h
Preparation to classes = 14h
Preparation to lectures = 14h
Preparation to an examination = 14h
Project tasks =

e-learning =

Credit/examination = 3h
others  (indicate which) = 

TOTAL: 77h
ECTS points: 3
Including practical classes: 1.5
	Part-time

Participation in lectures = 

Participation in classes = 

Preparation to classes = 

Preparation to lectures = 

Preparation to an examination = 

Project tasks =

e-learning =

Credit/examination =

others  (indicate which) = 

TOTAL:

ECTS points:

Including practical classes:



	PREREQUISITES
	Not applicable 

	COURSE CONTENT

(Division into contact hours and e-learning)


	Contact hours:

Lecture:

· Internationalization process
· International and global marketing marketing
· Standardization and adaptation of marketing activities
· The international environment and international market research 
Classes:
· Product in international marketing
· Pricing policy in international marketing
· Distribution in international marketing 
· Promotion on international markets
E-learning: Not applicalbe

	LITERATURE

(compulsory reading)


	· Cateora Ph., International Marketing, Mc Graw-Hill Education Europe, 2015 

· Michael R. Solomon, Greg W. Marshall, Elnora W. Stuart, .Marketing : Real People, Real Choices. Pearson Education , 2018.

· Justyna Berniak-Woźny, Cause-related marketing as a corporate image building tool. Akademia Finansów i Biznesu Vistula, 2015.

· Philip Kotler, Kevin Lane Keller, Marketing Management. 15th. Pearson, 2016.

	OPTIONAL LITERATURE
	· Czinkota M. R. , Ronkainen I.A., Principles of international marketing,  Australia : South-Western/Cengage Learning, 2010

· Bradley F.: International Marketing Strategy. Pearson Education Limited, 2005 

· Albaum G., Duerr E., Josiassen A, International marketing and export management,  Pearson Education Limited, 2016

· Małgorzata Bombol, Rafał Kasprzak, Marketing of places for management and economics. Szkoła Główna Handlowa w Warszawie, 2015.

	TEACHING METHODS

(Division into contact hours and e-learning)

	Contact hours:

Lecture:

· lecture using multimedia presentations

· presentations

· discussions

Classes:

· workshops

· case studies

· discussions

E-learning: Not applicalbe

	TEACHING AIDS
	Multimedia presentations, blackboard, 

	PROJECT

(if implemented in the framework of a classes module)
	Presentations prepared by students

1. Poor and good marketing practises on international markets

2. Product adaptation in international marketing



	METHOD OF ASSESSMENT

(Division into contact hours and e-learning 
	Lecture - Exam, presentations, case studies, workshops

Classes – credit with a grade, presentations, case studies, workshops



	FORM AND CONDITIONS OF ASSESSMENT
	· 30 points – Exam, written individual work (10 open short questions)
30 points- presentations, homework
40 points-  workshops, case studies,  (active participation in lectures and classes)
· The condition of obtaining credit is obtaining a positive grade from all forms of credit provided for in the curriculum, taking into account the quantitative criteria of assessment set out in the Framework Student Evaluation System at WSB University


* L-lecture, C- classes lab- laboratory,  pro- project, e- e-learning

