	WSB University


	Field of study: Management

	Module / course: Marketing/Marketing Strategies of Multinational Companies

	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
	

	Part-time studies

(L/C/lab/pr/e)
	
	
	
	
	
	

	LECTURER
	PhD Olgierd Witczak

	FORM OF CLASSES
	Lecture

	COURSE OBJECTIVES


	The main objective of the course is to teach students understanding the influence of international environment on marketing strategies. The course gives also the student an analytic framework for development and implementation of marketing strategy for multinational companies.

	Course objectives
	References to course objectives:
	Description of educational results  
	Verification of educational results

	
	Major-related learning outcomes 
	Area-related  learning outcomes 
	Knowledge

	Msfmc_K01
	Z_W05 Z_W06
	S1P_U03
	Students have knowledge on the conditions and determinants of marketing activities on an international scale
	a written exam

	
	
	
	Abilities

	Msfmc_A02
	Z_U05 Z_U06
	S1P_U03
	Is able to plan marketing strategy taking into account of conditions of international environment
	a written exam

	
	
	
	Social competences:

	Msfmc_S03
	Z_K02
	S1P_K02 S1P_K03 
	Students are able to create an international-oriented team to achieve the marketing objectives in the global market
	a written exam

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

	Full- time

Participation in lectures = 16h
Participation in classes = 

Preparation to classes = 12h
Preparation to lectures = 

Preparation to an examination = 8h
Project tasks =

e-learning =

Credit/examination = 2h
others  (indicate which) = 

TOTAL: 38h
ECTS points: 1,5
Including practical classes:
	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
	Fundamentals of marketing

	COURSE CONTENT

(Division to contact classes and e-learning)

	Contact classes:
· Process of company internationalisation

· The multinational company on the global market

· Marketing strategy – adaptation vs standardisation approach

· Marketing tools in achieving international goals by multinational companies

· Product

· Price

· Distribution

· Communication

E-learning: Not applicalbe

	LITERATURE

(compulsory reading)
	· S. Hollensen, Marketing management : a relationship approach. 2nd ed. Pearson Education, 2010.

· J.B. Steenkamp, Global brand strategy : world-wise marketing in the age of branding. Palgrave Macmillan, 2017.

· M. Bombol, R. Kasprzak, Marketing for management and economics. Szkoła Główna Handlowa w Warszawie, 2015.

	OPTIONAL LITERATURE
	· J.-C. Usunier, J. A. Lee, Marketing Across Cultures, 6/E, Pearson, 2012.

· W. J. Keegan, Global Marketing Management: International Edition, 8/E, Pearson, 2013.

· P. Kotler, K.L. Keller, Marketing Management. 15th. Pearson, 2016.

· Ł. Wróblewski, Culture Management : Strategy and Marketing Aspects. Berlin : Logos Verlag, 2017.

· S. Hollensen, Global Marketing, 7/E, Prentice Hall, 2016. 

	TEACHING METHODS

(Division to contact classes and e-learning)
	Contact classes:
The teaching methods is lecture illustrated with case studies of international marketing strategies of multinational companies.
E-learning: Not applicalbe

	TEACHING AIDS
	None

	PROJECT

(if implemented in the framework of a classes module)
	Not applicalbe

	METHOD Of ASSESSMENT

(Division to contact classes and e-learning)
	a written exam

	FORM AND CONDITIONS OF ASSESSMENT
	a written exam (minimum 50% correct answers)


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