WSB University

Field of study: Management

Course: Market analysis

Educational profile: general

Education level: Il -cycle studies

Number of hours 1 2
per semester | I M IV
Full-time studies
(LICllablprle) 16C + 30Pr
Part-time studies
(L/Cllablprle)
CLASS LANGUAGE | English
LECTURER PhD Olgierd Witczak
FORM Classes, project
COURSE The main aim is to develop and enhance the student’s knowledge of the market, the market analysis
OBJECTIVES procedure and the data gathering, processing and interpreting the results addressed to the macro-, mezzo
and micro-levels decision-making process. The course will also draw attention to the role of market
analysis in corporate management.
Reference to

learning outcomes

Field-related
learning outcome
EFMD

Description of learning outcomes

Reference to

Teaching and

Verification of

learning outcomes Description of learning outcomes learning methods learning
outcomes
Knowledge
Comprehend the importance of the usage of various sources Teaching methods:
Business Analysis of data, mcludmg academic papers, !ndustry reports, and 11 Mulimedia
and Research news articles, to support understanding permanent change in }
. presentations
Methods market phenomena. Uses ITC to present and communicate. ! Written report
T . 2. Socratic method p
LO05 o0 understand the differences among tendency, trend, and
LO06 foresight as outcomes of critical thinking, data analysis, and Learning method:

future prediction.

1. Self-study

Skills & Attitudes

Innovation and

The ability to follow the analysis procedure according to the
purpose, select and reverse relevant information, select and
implement the methods of analysis and present results.
Using statistical measures and data visualisation for
recognising and interpreting trends and tendencies within

Change data. Learning methods: ,
Management Ability to evaluate information objectively, identify biases, and | 1. Project-based Oral propct results
LO13 make reasoned judgments. learning presentation
LO15 Interpret quantitative and qualitative data, identify patterns,

and draw insights from information to distinguish tendencies

and trends.
Full- time Part-time

Participation in lectures =
Participation in classes = 16
Preparation to classes = 44
Preparation to lectures =

Participation in lectures =
Participation in classes =
Preparation to classes =

Preparation to lectures =




Preparation to an examination = Preparation to an examination =
Project tasks = 30 Project tasks =
e-learning = e-learning =
Credit/examination = 3 Credit/examination =
others (indicate which) =7 others (indicate which) =
TOTAL: 100 TOTAL:
ECTS points: 4 ECTS points:
Including practical classes: 16 Including practical classes:
PREREQUISITES New trends in economics

Statistical methods in business
COURSE CONTENT | Contact hours:
(Division into 1) Market definition and structure:
contact hours and a. demand, supply and market equilibrium,
e-learning) b. market stage and dynamics,

c. PESTEL analysis - market risks and challenges,

d. market accessibility - barriers to entry and exit,

2) Market size and growth:

a. market total revenue,

b. sales volume,

c.  profit margins,

d.  market cyclicality/ seasonality,

e. costs and resource allocation,

f.  historical data and trends - indicators and factors,

3) Competitive analysis:

a. market share,

b.  cost of customer acquisition,

c. cost of value-delivery,

d. pricing - price elasticity of demand/supply, income elasticity of demand and cross-price
elasticity of demand;

€. uniqueness of offer,

f.  speed to market,

g. up-frontinvestment,

h.  up-sell potential,

i.  evergreen potential,

j- M. Porter's Five Forces — the rivalry among existing competitors, the threat of new
entrants, the bargaining power of buyers, the bargaining power of suppliers, and the
threat of substitute products or services.

4)  Customer segments analysis:

a. demographics,

b.  psychographics,

C. geographic,

d. behavioural (pain points, needs, preferences, buying habits/patterns),

5) Market tendencies, trends, foresight and forces.
E-learning:
Not applicable
LITERATURE 1. A.C.Burns, A. F. Veeck, Marketing Research, Pearson, 2020
(compulsory 2. Elements of marketing research / Piotr Zaborek. - Warszawa : Warsaw School of Economics, 2015.
reading)




OPTIONAL
LITERATURE

1. J. Hair, D. Ortinau, D. E. Harrison, Essentials of Marketing Research, McGraw-Hill, 2021
2. P. Schindler, Business Research Methods, McGraw-Hill, 2021

3. R. Grover, M. Vriens, The Handbook of Marketing Research: Uses, Misuses, and Future Advances,
SAGE Publications, 2009
Readings:

Baker, M. J., & Cameron, E. (2008). Critical Success Factors in Destination Marketing. Tourism and
Hospitality Research, 8(2), 79-97. https://doi.org/10.1057/thr.2008.9

Dias, S., Espadinha-Cruz, P., & Matos, F. (2023). A Porter's Five Forces Model Proposal for Additive
Manufacturing Technology: A Case Study in Portuguese industry. Procedia Computer Science, 217, 165-
176.

https://doi.org/10.1016/j.procs.2022.12.212

Deshpande, R., & Zaltman, G. (1982). Factors Affecting the Use of Market Research Information: A Path
Analysis. Journal of Marketing Research, 19(1), 14-31. https://doi.org/10.1177/002224378201900102

Day, G. S. (1981). Strategic market analysis and definition: an integrated approach. Strategic
Management Journal, 2(3), 281-299.

Grunert, K. G., & Hildebrandt, L. (2004). Success factors, competitive advantage and competence
development. Journal of Business Research, 57(5), 459-461. https://doi.org/10.1016/S0148-
2963(02)00312-0

Kaynak, E., Tatoglu, E. and Kula, V. (2005), "An analysis of the factors affecting the adoption of electronic
commerce by SMEs: Evidence from an emerging market", International Marketing Review, Vol. 22 No. 6,
pp. 623-640. https://doi.org/10.1108/02651330510630258

Sethi, S. P. (1971). Comparative Cluster Analysis for World Markets. Journal of Marketing Research, 8(3),
348-354. https://doi.org/10.1177/002224377100800311

Siaw, I., & Yu, A. (2004). An analysis of the impact of the internet on competition in the banking industry,
using Porter's five forces model. International Journal of Management, 21(4), 514-523. Retrieved from
https://www.proquest.com/scholarly-journals/analysis-impact-internet-on-competition-
banking/docview/233230519/se-2

SCHOLARLY
PUBLICATIONS BY
PERSONS WHO
CONDUCT
CLASSES, WHICH
ARE RELATED TO
THE MODULE
SUBJECT

1. 0. Witczak, SME's competitive advantage on the European Market - international comparison, [w:] Acta
Oeconomica No. 12 - Economic theory and practice at present time and in the future, red. F. Liptak, M.
Uramova, University Mateja Bela, Banska Bystrica 2002, p. 152-154. [co-author: M. Wiosik]

2. 0. Witczak, Research on Business to Business relationships as a challenge for Polish enterprises
operating in global conditions, [w:] Globalization influences on local markets, pr. zb. pod red. J. Dado,
H. Cierna, E. Poliackova, Papers of the 5th International Scientific Symposium, Matej Bel University,
Banska Bystrica 2006, pp. 222-230. [co-author: M. Mitrega]

3. 0. Witczak, Determinants and conditions of customer relationship management on the hotel market —
Hotel System case study, [w:] Proceedings of the International Scientific Conference “CRM 2006
Customer Relationship Management '06” (CD-ROM), University of Pardubice, Technical University of
Liberec, Lazne Bohdanec 2006, 6 p. (ISBN 80-7194-909-4).

4. 0. Witczak, Young people at the age of 15-24 on the labour market, [w:] Young people on the labour
market in Czech Republic, Poland and Slovakia, ed. M. Malinowska, The Center of Research and
Expertise, Katowice 2008, p. 80-87.

TEACHING AIDS

Multimedia projector, Internet access
Laptops or desktops for classes for students' cooperation in the process of analysis preparation

PROJECT

(if implemented in
the framework of a
classes module)

Project goal: Analyse the chosen market among: FMCG, HoReCa, Real Estate, IT, SaaS, E-commerce,
Pharma, Automotive

Topic of the project: “X” market development and attractiveness analysis

Project form: Written report and oral presentation



https://doi.org/10.1057/thr.2008.9
https://doi.org/10.1016/j.procs.2022.12.212
https://doi.org/10.1177/002224378201900102
https://doi.org/10.1016/S0148-2963(02)00312-0
https://doi.org/10.1016/S0148-2963(02)00312-0
https://doi.org/10.1108/02651330510630258
https://doi.org/10.1177/002224377100800311
https://www.proquest.com/scholarly-journals/analysis-impact-internet-on-competition-banking/docview/233230519/se-2
https://www.proquest.com/scholarly-journals/analysis-impact-internet-on-competition-banking/docview/233230519/se-2

FORM AND
CONDITIONS OF
ASSESSMENT

CRITERIA FOR
ASSESSING
ACHIEVED
LEARNING
OUTCOMES.

Written report and final project presentation — group working

Subprojects/microprojects:
Assignment 1: Preliminary screening and a market choice — market characteristics, PESTEL analysis
Assignment 2: Fine-grained screening results — market size and competitive analysis (M. Porter's Five

Forces)

Assignment 3: Customers segments and market forecasts
Assignment 4: Report presentations and discussion

Evaluation criteria:

1)
2)

~N O O b~ W
—_— ===

correctly described and identified market entities (demand, supply, regulatory) — 10 points

30 secondary data sources used to prepare the analysis (data of high-reliability institutions only,
i.e. Eurostat, national statistical offices, international institutions) — 30 points

PESTEL results - 10 points

M. Porter Five Forces results — 20 points

Customers’ segments description - 10 points

Market forecast (tendencies, trends, foresight) — 10 points

preparation of a multimedia presentation and its correct oral presentation — 10 points

Grading scale:
0-50 - 2,0 fail
51-60 - 3,0 (E)
61-70-3,5 (D)
71-80-4,0 (C)
81-90-4,5(B)
91-100 - 5,0 (A)

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




