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	Field of study: Management

	Course: e-Marketing

	Educational profile: practical

	Education level: I-cycle studies

	Number of hours per semester
	1
	2
	3

	
	I
	II
	III
	IV
	V
	IV

	Full -time studies

(L/C/lab/pr/e)
	
	
	
	
	16/25
	

	Part-time studies

(L/C/lab/pr/e)
	
	
	
	
	
	

	CLASS LANGUAGE
	English

	LECTURER


	Olgierd Witczak PhD.

	FORM 


	Classes

	COURSE OBJECTIVES
	This course is designed to introduce students to digital marketing as a valuable tool for marketing activities. The course provides students knowledge, competencies and skills with SEO, positioning, e-commerce, and techniques of promotion on the Internet,

	Reference to learning outcomes
	Description of learning outcomes  
	Verification of learning outcomes  

	Field-related learning outcome
	PQF
	
	

	Knowledge

	Z1 W03
	P7S_WG
	e-Marketing tools and techniques for analysing the operation of a company and examining its environment and rules related to the choice of an appropriate marketing strategy
	Online presentations

	Skills

	Z1_U03
	P7S_UW
	Select, use and develop appropriate methods and tools to describe and analyse the problems and areas of marketing activity on the Internet, including advanced information and communication techniques, performing managerial tasks and making decisions
	Online presentations

	Social competences

	Z1_K01
	P7S_KR
	Critically assess knowledge and content on marketing processes and recognise the importance of knowledge in solving cognitive problems, including marketing decisions
	Online presentation

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

	Full- time

Participation in lectures = 

Participation in classes = 

Preparation to classes = 

Preparation to lectures = 

Preparation to an examination = 

Project tasks = 25
e-learning =16
Credit/examination =

others  (indicate which) = 

TOTAL: 41
ECTS points: 4
Including practical classes:41
	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, sosial communication

	COURSE CONTENT

(Division into contact hours and e-learning)
	E-learning
1) Organisational meeting:
a. Presentation of the course aims;

b. Course schedule;

c. Dividing students into working groups (4-5 students in one team);

d. Setting the channels for group working in MS Teams App. 

2) Internet marketing - the evolution of marketing:

a. 4P, 7P, 8P, 4C vs digital marketing;

b. outbound vs inbound marketing;

c. co-creation, individualization / personalization / customization;
3) Positioning of websites (SEO, SEM) and content marketing (influencer marketing, RTM)

4) Omnichannel

a. one-way vs. nonlinear communication,

b. Customer Design Journey,

c. SM & SNS

	LITERATURE

(compulsory reading)
	Dodson I., The Art of Digital Marketing: The Definitive Guide to Creating Strategic, Targeted, and Measurable Online Campaigns, Wiley, 2016.

	OPTIONAL LITERATURE (including at least two items in English, either books or articles)
	1. Kotler Ph., Kartajaya H., Setiawan I.: Marketing 4.0: Moving from Traditional to Digital, Wiley, 2016.

2. Sterin J. Ch.: Mass Media Revolution. Pearson Education, International, 2014.

3. Golan G.: International media communication in a global age. Taylor & Francis, 2010.

	SCHOLARLY PUBLICATIONS BY PERSONS WHO CONDUCT CLASSES, WHICH ARE RELATED TO THE MODULE SUBJECT 
	1) O. Witczak, Social dimension of engagement in virtual brand community creation, „Studia Ekonomiczne Zeszyty Naukowe Uniwersytetu Ekonomicznego w Katowicach” 2018, nr 360, ss. 94-105.
2) O. Witczak, Wskaźniki zaangażowania konsumenta wobec marki w mediach społecznościowych, „Prace Naukowe Uniwersytetu Ekonomicznego we Wrocławiu” 2018, nr 526, ss. 69-78.

3) O. Witczak, Społeczności tradycyjne i wirtualne w budowaniu zaangażowania konsumentów wobec marki – analiza porównawcza, „Przedsiębiorczość i Zarządzanie” 2018, Tom XIX, Zeszyt 5, Część II, ss. 305–318.
4) O. Witczak, Potrzeby konsumentów w prosumpcji treści w serwisach społecznościowych, „Prace Naukowe Uniwersytetu Ekonomicznego we Wrocławiu” 2016, nr 459, ss. 194-203.

5) O. Witczak, Przedsiębiorstwo jako prosument mediów i serwisów społecznościowych, „Przedsiębiorczość i Zarządzanie” 2016, Tom XVII, Zeszyt 11, Część II, ss. 293-305.

	TEACHING METHODS

(Division into contact hours and e-learning)
	E-learning:
The teaching methods are illustrated with case studies of e-marketing activities delivered in MS PowerPoint presentations.

	TEACHING AIDS
	MS Teams App.

	PROJECT

(if implemented in the framework of a classes module)
	e-MARKETING Business Plan for the company
1. Criteria of website evaluation 

a. The criteria of Web site evaluation – explore Internet sources to find the critical evaluation criteria out.

b. Find and present the worst 5 company websites  – screen at least 50 websites (prepare the list of websites in the MS Word file);

c. Indicate the main defects of websites;

2. Company market analyses
a. Chose a company with the weakest website discovered and conduct a market analysis (Porter’s Five Forces – below exhibit)

b. Identify and characterise target customers - what does the company offer and which customer segments is the company concentrated on?

-
 

3. eMarket objectives
a.Set market objectives for the chosen company (i.e. market position, products/services, customers, partners, online shop – eCommerce etc.);

b.Design online marketing mix to meet objectives (4P&4C).

4. eBusiness solutions

a. Design action plan (tasks & schedule)

b. Develop a budget – under market prices estimation

c. Develop an evaluation plan – KPI/metrics for control purposes

	FORM AND CONDITIONS OF ASSESSMENT

(Division into contact hours and e-learning)
	Online PPT, Canva, Prezi presentations.


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