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	Education profile: practical
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	Number of hours
per semester
	1
	2
	3
	4

	
	I
	II
	III
	IV
	V
	VI
	VII

	Full-time studies
(lecture/excercises/lab/pr/e)*
	20 h l, 20 h ex
	
	
	
	
	
	

	Part-time studies
(lecture/excercises/lab/pr/e)*
	
	
	
	
	
	
	

	Language of instruction
	English

	LECTURER
	[bookmark: _GoBack]

	FORM OF CLASSES
	Exercises

	SUBJECT OBJECTIVES

	Developing the ability to analyze the market environment and formulate long-term marketing strategies that support the organization's goals. Students gain competence in planning and integrating communication activities with brand strategy, using modern tools and communication channels. The aim is also to develop the ability to evaluate the effectiveness of marketing and communication activities from a strategic perspective.

	

	Reference to learning outcomes
	Description of learning outcomes
	Method of verifying the learning outcome

	Programme learning outcome
	PRK
	
	

	KNOWLEDGE

	K_W03
	P6S_WG
	Student has an advanced knowledge of:
•    the subject and scope of marketing management,
•    key concepts in the field of marketing management,
•    understands the place and role of marketing in the management system,
	Analyses, case studies, implementation of commissioned projects.   
Knowledge test

	K_W14
	P6S_WG

	Student:
•    has advanced knowledge of methods and tools for conducting marketing research
	Analyses, case studies, implementation of commissioned projects.   
Knowledge test

	K_W04
K_W05

	P6S_WG
P6S_WK
	Student:
•    has advanced knowledge of: marketing strategies (product and market, distribution, pricing, promotional, competitive), subsequent stages of the process of developing and implementing a marketing strategy,   understands the essence of a marketing strategy,
•    has advanced knowledge of and characterizes buyer behavior in the market
	Analyses, case studies, implementation of commissioned projects.   
Knowledge test

	SKILLS

	K_U01
	P6S_UW
	The student is able to select communication activities, taking into account different channels and target groups.

	Analyses, case studies, implementation of commissioned projects.   
Knowledge test

	K_U03
	P6S_UW
	The student is able to analyze, interpret, and comment on the market situation of a company based on the data presented.
	Analyses, case studies, implementation of commissioned projects.   
Knowledge test

	K_U01
	P6S_UW
	The student is able to conduct a marketing analysis (e.g., SWOT, market analysis, competition analysis, customer analysis) as a basis for strategy development.
	Analyses, case studies, implementation of commissioned projects.   
Knowledge test

	K_U08
	P6S_UK

	The student is able to develop and present an integrated marketing strategy tailored to the organization's objectives.
	Analyses, case studies, implementation of commissioned projects.   
Knowledge test

	SOCIAL COMPETENCES

	K_K01

	P6U_KK
	The student is ready to critically evaluate marketing solutions and strategies.
	Active participation in discussions, observation of behavior during classes.

	K_K04
	P6U_K0
	Student is ready to think and act in a creative and entrepreneurial manner in the development of model strategic solutions, remains open to new ideas and solutions.
	Active participation in discussions, observation of behavior during classes.

	Student workload (during teaching hours 1 hour = 45 minutes)**


	Full-time studies: 
attendance at lectures = 20h
attendance at classes = 20h
preparation for classes = 13h
preparation for lectures =
preparation for assessment/exam =15h
completion of project tasks =
consultations = 4h
e-learning =
assessment/exam = 3h
other – self-study =
TOTAL:75 h
ECTS points: 3
including practical classes: 1,5

	Part-time studies:
attendance at lectures =
attendance at classes =
preparation for classes =
preparation for lectures =
preparation for assessment/exam =
completion of project tasks =
consultations =
e-learning =
assessment/exam =
other – self-study =
TOTAL: 
Number of ECTS points: 
including practical classes: 


	PREREQUISITES 
	Interest in marketing and management

	SUBJECT CONTENT
(divided into
face-to-face
and
e-learning classes)
	Content delivered in a direct form: 
1. Fundamentals of marketing management (the place and role of marketing in the management system, stages of marketing management development, the subject and scope of marketing management, management of marketing instruments). 
2. Marketing in the enterprise (marketing in the organisational structure of the enterprise, 
marketing planning, analysis of the marketing situation of the enterprise on the market, marketing information system)
3. Marketing strategies (essence, levels and types of enterprise strategies, the process of 
shaping and implementing a marketing strategy, classification of marketing strategies, competitive strategies, strategic control), marketing research;
4. The essence and importance of segmentation. Segmentation procedures. Segmentation criteria. Selection of the target market and concept of action. Strategies based on segmentation. 
5. Concept, attributes and classification of products. Product positioning. Analysis of the product life cycle  and marketing objectives in its phases. Analysis of the market position of the company's products - BCG matrix, H.I. Ansoff matrix, marketing pricing concept. Pricing policy objectives – basic methods and tools, digital marketing, integrated marketing communication. 
6. Monitoring and control of marketing strategy – marketing performance metrics 
(KPIs), ROI, campaign effectiveness analysis. 
Exercises: 
• The role of marketing in an organisation – discussion
• Analysis of companies and their marketing strategies
• Identification of the 4Ps and preparation of a mini marketing plan
• SWOT and market analysis based on secondary data
• Data sources in the marketing information system (MIS)
• Marketing strategy design + market decision simulations
• Marketing research: questionnaire and analysis of results
• Market segmentation, target market selection and positioning
• Strategic analyses: BCG and Ansoff + recommendations
• Price, integrated campaigns and digital marketing – analysis
• Basics of web analytics, KPI, ROI and dashboard

	OBLIGATORY LITERATURE

	1. Mogaji E. – Strategic Marketing Management: Principles and Practice, Palgrave Macmillan, 2025
2. Percy L. – Strategic Integrated Marketing Communications, Routledge, 4th Edition, 2023
3. Kitchen P. J., Tourky M. E. – Integrated Marketing Communications: A Global Brand-Driven Approach, Palgrave Macmillan, 2nd Edition, 2022

	ADDITIONAL LITERATURE
	4. Kotler Ph, Keller K.L., Marketing Management, Pearson/Prentice Hall, Upper Saddle River (the newest edition).
5. Dadzie K.Q.,  Amponsah D.K.,  Dadzie C.A. & Winston E.M., How Firms Implement Marketing Strategies in Emerging Markets: An Empirical Assessment of The 4A Marketing Mix Framework, Journal of Marketing Theory and Practice, 2017, Vol. 25, No. 3.
6. Herhausen D., Egger T., Oral C., Auditing Marketing Strategy Implementation Success, Marketing Review St Gallen, the newest edition, Vol. 3.

	SCIENTIFIC PUBLICATIONS OF PERSONS TEACHING CLASSES RELATED TO THE TOPICS OF THE MODULE
	1. G. Maciejewski, S. Mokrysz, Ł. Wróblewski: Consumers towards marketing strategies of coffee producers, Wageningen Academic Publishers, Wageningen, The Netherlands 2020, ss. 260.
2. Niestrój, R. (2020). Strategic and Operational Marketing Mix. W K. S. Soliman (Redaktor), Proceedings of the 35th International Business Information Management Association Conference (IBIMA). https://ibima.org/university/wsb-university-poland/

	TEACHING METHODS
(divided into
face-to-face
and e-learning classes)
	Face-to-face classes:
Problem-based lectures, problem-solving, text analysis with discussion, case study analysis, project, workshops.

	LEARNING AIDS
	Multimedia presentations, tests, source materials, case study texts

	PROJECT
(if implemented
as part of the course module)
	Not applicable

	FORM AND CONDITIONS OF ASSESSMENT
(divided into 
face-to-face classes and e-learning)
	Requirements for passing the lecture:
Test exam on the Moodle platform. The test contains single-choice, semi-open, and open questions. The database contains 60 questions, the student answers 15, and the requirement for passing is at least 51% positive answers. 

Requirements for passing the exercises:
- active participation in classes,
- positive assessment of activity and involvement in group work,
- project.


* lecture-lecture, exercises- exercises, lab- laboratory, pr- project, e- e-learning.




