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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 lectures
	
	
	
	

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

	Language of instruction
	English

	LECTURER
	[bookmark: _GoBack]

	FORM OF CLASSES
	Lecture

	SUBJECT OBJECTIVES

	To familiarise students with basic knowledge of management and marketing in the field of management engineering and to highlight practical skills for effective marketing management in enterprises.

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

	Programme learning outcome
	PRK
	
	

	KNOWLEDGE

	K_W01
	P6S_WG

	The student has an advanced knowledge of terminology and management, including marketing management.
	Written knowledge test: problem-based and test questions

	K_W04
	P6S_WG
	The student has an advanced knowledge of the essence and application of marketing mix tools and understands their role in the marketing management of a manufacturing company and in shaping the image of an organisation.
	

	K_W03
K_W08

	P6S_WK
	The student has an advanced knowledge of methods for analysing a company and its environment, in particular SWOT analysis.
	

	K_W9
	P6S_WK
	The student has an advanced knowledge of market segmentation principles, market segment attractiveness assessment, and the structure and elements of a marketing plan.
	

	SKILLS

	K_U03
	P6S_UW
	The student has the ability to use 
marketing tools in the process of business management and environmental analysis.

	Written knowledge test: problem-based and test questions

	K_U07
	P6S_UW

	The student is able to prepare a SWOT analysis.
	

	SOCIAL COMPETENCES

	K_K03
	P6S_KO
	The student is prepared to undertake marketing activities to build the company's image and market relations.
	Written knowledge test: problem-based and test questions

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


	Full-time studies: 
attendance at lectures = 20 h
attendance at classes =
preparation for classes =
preparation for lectures = 8 h
preparation for assessment/exam = 18 h
completion of project tasks =
consultations = 2 h
e-learning =
assessment/exam = 2 h
other – self-study =
TOTAL: 50 h
ECTS points: 2
including practical classes: 0

	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 =
other (specify) =
TOTAL: 
Number of ECTS points: 
including practical classes: 


	PREREQUISITES 
	None

	SUBJECT CONTENT
(divided into
face-to-face
and
e-learning classes)
	Content delivered in a direct form:
• Discussion of assessment criteria, learning outcomes and general organisation of classes
• Introduction to management
• Introduction to marketing
• Marketing mix tools in the sector 
• Marketing management in a manufacturing company
• The role of staff in shaping the company's image
• Analysis of the company and  its environment – SWOT
• Market segmentation and assessment of market segment attractiveness
• Elements of a marketing plan
Content delivered in the form of e-learning: not applicable

	OBLIGATORY LITERATURE

	1. Kotler, P., & Keller, K. L. (2022). Marketing Management (16th ed.), Pearson.
2. Armstrong, G., & Kotler, P. (2023). Marketing: An Introduction (15th ed.), Pearson.
3. Kerin, R. A., Hartley, S. W., & Rudelius, W. (2022). Marketing (14th ed.), McGraw-Hill.


	ADDITIONAL LITERATURE
	1. Hunt S.D., The theoretical foundations of strategic marketing and marketing strategy: foundational premises, R-A theory, three fundamental strategies, and societal welfare. AMS Review, 2015, Vol. 5. 
2. Kanagal N.B., Development of Market Orientation for Marketing Strategy Formulation, International Journal of Marketing Studies, 2017,  Vol. 9, No. 4. 
3. Shaw E.H., Marketing strategy From the origin of the concept to the development of a conceptual framework, Journal of Historical Research in Marketing, (najnowsze wydanie), Vol. 4, No. 1. 
4. Varadarajan R., Strategic marketing, marketing strategy and market strategy, Academy of Marketing Science Review, 2015, Vol. 5. 

	SCIENTIFIC PUBLICATIONS OF PERSONS TEACHING CLASSES RELATED TO THE TOPICS OF THE MODULE
	1) O. Witczak, Z. Spyra, Mobile marketing in the process of building value for generation Y on the tourist market, „Marketing Instytucji Naukowych i Badawczych” 2018 Vol. 27, Issue 1, ss. 57-80. 
2) O. Witczak, Zarządzanie marką w aspekcie rozwoju koncepcji dynamicznych zdolności marketingowych, „Studia Ekonomiczne Zeszyty Naukowe Uniwersytetu Ekonomicznego w Katowicach” 2018, nr 362, ss. 318-329.

	TEACHING METHODS
(divided into
face-to-face
and e-learning classes)
	In direct form:
lecture, presentation, discussion

In e-learning form: not applicable

	LEARNING AIDS
	Multimedia presentation, problem-based task content

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

	METHOD OF PASSING 
	Lecture: exam	

	FORM AND CONDITIONS OF PASSING
	Pass based on a knowledge test. In order to pass, students must obtain a positive grade in all forms of assessment provided for in the course programme, taking into account the quantitative assessment criteria specified in the Framework System for Student Assessment at the WSB University.


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


