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	Number of hours per semester
	1
	2
	3

	
	I
	II
	III
	IV
	V
	VI

	Full -time studies
(L/C/lab/pr/e)
	16 h
	
	
	
	
	

	Part-time studies
(L/C/lab/pr/e)
	
	
	
	
	
	

	CLASS LANGUAGE
	English

	
LECTURER

	Jan Podniesiński, PhD

	FORM

	Lecture

	COURSE OBJECTIVES
	The objectives of the course are:

1) to present marketing both as an interdisciplinary phenomenon and useful business tool;
2) to encourage Students to join the dialogue with colleagues, lecturer, business sector and modernity..
.

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

	Field-related learning outcome
	PQF
	
	

	Knowledge

	Z_W01
	P6S_WG
	The student knows the most important marketing issues at a basic level and uses the terminology in this field.
	Discussion 
Preparing the presentation in accordance with the previously agreed assumptions and delivering it

	Z_W09
	P6S_WG
	The student identifies the basic marketing instruments
	Discussion 
Preparing the presentation in accordance with the previously agreed assumptions and delivering it

	Skills

	Z_U07
	P6S_UW
	The student is able to plan basic marketing activities.
	Discussion 
Preparing the presentation in accordance with the previously agreed assumptions and delivering it

	Social competences

	Z_K03
	P6S_KR
	The student is able to work in a team, planning and implementing specific activities.
	Preparing the presentation in accordance with previously agreed assumptions and delivering it

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

	Full- time
Participation in lectures = 16 h
Participation in classes = 16 h
Preparation to classes = 12 h
Preparation to lectures = 12 h
Preparation to an examination = 15 h
Project tasks = 
Consultations = 
e-learning = 
Credit/examination = 
others  (own work) = 
TOTAL: 75h
ECTS points: 3
Including practical classes: 1.5
	Part-time
Participation in lectures = 
Participation in classes = 
Preparation to classes = 
Preparation to lectures = 
Preparation to an examination = 
Project tasks =
Consultations = 
e-learning = 
Credit/examination = 
others  (own work) = 
TOTAL: 
ECTS points: 
Including practical classes:


	PREREQUISITES

	-

	COURSE CONTENT
(Division into contact hours and e-learning)
	1. Module I - 4 hours
What is ‘marketing’ made of?

By all means marketing is a social phenomenon - it always happens in society and takes humans into consideration. And because of that characteristi…. it can be just as complicated as humans are.
During the initial session our aim will be to define some basic terms, like brand, communication, public relations, medium, target group, persona, logo, CTA, RTM, strategy, etc.
The theoretical context for this module will be the concepts of Marshall McLuhan,  Roman Jakobson and Erving Goffman (from the scientific fields of- respectively -  media studies, linguistics and sociology).

Module II - 4 hours
Are ‘good’ and ‘bad’ marketing creations very different?

The aim of the second module will be to identify which elements are required to create an efficient advertising creation and - on the other hand - what kinds of mistakes make an ad horrible or even worse:  inefficient.
We are going to combine:
- the professional experience (and the personal legend) of David Ogilvy, 
- the thoughts of his successors at Ogilvy&Mather: Miles Young and Rory Sutherland,
- last but not least, students' personal experiences as marketing consumers.

Module III - 4 hours
Case studies and success stories.

In this module we will take a closer look at selected examples of marketing campaigns and brands that succeeded in the past, and could potentially teach us something for the future. The final list of cases will be presented during the lecture. However, it can contain one of the following: Nike and Jordan, Duolingo, Red Bull, Chiara Ferragni or Starbucks.

The intellectual context for those case studies will be the differentiation between deliberative and emergent strategies in business introduced by Henry Mintzberg and James A. Waters.

Module IV - 4 hours
Practical challenge and final discussion.

During the last session a group task - interrelated with the previous activities and material - will be assigned to Students. After the time dedicated to creative effort and public presentations, the whole learning experience will be concluded with giving and receiving feedback.

Both the task and discussion are going to form a basis for determining final marks.

Important: the final scheme of the course can be updated according to the particular interests of Students or current social events (examples of a Real Time Marketing).
 

	LITERATURE
(compulsory reading)
	1. Kotler P., Keller K., Marketing Management (14th ed.), Prentice Hall, 2012


	OPTIONAL LITERATURE (including at least two items in English, either books or articles)
	1. Young M., Ogilvy on advertising in the digital age, Bloomsbury, 2018.

1. Sutherland R., Alchemy: The Magic of Original Thinking in a World of Mind-Numbing Conformity, Random House UK, 2021.

1. Erving Goffman, The Presentation of Self in Everyday Life, Anchor, 1959.

1. McLuhan M., Understanding media: The Extensions of Man, The MIT Press, 1994.
1. Mintzberg, H., Waters, J. A. Of Strategies, Deliberate and Emergent [in:] Strategic Management Journal, 6(3), 1985, p. 257–272.

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

	TEACHING METHODS
(Division into contact hours and e-learning)
	In face-to-face form:
1. Multimedia presentation.
2. Conversational lecture.
3. Guided discussion.
4. Case studies.
5. Micro-groups.

In the form of e-learning: not applicable


	TEACHING AIDS
	All additional materials will be provided to the Group by the lecturer.

	PROJECT
(if implemented in the framework of a classes module)
	-

	FORM AND CONDITIONS OF ASSESSMENT
(Division into contact hours and e-learning)
	The final grade will include: 

1. Attendance (20%).
2. Activity in class (30%).
3. Presentation of a creative task - completed individually or in a micro-group (50%)



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

