	WSB University

	Field of study: Management

	Course: Marketing management

	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
	
	
	

	Part-time studies

(L/C/lab/pr/e)
	
	
	
	
	
	

	CLASS LANGUAGE
	English

	LECTURER
	Olgierd Witczak PhD.

	FORM 
	Lecture

	COURSE OBJECTIVES
	The course's main objective is to teach students to understand marketing management phenomena and main concepts. The course also gives the student an analytic framework for developing and implementing marketing tools into practical solutions on the market.

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

	Field-related learning outcome
	PQF
	
	

	Knowledge

	Z1 W02
	P7S_WG
	In-depth knowledge delivery of new and leading trends and directions of development in the marketing activity and understanding marketing concept. 
	Written test

	Skills

	Z1_U03
	P7S_UW
	Students can select, use or develop appropriate tools to describe and analyse the marketing problems and areas of organisational activity and its environment, including advanced information and communication techniques, performing managerial tasks and making decisions.
	Written test

	Social competences

	Z1_K01
	P7S_KR
	Conduct critical analysis, synthesis and creative interpretation of phenomena and processes in the organisation, using advanced theoretical approaches and research paradigms, and integrate knowledge from different fields to create innovative solutions to complex marketing management problems.
	Written test

	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 =

e-learning =16
Credit/examination =

others  (indicate which) = 

TOTAL: 16
ECTS points: 1,5
Including practical classes:
	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 management

	COURSE CONTENT

(Division into contact hours and e-learning)
	E-learning:
1) Defining Marketing for the New Realities
2) Marketing Planning and Management
3) Identifying Market Segments and Target Customers
4) Crafting a Customer Value Proposition and Positioning
5) Driving Growth in Competitive Markets

	LITERATURE

(compulsory reading)
	Ph. Kotler, K.L. Keller, A. Chernev, Marketing Management, Person, 2022.

	OPTIONAL LITERATURE (including at least two items in English, either books or articles)
	L. M. Visconti, L. Peñaloza, N. Toulouse, Marketing Management. A Cultural Perspective, Routledge, 2020.

G. Marshall, M. Johnston, Marketing Management, McGraw Hill, 2019

P. Venugopal, Marketing Management. A Decision-making Approach, SAGE, 2010.

	SCHOLARLY PUBLICATIONS BY PERSONS WHO CONDUCT CLASSES, WHICH ARE RELATED TO THE MODULE SUBJECT 
	1. O. Witczak, M. Molin, Foresight-Driven Brand Strategy: Linking Generation Z Segmentation To Dynamic Marketing Capabilities, “Scientific Papers of Silesian University of Technology. Organization & Management/Zeszyty Naukowe Politechniki Śląskiej. Seria Organizacji i Zarzadzanie” 2025, Iss. 236, ss. 333-350.

2. O. Witczak, M. Molin, AI customer care implementation in the health and well-being market as a dynamic marketing capability, “Scientific Papers of Silesian University of Technology. Organization & Management/Zeszyty Naukowe Politechniki Śląskiej. Seria Organizacji i Zarzadzanie” 2024, Iss. 206, ss. 647-663.
3. O. Witczak, M. Molin, Leadership challenges during and after the COVID-19 pandemic in a consumer goods market, “Scientific Papers of Silesian University of Technology. Organization & Management/Zeszyty Naukowe Politechniki Śląskiej. Seria Organizacji i Zarzadzanie” 2023, Iss. 184, ss. 633-645.

4. O. Witczak, Engagement in Virtual Communities as Dynamic Marketing Capability of Cultural Organisation-Dimensions and Determinants, “Zeszyty Naukowe Wyższej Szkoły Humanitas” 2023. Zarządzanie, Issue 2, ss. 93-104.
5) 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.

	TEACHING METHODS

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

	TEACHING AIDS
	MS Teams App.

	PROJECT

(if implemented in the framework of a classes module)
	None

	FORM AND CONDITIONS OF ASSESSMENT

(Division into contact hours and e-learning)
	a written online exam on Moodle platform


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