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SYLLABUS

	Name of the course (as specified in the approved curriculum)
Marketing management of an agribusiness enterprise
	Number of ECTS credits
4

	Name of the course in Polish
Zarządzanie marketingowe przedsiębiorstwem agrobiznesu
	

	Unit providing the course
Department of Law and Enterprise Management in Agribusiness

	Course co-ordinator
Dr. inż. Dariusz Majchrzycki

	Field of study
Horticulture: Seed Science and Technology
	Level
II
	Profile
genaral academic
	Semester
3

	Scope / Thesis specialisation

	TYPE OF CLASSES AND COURSE LOAD
(Classes with teacher and student's own work)

	Mode of studies: full-time
	Mode of studies: part-time

	- lectures
	20
	- lectures 
	

	- practical classes
	20
	- practical classes
	

	- contact hours
	8
	-
	

	- student's own work (preparation of the presentation and project, preparation for the classes)
	52
	- student's own work
	

	[bookmark: _Hlk56673045]Total number of hours:
	100
	Total number of hours:
	

	OBJECTIVE OF THE COURSE
Familiarizing students with the basic issues of marketing management of an enterprise operating in a competitive market environment. Presentation and practical use of marketing tools in enterprise management.


	TEACHING METHODS
Lecture supported by multimedia presentation, case studies, individual students’ work, teamwork

	Course learning outcomes
	The reference to the study field learning outcomes

	[bookmark: _GoBack]Knowledge
	A graduate:
O1. has an extended knowledge of the organizational, economic and marketing principles in which the farm operates
O2. obtains in-depth knowledge about the methods of planning and analysing the company's operations
O3. knows the essence of the decision-making process in an agribusiness enterprise.
	H2A_W04

	Skills
	A graduate:
O4. is able to use theoretical knowledge to analyse, diagnose and assess organizational problems of farms
O5. has the skills to assess the economic and marketing effects of the activities of farms / agricultural enterprises
O6. has basic skills and competences related to making business decisions
 

	H2A_U02



H2A_U07

	Social
competences
	A graduate:
O7. is aware of continuous education (continuous replenishment of knowledge about economics and organization of agrobusiness enterprise)
O8. is able to formulate questions, opinions and speeches and cooperate in a group to solve a specific substantive problem
O9. is convinced of the importance of organization and economic and marketing analysis for the efficient running of the farm

	H2A_KO4


H2A_KO5

H2A_KO2

	Methods for verifying learning outcomes
Development of a sales strategy for a selected agricultural product.
Discussion
	Symbols of course learning outcomes
O1-O9

	TEACHING CONTENTS
Lectures: 
The concept of economics and organization, stages of economic development, etc. Planning activities in the company and making decisions. The essence of marketing management of an agribusiness enterprise. 
Strategic marketing - vision, mission, strategic, tactical and operational goals, SWOT analysis, Ansoff matrix. 
Risk - risk in agricultural production, methods of risk reduction - risk management, market forms of risk reduction. 
Marketing mix: product, place, price, promotion.
Labs:
Develop of sale strategy of selected agricultural product.

	Forms and criteria of completing the course
Presentation and defense of the project - sales strategy of a selected agricultural product.
Discussion
	Percentage of a final grade
80%
20%
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