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	Name of the course (as specified in the approved curriculum)
Principles of Marketing Research
	Number of ECTS
credits

3

	Name of the course in Polish
Podstawy badań marketingowych
	

	Unit providing the course (Department/Institute)
Department of Economics and Economic Policy in Agribusiness

	Course co-ordinator
Michał Gazdecki

	Field of study
Economics and Finance Management in Agri-food Sector
	Level
bachelor degree
	Profile
general academic
	Semester
3

	Scope 
	Thesis specialisation
	

	TYPE OF CLASSES AND COURSE LOAD
(lectures and self-learning of the student)

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

	- lectures
	15
	- lectures 
	

	- practical classes
	15
	- practical classes
	

	- contact hours
	10
	-
	

	- Self- learning
	35
	-
	

	- 
	
	-
	

	- 
	
	
	

	[bookmark: _Hlk56673045]Total number of hours:
	75
	Total number of hours:
	

	OBJECTIVE OF THE COURSE
The aim of the course is to provide students with principles of marketing research. Throughout the course, students need to plan market research and then execute all necessary steps, including the definition of the research problem, identification of information sources, preparation of data collection tools, collection of raw data, data analysis, and report preparation.

	TEACHING METHODS
Lectures: multimedia presentations incorporating elements of case studies.
Practical classes: personal presentation, discussion and brain storming, case studies, group work.

	Course learning outcomes
	The reference to field of study outcomes

	Knowledge
	O1 – The student possesses has a better understanding of the sources of information and methods of data collection techniques used in market research.
O2 – Enhanced Students’ understanding of the rules governing market research preparation and its various stages.
O3 – Improved Students’ knowledge and comprehension of the key quantitative and qualitative types and techniques of market research.
	EM1A_W02
EM1A_W08
EM1A_W09

	Skills
	O4 – The Student is ability to define research problems and propose suitable data collection techniques.
O5 – The Student possess skills necessary in preparing a questionnaire or other research tools.
O6 – Acquired ability to analyze collected data, prepare a comprehensive report, and offer conclusions along with marketing recommendations.

	EM1A_U01
EM1A_U03
EM1A_U05
EM1A_U07
EM1A_U09
EM1A_U10

	Social
skills
	O7 – The Students develop ethical attitudes related to the market research in terms of its planning, execution and use of the results.
O8 – The student recognizes the importance of ongoing learning and the development of competencies.
	EM1A_K01
EM1A_K02
EM1A_K03
EM1A_K05

	[bookmark: _Hlk168445604]Methods of evaluation of learning outcomes 
Written exam, test.
Research project related to the consumers or input goods, active participation to the classes.
	Symbols of course learning outcomes

	TEACHING CONTENTS
Lectures
Introduction to Markets: overview of trends in agricultural and food markets, challenges, and approaches to market analysis.
Concept, Characteristics, and Peculiarities of Agricultural and Food Markets. Exploration of factors influencing the volume and structure of demand. Examination of factors influencing the volume and structure of supply. Understanding retail as a crucial component of FMCG markets (fundamentals of retail economics). Theories of Retail Evolution: Overview of retail formats and their evolution. Elements of network and relational approaches in agricultural and food markets.

Practical classes
Characteristics of the Markets for Major Agricultural and Food Products: Markets for cereals and cereal preparations, oil seed rape and vegetable fats, milk and milk products, meat and meat preparations, fruit and vegetables, agricultural inputs, and catering. Additionally, exploration of the market for traditional and regional products.

	The course completion methods and criteria 
- written exam 
- project
	Percentage of a final grade
100%
100%
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