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

3

	Name of the course in Polish
Zarządzanie Marketingowe 
	

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

	Course co-ordinator
Anna Wielicka-Regulska

	Field of study
Economics and Finance Management in Agri-food Sector
	Level
bachelor degree
	Profile
general academic
	Semester
2

	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 this course is to familiarize students with contemporary marketing practices. Marketing is crucial for an organization's success and involves crafting and implementing a cohesive strategy across various dimensions like offer development, branding, promotion, distribution and pricing. During the course we will explore each of the tactical P's—price, promotion, product, and place (distribution)—through the structural framework of the three C's: customer, competition, and company. Moreover the course will cover marketing's function in value management—creating value, delivering value, capturing value, and communicating value.


	TEACHING METHODS
Lectures with presentation supported with practical cases, discussion, brain storming. 
Practical Classes - individual and team work to solve case studies, discussion, presentation of selected topics, meeting with practitioners.

	Course learning outcomes
	The reference to field of study outcomes

	Knowledge
	O1_ Student understands the fundamental principles of modern marketing,
O2_ Student knows basic frameworks that address specific areas of marketing: product, customer, promotion etc.
O3_Student possesses knowledge of the basic tactical elements in marketing and its value building function.


	EM1A_W02
EM1A_W08
EM1A_W09

	Skills
	O4 – The student is able of crafting and implementing cohesive marketing strategies that align with organizational goals and adapt to dynamic market conditions
O5 – The student is able of creating compelling value propositions that meet diverse consumer needs and drive company growth through innovative product, pricing, and distribution and promotion strategies.

O6_Student possesses the competence to analyse and present economic issues independently.
	EM1A_U01
EM1A_U03
EM1A_U05
EM1A_U07 EM1A_U09 EM1A_U10

	Social
skills
	O7_The student develops skills of empathy and creativity.
O8_ The student is able to listen attentively, think critically, and formulate and defend the strategic assumptions of created marketing concepts.
	EM1A_K01
EM1A_K02
EM1A_K03
EM1A_K05

	[bookmark: _Hlk168445604]Methods of evaluation of learning outcomes 
Presentation with practical case study
Written exam

	Symbols of course learning outcomes

	TEACHING CONTENTS
Lectures
1. Introduction to marketing - basic concepts of marketing, economic philosophies of companies, place and role of marketing in the enterprise 
2. Elements of strategic marketing (value creation chain, product life cycle, analysis of the enterprise environment, portfolio methods, matrix of strategic directions)
3. Product strategy, brand building and image of the enterprise 
4. Pricing strategy and methods of its formation 
5. Marketing communication and promotion - offline and online marketing 
6. Distribution strategy
7. Consumer segmentation 
8. Ethics in marketing - issues related to communication to "weak" market participants. Creation of needs and consumerism. Impact of marketing activity on the environment. Greenwashing.
9. New concepts in marketing: marketing 5.0, neuromarketing

Practical classes
1. Enterprise environment and SWOT analysis
2. Product positioning - importance and methods of positioning
3. Selected elements of the marketing mix
4. Product - analysis of the marketing structure of the product
5. Promotion - case studies of promotional activities
6. Place - analysis of selected distribution systems (case studies) 
7. Price - determining the price of a new product
8. Case study- Value building


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

	LITERATURE REFERENCES
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