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	Purpose of the object: presentation of key concepts in the field of marketing and showing the principles of marketing activities in organizations operating on the market.

	Teaching methods: assimilation of knowledge through a conventional lecture; BUNA - case study 

	Prerequisites: General knowledge about the functioning of enterprises on the market, general ability to formulate human needs and organization, and a general understanding of causal relationships.

	Nr
	Subjects of classes

	I
	LECTURES-
The essence of the concept of marketing.

Factors determining customer behavior on the market.

Marketing research process - marketing research and the concept of MSI

Product as an element of marketing.

Price as an element of marketing.

Distribution as an element of marketing

Promotion as an element of marketing.

The concept of marketing management.

Characteristics, effectiveness and effectiveness of marketing mix in practice (selected issues)

	II
	CONVERSATORIES- Not applicable

	III
	LABORATORY EXERCISES - Not applicable

	IV
	EXERCISES - Not applicable

	V
	BUNA- Not applicable

	Effects of the education

	Directional effects - the symbol and the detailed list


	Object effects - detailed list

	in the field of KNOWLEDGE:
· E1_W01  has elementary knowledge about the place of economics in the system of sciences, its character, methodology and connections with other scientific disciplines, knows and understands the basic terminology of economic sciences
· E1_W04  knows the economics, created by the discipline of science, the method of studying the types of ties and economic and social relations as well as the regularities that govern them, including the scope of the chosen specialization in economics
· E1_W05  has basic knowledge about man as an entity creating economic structures, knows the rules of human behavior in the area of satisfying needs, has elementary knowledge about the principles and motives of human activity in the process of creating and implementing tasks and organizational changes of these structures
· E1_W07  explains and illustrates the importance of norms (legal, technical-organizational, moral, ethical) organizing economic structures and institutions, and has knowledge about the relationships and regularities, as well as their sources, nature, changes and ways of acting, including the scope of the selected specializations in economics
	Student is able to determine the essence of the marketing concept, activities of entities, correctly defines key concepts in the field of marketing.

The student knows the methods and techniques of marketing research carried out based on secondary and primary sources, indicating their usefulness in the decision-making process.

The student is able to determine the customer's behavior on the market and the motives of conduct in the context of various orientations of entities on the market (production and product, sales, marketing, social)

Student explains and indicates examples of the implementation of marketing activities of entities operating on the market (for profit / not for profit) based on the classic concept of marketing mix, indicating the effectiveness and efficiency of marketing management.



	On the field of  ABILITY:
· E1_U07 uses the acquired economic knowledge as well as practical conclusions and specialist experience in independent implementation of tasks, as well as independent conducting of business and resolving dilemmas of professional work
	The student can use the acquired knowledge in the field of marketing mix (4P / 4K) and the implementation of marketing research in the implementation of independent research projects, as well as in business.



	On thie filed of  SOCIAL COMPETENCES:
· E1_K01 understands the need to learn and assertive and empathic approach to changes taking place in the professional environment at the microeconomic and macroeconomic scale and to adapt to them
· E1_K05  participating in social and economic projects, is prepared to boldly and substantively provide views and arguments, is able to reconcile them with legal, economic, ecological, political and social requirements
· E1_K08 is characterized by personal values related to professional ethics and business social responsibility, respect for others and loyalty to the organization and its members
	The student understands the necessity to learn from available scientific publications and to seek specialist (industry) literature, discussing current trends in marketing - case study.

Student developing a presentation (project) in the field of marketing activities of the entity (for profit / not for profit), is able to substantively argue views on the effectiveness and efficiency of the implemented activities in the field of marketing mix of the selected entity.

Student pays attention to corporate social responsibility in the context of marketing activities carried out by organizations operating on the market, understands the essence of building marketing loyalty based on mutual satisfaction of entities on the market.



	Ways of verification of learning outcomes (KNOWLEDGE, SKILLS, SOCIAL COMPETENCES)

	Effects (symbol)
	Written exam
	 Spoken Examination
	Test
	Essay / paper
	Tasks, homework
	Individual presentation
	Group presentation
	Activity during classes
	Participation in the discussion
	Individual project
	Group project

	E1_W01, 04, 05, 07
	
	
	
	
	
	
	x
	x
	x
	
	x

	E1_U07
	
	
	
	
	
	
	x
	x
	x
	
	x

	E1_K01,05,08
	
	
	
	
	
	
	x
	x
	x
	
	x

	Form and conditions for passing the subject: Implementation of the project (alone / group) with discussion; credit based on practical issues of a closed and open interpretation.

	Basic reference materials: (up to 3 items)
P. Kotler, Marketing. Podręcznik europejski, PWE, Warszawa 2002.

E. Michalski, Marketing, Podręcznik akademicki, PWN, Warszawa 2003.

H. Mruk, Marketing, PWN, Warszawa 2012. IBUK Libra
List of supplementary literature:
L.Garbarski, J. Tkaczyk, Kontrowersje wokół marketingu w Polsce, Wydawnictwa Akademickie i Profesjonalne & Akademia Leona Koźmińskiego, Warszawa 2009. IBUK Libra.

P. Kotler, Marketing od A do Z, PWE, Warszawa 2004

M. Makowski, Podstawy marketingu w teorii i praktyce, Szkoła Wyższa im. B. Jańskiego w Warszawie, Elbląg 2011.

K. Mazurek-Łopacińska (red.), Nauki o Zarządzaniu 2. Badania rynkowe, Wydawnictwo Uniwersytetu Ekonomicznego we Wrocławiu, Wrocław 2009. IBUK Libra
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