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7
General information and indicators for the study programme

	Professional title awarded to graduates
	Bachelor

	Mode(s) of study
	Full-time and part-time studies

	Number of semesters required to complete studies at a given level
	6

	Number of ECTS credits required to complete studies at a given level
	180

	Total number of class hours with the direct participation of academic teachers or other persons conducting classes and students
	Full-time studies:
Part-time studies
	2443 hours
1748 hours

	Total number of ECTS credits that the student must obtain within classes conducted with the direct participation of academic teachers or other persons conducting classes
	Full-time studies:
Part-time studies
	90 (50%)
67 (37%)

	Percentage share of the number of ECTS credits for each discipline to which the programme is assigned in the number of ECTS credits required to complete studies at a given level – in the case of a programme assigned to more than one discipline
	Management and Quality Sciences
Economics and Finance
	84%
16%

	Total number of ECTS credits assigned to courses developing practical skills
	99.5 ECTS (55.3%)

	Number of ECTS credits that the student must obtain within courses in the field of the humanities or social sciences – in the case of degree programmes assigned to disciplines within fields other than, respectively, the humanities or social sciences
	5 ECTS *

	
	*) For the course: Introduction to Philosophy

	Number of ECTS credits assigned to elective courses or groups of courses
	59 ECTS credits (33%)

	Duration of internships and the number of ECTS credits that the student must obtain within them
	6 months
720 hours
24 ECTS 

	Number of physical education hours – in the case of full-time first-cycle studies and long-cycle Master’s studies
	60 hours





Courses included in the study programme
divided into education modules together with the number of hours and ECTS credits

	No.
	Course title
	ECTS
	Number of class hours

	1. 
	
	
	Full-time
studies
	Part-time
studies

	I. General Education

	2. 
	Health and Safety
	0
	8
	8

	3. 
	Academic Skills
	1
	15
	8

	4. 
	Introduction to Philosophy
	5
	35
	20

	5. 
	Fundamentals of Social Communication
	4
	30
	24

	6. 
	Introduction to Psychology
	5
	30
	24

	7. 
	Foreign Language I
	9
	120
	64

	8. 
	Sports and Recreation 
	0
	60
	–

	Total
	24
	298
	148

	II. Major Education

	9. 
	Organisation and Management Theory
	5
	30
	24

	10. 
	Fundamentals of Economics
	5
	30
	24

	11. 
	Fundamentals of Marketing
	4
	30
	24

	12. 
	Competition Strategies
	6
	60
	32

	13. 
	Project Management
	3
	30
	16

	14. 
	Fundamentals of Accounting
	5
	60
	40

	15. 
	Organisation Management
	4
	30
	24

	16. 
	Descriptive Statistics
	4
	60
	40

	17. 
	Public Economic Law
	3
	30
	16

	18. 
	Contemporary Marketing
	4
	45
	24

	19. 
	IT in Management
	4
	30
	16

	20. 
	Market Analysis
	4
	60
	32

	21. 
	Microeconomics
	3
	30
	24

	22. 
	Marketing Communication
	4
	60
	32

	23. 
	Brand Management
	4
	45
	24

	24. 
	Consumer Behaviour
	4
	45
	24

	25. 
	Fundamentals of Negotiation and Mediation
	5
	60
	40

	26. 
	Fundamentals of Public Relations
	4
	30
	16

	27. 
	Electronic Commerce Law (Elective)
	3
	30
	16

	28. 
	Industrial Property Law (Elective)
	
	
	

	29. 
	Digital Marketing and E-commerce
	6
	60
	40

	30. 
	Marketing in Trade and Services (Elective)
	3
	30
	24

	31. 
	Marketing of Financial Institutions (Elective)
	
	
	

	32. 
	Macroeconomics
	4
	30
	24

	33. 
	Quality Management
	3
	30
	16

	34. 
	Marketing Research
	5
	60
	40

	35. 
	Social Marketing (Elective)
	3
	30
	16

	36. 
	Collaborative and Impact Marketing (Elective)
	
	
	

	37. 
	Sales Strategies and Techniques
	3
	30
	24

	38. 
	Project Preparation Methodology
	3
	30
	16

	39. 
	Internship
	24
	720
	720

	40. 
	Marketing Planning
	3
	45
	24

	41. 
	Social Project
	4
	30
	16

	Total
	139
	1890
	1448

	III. Specialisation Education

	Specialisations to choose from:
DM - Digital Marketing; A - Advertising; MC - Marketing Communication

	1. 
	Content Marketing and Copywriting
	DM
	4
	60
	40

	
	Fundamentals of Advertising
	A
	
	
	

	
	Promotion Strategies and Tools
	MC
	
	
	

	1. 
	Search Engine Marketing (SEM) and Website Positioning (SEO)
	DM
	3
	45
	24

	
	Designing Loyalty Programmes
	A
	
	
	

	
	Personal Brand Building
	MC
	
	
	

	1. 
	Influence Marketing and Affiliate Marketing
	DM
	3
	45
	24

	
	Psychology of Advertising
	A
	
	
	

	
	Omnichannel Marketing
	MC
	
	
	

	1. 
	Online Advertising – Forms and Tools
	DM
	4
	60
	40

	
	Designing Advertising Campaigns
	A
	
	
	

	
	Customer Relationship Management (CRM)
	MC
	
	
	

	1. 
	Social Media Marketing and E-mail Marketing
	DM
	3
	45
	24

	
	Sponsorship and Event Organisation
	A
	
	
	

	
	Media Relations
	MC
	
	
	

	Total
	17
	255
	152

	
	
	

	Overall in the course of studies
	180
	2443
	1748



Courses or groups of courses developing practical skills

	Course title or group of courses
	Form(s) of classes
	Total number of class hours
	Number of ECTS credits

	
	
	Full-time studies
	Part-time studies
	

	Foreign Language (Elective)
	Language Class
	120
	64
	9

	Competition Strategies
	Class
	30
	16
	3

	Fundamentals of Accounting
	Class
	30
	24
	2.5

	Descriptive Statistics
	Class
	30
	24
	2

	Contemporary Marketing
	Tutorial
	45
	24
	4

	IT in Management
	Tutorial
	30
	16
	4

	Market Analysis
	Class
	30
	16
	2

	Marketing Communication
	Class
	30
	16
	2

	Brand Management
	Tutorial
	45
	24
	4

	Consumer Behaviour
	Tutorial
	45
	24
	4

	Fundamentals of Negotiation and Mediation
	Workshop
	30
	24
	2.5

	Electronic Commerce Law (Elective)
	Tutorial
	30
	16
	3

	Industrial Property Law (Elective)
	
	
	
	

	Digital Marketing and E-commerce
	Class
	30
	24
	3

	Marketing Research
	Class
	30
	24
	2.5

	Social Marketing (Elective)
	Tutorial
	30
	16
	3

	Collaborative and Impact Marketing (Elective)
	
	
	
	

	Sales Strategies and Techniques
	Workshop
	30
	24
	3

	Marketing Planning
	Tutorial
	45
	24
	3

	Project Preparation Methodology
	Tutorial
	30
	16
	3

	Social Project
	Tutorial
	30
	16
	4

	Internship (Elective)
	Internship
	720
	720
	24

	Specialisation course module:
	

	Content Marketing and Copywriting (Elective)
	Class
	30
	24
	2

	Fundamentals of Advertising (Elective)
	
	
	
	

	Promotion Strategies and Tools (Elective)
	
	
	
	

	Search Engine Marketing (SEM) and Website Positioning (SEO) (Elective)
	Workshop
	30
	16
	2

	Designing Loyalty Programmes (Elective)
	
	
	
	

	Personal Brand Building (Elective)
	
	
	
	

	Influence Marketing and Affiliate Marketing (Elective)
	Tutorial
	45
	24
	3

	Psychology of Advertising (Elective)
	
	
	
	

	Omnichannel Marketing (Elective)
	
	
	
	

	Online Advertising – Forms and Tools (Elective)
	Class
	30
	24
	2

	Designing Advertising Campaigns (Elective)
	
	
	
	

	Customer Relationship Management (CRM) (Elective)
	
	
	
	

	Social Media Marketing and E-mail Marketing (Elective)
	Tutorial
	45
	24
	3

	Sponsorship and Event Organisation (Elective)
	
	
	
	

	Media Relations (Elective)
	
	
	
	

	Total
	1620
	1264
	99.5




Courses or groups of elective courses
	Course title or group of courses
	Form(s) of classes
	Total number of class hours
	Number of ECTS credits

	
	
	Full-time studies
	Part-time studies
	

	Foreign Language
	Language class
	120
	64
	9

	Electronic Commerce Law
	Tutorial
	30
	16
	3

	Industrial Property Law
	
	
	
	

	Marketing in Trade and Services
	Lecture
	30
	24
	3

	Marketing of Financial Institutions
	
	
	
	

	Social Marketing
	Tutorial
	30
	16
	3

	Collaborative and Impact Marketing
	
	
	
	

	Internship
	Internship
	720
	720
	24

	Specialisation course module:
	

	Content Marketing and Copywriting
	Class
	30
	24
	4

	Fundamentals of Advertising
	
	
	
	

	Promotion Strategies and Tools
	
	
	
	

	Search Engine Marketing (SEM) and Website Positioning (SEO)
	Workshop
	30
	24
	3

	Designing Loyalty Programmes
	
	
	
	

	Personal Brand Building
	
	
	
	

	Influence Marketing and Affiliate Marketing
	Tutorial
	45
	24
	3

	Psychology of Advertising
	
	
	
	

	Omnichannel Marketing
	
	
	
	

	Online Advertising – Forms and Tools
	Class
	30
	24
	4

	Designing Advertising Campaigns
	
	
	
	

	Customer Relationship Management (CRM)
	
	
	
	

	Social Media Marketing and E-mail Marketing
	Tutorial
	45
	24
	3

	Sponsorship and Event Organisation
	
	
	
	

	Media Relations
	
	
	
	

	Total
	1110
	960
	59





[bookmark: _Hlk214644140]LEARNING OUTCOMES
The learning outcomes take into account the universal first-degree characteristics for levels 6–7 specified in the Act of 22 December 2015 on the Integrated Qualifications System (Journal of Laws of 2016, items 64 and 1010) and the second-degree characteristics specified in the Regulation of the Minister of Science and Higher Education of 14 November 2018 on second-degree characteristics of learning outcomes for qualifications at levels 6–8 of the Polish Qualifications Framework.
A graduate of the first-cycle studies in MARKETING obtains a full qualification at level 6 of the Polish Qualifications Framework.
	Category of learning outcome characteristics
	Symbol of field-specific learning outcomes
	Upon completion of first-cycle studies in the field of
MARKETING
the graduate:
	Reference to

	
	
	
	universal first-degree characteristics of the PQF
	second-degree characteristics of the PQF

	IN TERMS OF KNOWLEDGE

	KNOWLEDGE
- scope and depth
	MAR_WG01
	Knows and understands, at an advanced level, the nature, place and role of marketing in contemporary social science disciplines, including management and quality sciences, the interrelationships occurring between them, and the methods of scientific reasoning used in them.
	P6U_W
	P6S_WG

	
	MAR_WG02
	Knows, at an advanced level, the legal, economic and social determinants of the development of marketing and the terminology used in various research and practical areas of marketing.
	P6U_W
	P6S_WG

	
	MAR_WG03
	Has advanced knowledge of key theories, phenomena, processes, regularities, mechanisms, practical implications and social effects of contemporary marketing.
	P6U_W
	P6S_WG

	
	MAR_WG04
	Has advanced knowledge of the structures and entities operating in the economy and of the relationships occurring between them, in particular in the programming and implementation of marketing activities.
	P6U_W
	P6S_WG

	
	MAR_WG05
	Has advanced knowledge of modern solutions in the field of marketing and the principles of their creation, implementation, functioning and development.
	P6U_W
	P6S_WG

	
	MAR_WG06
	Has advanced knowledge of marketing theories, methods, techniques and tools, as well as the principles of making marketing decisions in commercial and non-commercial organisations.
	P6U_W
	P6S_WG

	
	MAR_WG07
	Knows, at an advanced level, the methods of analysing, diagnosing, estimating and forecasting the market and strategic potential of organisations.
	P6U_W
	P6S_WG

	
	MAR_WG08
	Knows and understands, at an advanced level, knowledge of the organisation’s environment, its constituent elements and changes occurring in this area, as well as the impact of the environment on the organisation’s marketing activity.
	P6U_W
	P6S_WG

	
	MAR_WG09
	Knows and understands, at an advanced level, methods of diagnosing and forecasting phenomena in the environment of enterprises and other institutions and the relationships occurring between them, including knowledge of their impact on competitive processes.
	P6U_W
	P6S_WG

	
	MAR_WG10
	Knows and understands, at an advanced level, forms of individual entrepreneurship, their development, and the determinants shaping the effectiveness of business activity.
	P6U_W
	P6S_WG

	
	MAR_WG11
	Knows and understands, at an advanced level, the functions and models of marketing, their evolution and their role in the process of influencing consumers.
	P6U_W
	P6S_WG

	KNOWLEDGE
- context
	MAR_WK01
	Knows and understands the ethical and moral principles applicable when carrying out research activities and professional practice in the field of marketing.
	P6U_W
	P6S_WK

	
	MAR_WK02
	Knows and understands the fundamental dilemmas of contemporary civilisation and the functions and tasks of the social sciences, including marketing, in describing, explaining and resolving them.
	P6U_W
	P6S_WK

	
	MAR_WK03
	Knows and understands the basic principles of industrial property protection and copyright law.
	P6U_W
	P6S_WK

	
	MAR_WK04
	Knows the basic principles of creating and developing marketing structures and systems and understands the social determinants of these processes.
	P6U_W
	P6S_WK

	
	MAR_WK05
	Understands the multiple social determinants (economic, legal, ethical and others) of performing their professional role related to marketing activity, as well as the possible social consequences arising from professional activity.
	P6U_W
	P6S_WK

	IN TERMS OF SKILLS

	SKILLS
– use of knowledge
	MAR_UW01
	Can conduct a comprehensive analysis of the social media market and the trends prevailing in social channels in order to forecast potential changes and plan the actions necessary to achieve the intended benefits.
	P6U_U
	P6S_UW

	
	MAR_UW02
	Can use theoretical knowledge of marketing and related disciplines to analyse complex issues and interpret the causes, course and consequences of complex and atypical problems in marketing practice and other dilemmas of contemporary civilisation.
	P6U_U
	P6S_UW

	
	MAR_UW03
	Can design new solutions and improve existing ones in accordance with the adopted assumptions for their implementation and deployment in marketing strategy practice.
	P6U_U
	P6S_UW

	
	MAR_UW04
	Can plan and carry out a creative process aimed at solving specific research and practical problems in the field of marketing, using appropriate tools while respecting the principles of professional ethics, industrial property and copyright.
	P6U_U
	P6S_UW

	
	MAR_UW05
	Correctly applies basic psychological micro-skills in interpersonal communication in order to create optimal conditions for work and cooperation with others and in business communication.
	P6U_U
	P6S_UW

	
	MAR_UW06
	Can plan and carry out their own activities in the space of mainstream and social media using advanced marketing techniques based on stylistically diverse concepts grounded in the free and independent use of imagination, intuition and emotion.
	P6U_U
	P6S_UW

	
	MAR_UW07
	Can identify, analyse and forecast social processes and phenomena using standard methods and diagnostic and research tools appropriate for marketing.
	P6U_U
	P6S_UW

	
	MAR_UW08
	Can prepare written papers, presentations and oral statements in Polish and English concerning marketing issues, using knowledge and available sources.
	P6U_U
	P6S_UW

	
	MAR_UW09
	Takes social and ethical effects into account in the process of applying marketing and making economic decisions.
	P6U_U
	P6S_UW

	SKILLS – communication
	MAR_UK01
	Can communicate effectively, also in a foreign language, with other specialists in marketing and with diverse stakeholders, using modern technological solutions.
	P6U_U
	P6S_UK

	
	MAR_UK02
	Can organise and conduct a debate, also in a foreign language, enabling its participants to present, evaluate and discuss various opinions and positions concerning marketing issues.
	P6U_U
	P6S_UK

	
	MAR_UK03
	Can use English at B2 level of the Common European Framework of Reference for Languages and at a higher level with regard to specialist terminology in social media and marketing.
	P6U_U
	P6S_UK

	SKILLS – work organisation
	MAR_UO01
	Can cooperate with other people within teamwork, in particular in teams designing for various applications in marketing and related disciplines.
	P6U_U
	P6S_UO

	SKILLS – learning
	MAR_UU01
	Can independently use diverse sources of information – critically assessing their value – in order to broaden and deepen their knowledge in the field of media management.
	P6U_U
	P6S_UU

	
	MAR_UU02
	Can independently plan and pursue their own personal and professional development through continuous learning and deepening of possessed knowledge and professional competences, and can guide others in this respect.
	P6U_U
	P6S_UU

	IN TERMS OF SOCIAL COMPETENCES

	COMPETENCES – judgement – critical approach
	MAR_KK01
	Is ready to recognise the importance of and critically assess the knowledge possessed, the content received and the credibility of information obtained from various sources in order to solve problems arising in the course of professional activity in marketing.
	P6U_K
	P6S_KK

	
	MAR_KK02
	Is ready to assess responsibly the limits of their professional competences in marketing and to seek expert opinions when solving difficult problems.
	P6U_K
	P6S_KK

	
	MAR_KK03
	Is ready to relate to the views of others, understands the limits of their social competences and the need for continuous development by broadening knowledge and constantly improving skills.
	P6U_K
	P6S_KK

	COMPETENCES – responsibility
	MAR_KO01
	Demonstrates high responsibility for fulfilling social obligations arising from professional activity and is ready to participate in the preparation of diverse projects taking into account knowledge and skills in marketing.
	P6U_K
	P6S_KO

	
	MAR_KO02
	Is ready to initiate actions for the public interest and to promote pro-social solutions in their marketing activity.
	P6U_K
	P6S_KO

	
	MAR_KO03
	Is ready to think and act in an entrepreneurial manner, foreseeing the consequences of undertaken socio-economic ventures.
	P6U_K
	P6S_KO

	COMPETENCES
– professional role
	MAR_KR01
	Is ready to take into account the gravity of the consequences resulting from professional activities in marketing for human life and social groups.
	P6U_K
	P6S_KR

	
	MAR_KR02
	Is ready to observe professional ethics and require this of others.
	P6U_K
	P6S_KR

	
	MAR_KR03
	Is ready to care for the theoretical and practical achievements in marketing, as well as the traditions and ethos of the profession practiced.
	P6U_K
	P6S_KR


Explanation of abbreviations:
	MAR
	- field of study: “marketing”

	WG
	- category of learning outcomes: “knowledge” – “scope and depth”

	WK
	- category of learning outcomes: “knowledge” – “context”

	UW
	- category of learning outcomes: “skills” – “use of knowledge”

	UK
	- category of learning outcomes: “skills” – “communication”

	UO
	- category of learning outcomes: “skills” – “work organisation”

	UU
	- category of learning outcomes: “skills” – “learning”

	KK
	- category of learning outcomes: “social competences” – “critical approach”

	KO
	- category of learning outcomes: “social competences” – “responsibility”

	KR
	- category of learning outcomes: “social competences” – “professional role”

	01 and subsequent
	- numbers of learning outcomes in particular categories






Courses or groups of courses, irrespective of the form in which they are delivered, together with the learning outcomes assigned to them, the curricular content ensuring the achievement of those outcomes, and the number of ECTS credits
	1. GENERAL EDUCATION

	Programme learning outcome symbols
	Health and Safety
	ECTS: 0

	No learning outcomes are assigned to these classes
	Definition and essence of occupational health and safety. Basic legal acts in the field of health and safety (Labour Code, Regulation on health and safety at higher education institutions, Fire Protection Act, Regulation on general health and safety provisions, Regulation on health and safety training, Regulation on technical conditions to be met by buildings and their location). Institutions supervising compliance with health and safety regulations. Duties and powers of the Rector with regard to compliance with health and safety rules at the University. General health and safety rules applicable on the University premises. General rules concerning buildings, rooms, machines and equipment and the requirements they should meet. Rules for equipping buildings/rooms with firefighting equipment and first-aid kits. Rules for moving within circulation routes. Definition of harmful factors and actions optimising the effects of such factors. Accident hazards and types of accidents. Causes of accidents. Basic rules of fire protection. Legal acts in the field of fire protection. Prevention of fire hazards. Rules of conduct in the event of a fire hazard. Rules for using firefighting equipment. Types of fire extinguishers. Evacuation procedures. Evacuation signs used. Safety signs used in fire protection. Conduct in the event of an accident. Regulations governing the obligation to provide first aid to an injured person. Basic resuscitation procedures. Recovery position. Dressing wounds, fractures, dislocations and burns. Conduct in the event of electric shock. Conduct in the event of poisoning.

	

	Programme learning outcome symbols
	Sports and Recreation 
	ECTS: 0

	No learning outcomes are assigned to these classes
	Rules for safe participation in sports and recreation classes. Health-oriented training. Forms of movement activity with music – aerobics, TBC, yoga. Figure-shaping exercises using fitness equipment. Aerobic classes. Types of aerobic classes. Aerobic training and its functions. Learning and demonstration of exercise technique. Table tennis – learning and improving the performance of basic technical elements. Elements of ballroom dance. Corrective and compensatory classes supported by relaxation exercises. Team sports – basketball, volleyball, handball and football. Badminton – learning and improving basic technical elements. Futsal – learning and improving game technique. Developing motor fitness and technical skills through games and general development exercises.

	

	Programme learning outcome symbols
	Foreign Language: English (Elective)
	ECTS: 9

	MAR_WG02 MAR_WG03 MAR_UW08 MAR_UK01 MAR_UK02 MAR_UK03 MAR_UU01
MAR_KK01
	Part I. Adjectives describing a person’s appearance, personality and behaviour. Structure and use of present tenses: Present Simple. The natural environment and nature protection – vocabulary. Structure and use of present tenses: Present Continuous. Contrastive use of present tenses: Present Simple vs Present Continuous. Tourism, travel and holidays – vocabulary. Structure and use of present tenses: Present Perfect Simple and Continuous (result vs action). Human leisure time: hobbies, sport, recreation – vocabulary. Contrastive, comprehensive use of all English present tenses.
Part II. Means of payment – vocabulary. Structure and use of past tenses: Past Continuous. Trade, business and business communication – vocabulary. Contrastive use of past tenses: Past Simple vs Past Continuous. Contrastive, comprehensive use of all English past tenses.
Part III. Trade – vocabulary. Structure and use of future tenses: simple future – Will + infinitive. Insurance and insurance office – vocabulary. Structure and use of future tenses: “going to” – plans and predicting the future. Structure and use of future tenses: arranged future – Present Continuous for future. Life in the countryside and in the city – vocabulary. Contrastive use of future tenses: will + infinitive, going to, Present Continuous for future. Stock exchange – vocabulary. Contrastive, comprehensive use of all English future tenses (including Future Continuous, Future Perfect and descriptive forms).
Part IV. Controlling and auditing – vocabulary. Complex sentences – structure and use – comprehensive use of conjunctions. Law and tax systems – vocabulary. Phrasal verbs – separable and inseparable. Finance of enterprises and institutions – vocabulary. Modal verbs – their functions and forms. Analysis and translation of specialist texts in economics and finance. Reported speech in English – rules of formation and use. Presentation of a selected topic from economics and finance in English – oral statement. Comprehensive use of nouns, adjectives and adverbs in various sentences with all English tenses taken into account (present, past, future).

	

	Programme learning outcome symbols
	Academic Skills
	ECTS: 1

	MAR_WG01 MAR_WK02 MAR_UW03 MAR_UW08 MAR_UO01 MAR_UU01
MAR_UU02
MAR_KK03
MAR_KO01
	Academic values. Distinguishing science from pseudoscience. Objectivity, scepticism, striving for truth, openness to new information, striving to acquire competences, conscientiousness. Protection of intellectual and industrial value, impartial and unmanipulated presentation of data. Identifying a problem. Presentation of specific examples of problems. Searching for an issue that is important to the student, that arouses their interest and need for action. Presenting a description of the problem. Reasoning. Rational and intuitive thinking. Errors and distortions of rational thinking, logical fallacies. Inference. Communication. Style of writing academic texts. Structure of various types of academic texts. Presenting and evaluating the arguments of both sides of an academic dispute. Analysis of discussion of the problem.

	

	Programme learning outcome symbols
	Introduction to Philosophy
	ECTS: 5

	MAR_WG01
MAR_WG03
MAR_WK01
MAR_WK02
MAR_WK05
MAR_UW02
MAR_UW09
MAR_KK03
MAR_KR03

	Philosophy as reflection on and knowledge about the world. The structure of philosophy. The method of philosophy. The aims of philosophy. Types of human knowledge. Philosophy and science. Disputes over the nature of reality (the question of arche, the dispute over substance: monism, dualism, pluralism, the dispute over the existence of the world: realism vs idealism). Great ontological and metaphysical systems (Plato, Aristotle, St Augustine, St Thomas, Descartes, Kant, Hegel). The dispute over the sources of cognition: genetic rationalism (nativism), genetic empiricism, rationalism vs irrationalism. The dispute over the method of cognition (apriorism, aposteriorism). The dispute over the object (limits) of cognition (realism, scepticism, agnosticism). Selected concepts of truth: the classical (Aristotelian) concept of truth, non-classical theories of truth. The problem of the absoluteness and relativity of truth. Philosophical anthropology: the psychophysical problem, anthropological dualism (Plato, Descartes), Aristotle’s hylomorphism, Christian concepts of the human being, the existentialist vision of the human being. Basic currents of contemporary philosophy (positivism and neopositivism, existentialism, philosophy of dialogue, personalism, pragmatism and postmodernism). Fundamental questions of the philosophy of values (the dispute over the existence of values, axiological order, cognition of values). Trends and schools in ethics. Descriptive and normative ethics. Questions of the meaning and purpose of life. Social philosophy. Basic social values: justice, equality, freedom. Visions of the good state. Selected issues in aesthetics (beauty as an idea, the subjectivisation and individualisation of beauty in the light of the critique of taste, aesthetic experience, the beauty of nature). Philosophy of language (language as medium and as object of cognition, the nature of meaning, language use, understanding language, the relation between language and reality). The dispute over universals. Translation and interpretation. Cognition and understanding. Oxford-style debate on philosophical theses.

	

	Programme learning outcome symbols
	Fundamentals of Social Communication
	ECTS: 4

	MAR_WG01
MAR_UW08 MAR_WK05 MAR_UK01 MAR_UW02
MAR_UW05 MAR_UW06 MAR_UU01
MAR_KK03
MAR_KO02
MAR_KR01
	Social communication – definitions, models and research traditions. Interpersonal communication – theories devoted to interpersonal messages, building and maintaining relationships, and exerting influence. Public and group communication – theories devoted to group, public and organisational communication. Mass communication – theories devoted to culture and media and media effects. Intercultural communication – theories devoted to intercultural contact and adaptation processes. Integration of communication theories.

	

	Programme learning outcome symbols
	Introduction to Psychology
	ECTS: 5

	MAR_WG01
MAR_WG03
MAR_WK01
MAR_WK02
MAR_WK05
MAR_UW02
MAR_UW05
MAR_UW06
MAR_UK01
MAR_KK01
MAR_KO02
MAR_KR01
	Relationships between psychology and other disciplines of the social sciences and humanities. Modern psychological knowledge and its social and humanistic roots. Psychology of consciousness; its representatives and controversies. Introspection as a research method and its critics. Functionalism and Tomaszewski’s theory of action. Great psychological schools: behaviourism, psychoanalysis, humanistic psychology, cognitive psychology, positive psychology. Psychological concepts of the human being. Psychological foundations of behaviour. Basic aspects of the human psyche. Selected psychological experiments and their significance for contemporary science. Basic principles of methodology in psychological research. New directions in the development of psychology.

	2. FIELD-SPECIFIC EDUCATION 

	

	Programme learning outcome symbols
	Organisation and Management Theory
	ECTS: 5

	MAR_WG01
MAR_WG04 MAR_WG06 MAR_WG10
MAR_WK04 MAR_UW02
MAR_UU01 MAR_KO01 MAR_KO03
MAR_KK02
	Theory of organisation and management as a scientific discipline. Conditions for the emergence of management and quality sciences. Organisation and management as an object of research. Approaches to organisation – activity-based, attribute-based, material, static, dynamic and spatial. Organisation as a system – systems theory, organisational subsystems. Schools and trends in organisation and management sciences. Organisational models. Typology of organisation and management. Characteristic features and goals of organisations. The role of knowledge in an organisation. Knowledge as a resource, knowledge creation, knowledge-based competition. The role of the organisational environment. The impact of the environment on methods of management. Basic functions of management. Planning, organising, directing (leading, implementing, motivating), controlling. Managing an organisation – authority, leadership, power, delegation, decision-making. The role of human capital management in an organisation.

	

	Programme learning outcome symbols
	Fundamentals of Economics
	ECTS: 5

	MAR_WG01
MAR_WG02
MAR_WG04
MAR_WG07
MAR_WK02
MAR_UW02
MAR_KK01
MAR_KR03
	Economics as a science. Basic economic concepts. Beginnings of economic thought. Classical economics. The marginalist revolution. The origin, features and value of money. Money and banking activity. Central banking. The role of the state in the economy. Market efficiency and market structures. Labour, wages and unemployment. Growth and economic development. Business cycles in the economy. Inflation and deflation. Contemporary socio-economic challenges in the world.

	

	Programme learning outcome symbols
	Fundamentals of Marketing
	ECTS: 4

	MAR_WG01 MAR_WG02 MAR_WG06 MAR_WG08 MAR_WK04
MAR_UW02 MAR_UK01 MAR_UU02 MAR_KK01 MAR_KO03 MAR_KR01
	Marketing as a concept of operating in a competitive market – the origins of market orientation and marketing, the importance of marketing in the contemporary world, alternative concepts of the marketing mix (4P, 5P, 7P, 4C, 4V, 4R). The market and the enterprise’s market environment in relation to marketing – the marketing concept of the market, classification of markets, the enterprise’s macro- and micro-environment, competition and competitiveness of the enterprise and the building of its advantage and competitive position, market segmentation and its criteria. Consumer behaviour in the market – process and determinants. Marketing research in the marketing information system of an enterprise – characteristics of the process, basic research methods and the use of research in marketing activity. Product management – shaping the core product and its attributes, product offering, product life cycle. Pricing and distribution strategies – determinants, methods and techniques of pricing, distribution channels and marketing logistics. Promotion as a tool of communication between the enterprise and the market – basics of shaping, instruments and strategy. Marketing management and planning in an enterprise – the place of marketing management in the organisation’s management structure, the marketing management process, fundamentals of shaping marketing strategy, control of marketing activities.

	

	Programme learning outcome symbols
	Competition Strategies
	ECTS: 6

	MAR_WG04 MAR_WG07 MAR_WG08
MAR_WG09 MAR_UW02 MAR_UW07 MAR_UO01 MAR_UU01
MAR_KK01 MAR_KO01 MAR_KO03
	Methods of strategic segmentation of an enterprise. Identifying strategic business units (SBUs) in enterprise activity. Principles of defining the industry sector. Methods of analysing sector attractiveness. The concept of the life cycle of the sector, product and technology. The enterprise’s environment and its influence on managers’ strategic choices. Risk in strategic management and ways of reducing it. Analysis of competition in the sector. Maps of strategic groups in the sector. Analysis of the structure of competition. Fragmented sectors and concentrated sectors. Counteracting excessive fragmentation of the sector and excessive concentration. Analysis of the threat of new entrants to the sector. Entry barriers and exit barriers. Analysis of the profitability of entry. Analysis of substitutes. Principles of defending the sector against substitutes. Segmentation and analysis of suppliers and buyers in the sector. Principles of weakening the influence of suppliers and buyers on the sector. Supplier management strategies. Review and assessment of various methods of analysing the strategic potential of an enterprise. Analysis of key success factors. Value chain analysis. Strategic balance sheet of the enterprise. Assessment of the competitive position of the enterprise. SWOT analysis. Review of competition models. The essence of enterprise competitiveness. Types of competitive advantage and the way they are built. Resources and competences as a source of competitive advantage. Business models and competition strategies. Problems in implementing competition strategies. Strategic management information systems.

	

	Programme learning outcome symbols
	Project Management
	ECTS: 3

	MAR_WG06
MAR_UW03
MAR_UW06
MAR_UO01
MAR_KO01
MAR_KO02
MAR_KO03 MAR_KR01
	Basic concepts: project, project portfolio, programme, project scope, project stakeholders, typical project problems, the project in various types of organisation. Project management processes: project initiation processes, project planning processes, project execution processes, project control processes, project closing processes. Areas of project management: project integration management, scope management, time management, cost management, quality management, human resource management, communication management, risk management, procurement management. Project management methods, techniques and tools: project life-cycle management, logical framework matrix (matrix structure, vertical logic and horizontal logic of the matrix), analysis stage (stakeholders, strategy, objectives, problems) and planning stage; PMBOK methodology (process groups and knowledge areas), Ten Step project management methodology, Scrum, Adaptive Project Management (APD), PRINCE2 methodology (components, project techniques), project organisational structure and work breakdown structure, network methods (PDM, PERT), critical path method (CPM), cost estimation methods, qualitative and quantitative risk analysis, risk registers, risk metrics, project reserves, communication channels and communication plan, project documentation management. Critical success factors of a project, causes of project failure, preventing failure. Building a project team: project team structures, communication in the project team, team-role concept, project manager competences, cooperation in the project team. Project monitoring and evaluation: reporting system, electronic databases.

	

	Programme learning outcome symbols
	Fundamentals of Accounting
	ECTS: 5

	MAR_WG01
MAR_WG02
MAR_WG06
MAR_WG08
MAR_UW02
MAR_UW07
MAR_KK01 MAR_KO01
MAR_KO03
	Definition and types of accounting (financial, management, tax accounting). The subject and entities of accounting. Accounting as part of the information system of a business entity. Accounting principles and examples of their application. Accrual and cash accounting entries. Organisation of accounting in an enterprise. Financial statements as the product of accounting and a source of financial information. The balance sheet, its structure and cognitive value. Classification of assets and liabilities. Preparing the balance sheet. Balance-sheet records. Types of accounting accounts and rules of their operation. Chart of accounts. Balance-sheet and profit-and-loss business operations. Principles of bookkeeping. Structure of the profit and loss account. Types of profit and loss account. Preparing the profit and loss account. Informational value of the profit and loss account. Cash-flow statement, its structure and informational value.

	

	Programme learning outcome symbols
	Organisation Management
	ECTS: 4

	MAR_WG01
MAR_WG04
MAR_WG08
MAR_WK02
MAR_WK04
MAR_UW02
MAR_UW07
MAR_KR02

	The role of management in conducting business activity. The origins of management science. The evolution of views on management – different management styles. Basic concepts: control, direction, management, administration, organisation. Managerial roles and skills. Leadership styles. Sources of power: formal and informal authority, leadership. The management process – motivation and control. The organisation within its environment as an object of management. Organisational models. Types of organisational structures (rigid and flexible structures; tall and flat structures; centralised and decentralised structures). The optimal use of individual structures. Discussion of the advantages and disadvantages of particular organisational forms. Management as an information and decision-making process. The decision-making process. The decision-making cycle. Factors affecting the rationality of decisions. Components of the information system. Advantages and disadvantages of group and individual decisions. Decisions under conditions of certainty, uncertainty and risk. Planning: the role of planning in management. Types of plans. The concept and principles of strategic management. Vision, mission, strategic objectives, strategy. Factors shaping strategies. Types of enterprise strategies. Operational planning. Organising. Types and development of organisational structures. Organisational change: its essence and causes. The organisational life-cycle model. Management in the context of change. Resistance to change. Diagnostic and prognostic approaches to designing change in an organisation. Enterprise restructuring. The ethical context of management. Cultural determinants of management. Management under conditions of globalisation.

	

	Programme learning outcome symbols
	Descriptive Statistics
	ECTS: 4

	MAR_WG02
MAR_WG07
MAR_WG09
MAR_UW02
MAR_UW07
MAR_KK01
	Statistics and statistical research. Statistical characteristics and their presentation. Measures of central tendency: median, mode, dominant value, means: arithmetic, geometric, harmonic. Measures of position – quantiles. Measures of dispersion. Measures of concentration and asymmetry. Measures of similarity of structures. Interdependence of phenomena and correlation. Linear regression and trend. Increments and indices. Price, quantity and ratio indices. IT tools in statistical data analysis – Statistica, SPSS, PS Imago, PQStat.

	

	Programme learning outcome symbols
	Public Economic Law
	ECTS: 3

	MAR_WG01
MAR_WG08
MAR_WK05
MAR_UW02
MAR_KR01
MAR_KK02 MAR_KO01
	The concept, origins and distinguishing features of public economic law. The concept and the functional, objective and subjective scope of the economy as a subject regulated by public economic law. Sources of public economic law, including sources of domestic law and EU law. The principles of public economic law in the Republic of Poland and the European Union. Fundamental economic rights in the Constitution of the Republic of Poland and in EU law. Institutions of business activity law. The objectives and principles of the Entrepreneurs’ Law. The principles governing the legalisation of business activity. Regulation of business activity. Supervision of entrepreneurs’ activity. The participation of foreign persons in economic transactions within the territory of the Republic of Poland. The freedoms of the EU internal market.

	

	[bookmark: _Hlk214388916]Programme learning outcome symbols
	Contemporary Marketing
	ECTS: 4

	MAR_WG03 MAR_WG05 MAR_WG06 MAR_WG11 MAR_WK05 MAR_UW02 MAR_UW03 MAR_UK01 MAR_KK02
MAR_KO02 MAR_KR02
	The determinants of the development of contemporary marketing and the importance of marketing in the modern world. A marketing perspective on contemporary competition. Marketing as a concept of value creation – classical and modern models of how marketing operates within an organisation. The evolution of marketing concepts – from 1.0 to 6.0. Customer experience and the customer journey map as the foundation of value-based marketing. Marketing and customer satisfaction. Customer loyalty – the concept, sources, types, methods of shaping it, methods of measurement, and the customer loyalty ladder. Modern concepts of brand management in marketing. Alternative concepts and trends in contemporary marketing. Dilemmas of contemporary marketing – directions of development, globalisation, and legal and ethical constraints.

	

	Programme learning outcome symbols
	IT in Management
	ECTS: 4

	MAR_WG01 MAR_WG03 MAR_WG08 MAR_KR01 MAR_UW02 MAR_UW06 MAR_KK02 MAR_KR02
	Management information systems – foundations. A systems approach in information technology. Sources of information for management. Management – information – information technology. Links between information and information technology. Information and decision-making centres. Classification of information systems in management. Integration and the integrated system. Databases in management. The use of information technology for data processing. Client-server processing. The database client interface. The database server. Database structure. Database scripts. Database transactions. User applications supporting management. Components of a user application. A data model for operating a cash application. The functional scope of the Sales subsystem. The functional diagram of invoicing. The functional diagram for materials management. The fixed-assets subsystem. A user application for personnel management. The computerisation of accounting. Principles of accounting computerisation. Integrated corporate accounting. Recording devices in accounting. Account – chart of accounts, postings to accounts. The procedure for recording business transactions. VAT accounting entries. IT support for settlements. The functionality of computerised accounting. The functional scope of the Finance and Accounting application. The data model of the Finance and Accounting system. Cost recording and settlement. Information technology and production management. CIM and PPS. MRP/ERP. Components of the CIM system. Production order handling. The PPS system and PPS logistics. Production control models. Production and the integrated system. Design and technological developments. Modelling production data. Information technology and production management. CIM and PPS. MRP/ERP. Components of the CIM system. Production order handling. The PPS system and PPS logistics. Production control models. Production and the integrated system. Design and technological developments. Modelling production data.

	

	[bookmark: _Hlk214389201]Programme learning outcome symbols
	Market Analysis
	ECTS: 4

	MAR_WG02 MAR_WG04
MAR_WG06 MAR_WG07 MAR_WG09 MAR_WK01 MAR_WG01 MAR_UW01 MAR_UW02 MAR_UW07 MAR_UO01 MAR_UU01 MAR_UU02 MAR_KR01 MAR_KK01 MAR_KK03
MAR_KO03
	The essence of the market, its objective and subject scope, the elements of the market and the market mechanism, market equilibrium and stability. Market analysis – the concept, objectives, cross-sections, areas and substantive scope. The information basis of market analysis (secondary and primary sources). Methods of analysing market phenomena and processes. Market analysis in space – the analysis of similarity, location and concentration. Analysis of market size and absorptive capacity. Strategic group analysis. Determining market position on the basis of market share and the directions of enterprise development. Analysis of market phenomena over time (trends, seasonal fluctuations, irregular fluctuations). Dynamic indices. Business cycle analysis. Business climate tests and business climate barometers. Forecasting market phenomena by means of qualitative, extrapolative and cause-and-effect methods. Research related to demand and supply. Price research. Demand and supply – price, income and cross elasticity coefficients. Market laws and anomalies in the relationship between demand and prices. Segmentation analyses. The organisation of market research and analyses – in-house research and research commissioned from market research agencies.

	

	Programme learning outcome symbols
	Microeconomics
	ECTS: 3

	MAR_WG01
MAR_WG04
MAR_WG10
MAR_WK02
MAR_WK05
MAR_UW02
MAR_UW03
MAR_UW09
MAR_KK01
MAR_KK03
MAR_KO03

	Microeconomics and macroeconomics and applied economics, their subject matter, scope, perspective, approach, classifications, generalisation and the importance of theory for economic practice. The consumer-producer relationship in the circular flow of the economy – the consumer creates demand and the producer creates supply on the consumer goods market; consumer expenditure and producer revenue and the variables determining them (quantity and price); price and costs – the producer’s perspective; price and utility – the consumer’s perspective; product and good – market verification; equilibrium; the basic laws of the consumer goods market; demand and supply elasticities; and the price sensitivity of supply. The consumer creates supply and the producer creates demand on the factors of production market; the foundations of the remuneration of factors of production for the producer; production costs and the incomes of the consumer providing labour and capital factor services; the relationship between factor remuneration and consumer incomes; factor remuneration and their supply and demand in relation to production techniques and changes in them; factor remuneration and consumer incomes and expenditure and producer revenues; feedback effects; the basic laws of the factors of production market; and supply elasticities. The theory of consumer choice, the preference and utility function, the budget constraint, marginal utilities of goods and their prices, the three conditions for maximising the objective function, the solution of the Lagrange function, equalisation of the utility of a unit of money and Gossen’s Second Law, the Pareto solution in consumer choice, conditional consumer demand and the relative price of a good, and the consumer’s response to the basic laws of the consumer market. The theory of producer choice, the conditions for maximising the objective function, the average and marginal productivities of factors in the sphere of rational management, the equality of factor productivities and factor remunerations, the ULC concept, the sources of changes in the profitability of production, the relationship between changes in factor productivity (TFP) and changes in the relationship between prices received and prices paid, changes in production techniques used by the producer, the solution of the Lagrange function for maximising the producer’s profit function, the conditional producer demand function for factors of production, and producers’ responses to changes and to the laws of the factors of production market. Permissible inequalities and purchase and sale transactions between producer and consumer in the market (the Hurwicz hypothesis), consumer and producer benefits, market clearing for products in Walrasian terms, elements of general equilibrium, and the impact of consumer expenditure and structure on the economy.

	

	Programme learning outcome symbols
	Marketing Communication
	ECTS: 4

	MAR_WG02
MAR_WG03
MAR_WG05
MAR_WG11
MAR_WK01
MAR_UW03
MAR_UW06
MAR_UW09 MAR_UK01
MAR_KK01
MAR_KO01 MAR_KR02
	The essence and models of social communication. Models of social communication. The concept, features, structure and tools of the marketing communication system. Types of marketing communication – alternative approaches. Interpersonal communication. Mass communication. Communication in the hypermedia environment. Developing a marketing communication campaign. Mechanisms of the impact of marketing communication – cognitive, affective and behavioural phases. Factors determining marketing communication – on the sender’s side, on the recipient’s side, cultural and technical. The role of context in programming marketing communication. Integrated marketing communication. The concept of marketing communication according to the 360° model. The specificity of marketing communication in the consumer goods and industrial goods markets. Effects of marketing communication and the factors shaping them. Models of marketing communication effects. Measurement and evaluation of marketing communication effects – effectiveness and efficiency, measurable and immeasurable effects. Cooperation in marketing communication processes – the role of entities providing marketing services.

	

	[bookmark: _Hlk214389351]Programme learning outcome symbols
	Brand Management
	ECTS: 4

	MAR_WG03 MAR_WG06 MAR_WG11 MAR_WK03 MAR_WK04 MAR_UW02 MAR_UW03
MAR_UW04 MAR_KO01 MAR_KR02
	Origins of the brand and branding. The concept, features, functions and architecture of a brand. Brand name – types and rules of creation. Brand graphic sign – types, the essence of colour, lettering and shape. Visual identity system. Branding strategies and brand portfolio management – single-brand and multi-brand strategy, umbrella brand strategy, range brand strategy, product line brand strategy, hybrid brand strategy, brand differentiation. The process of introducing a new brand to the market. Brand positioning – branding and its forms, rebranding. Brand identity and image – concept, transformation process, types of image, Kapferer’s brand identity prism. Analysis of market position and brand valuation. Brand value and strength – D. Aaker’s concept, determinants of brand strength and value, research and valuation of brand value and reputation. The role and importance of private labels – origins, concept, development, types, advantages and disadvantages. National brand and global brand strategy – determinants and strategies for shaping supranational brands. Legal aspects of brand management.

	

	[bookmark: _Hlk214389433]Programme learning outcome symbols
	Consumer Behaviour
	ECTS: 4

	MAR_WG03
MAR_WG04
MAR_WG08
MAR_WG11
MAR_WK02
MAR_UW02 MAR_UW07
MAR_UW09
MAR_UU01 MAR_KK01
MAR_KR03
	Theory of consumer behaviour – consumption in macroeconomic and microeconomic terms, basic concepts of consumption, consumer behaviours and their division, behaviour patterns, theories of consumer behaviour. Internal determinants of consumer behaviour. External determinants of consumer behaviour (demographic-economic profile, socio-cultural profile, environment, marketing mix). The process of conduct of individual and institutional consumers on the market. Consumer satisfaction and the shaping of loyalty. Models of consumer behaviour – structural, sequential, classical, cognitive and holistic models. Marketing implications of consumer behaviour – segmentation and typology of consumers. Contemporary consumption trends – types and dynamics. Consumer protection – basic rights, institutions and instruments of consumer protection.

	

	Programme learning outcome symbols
	Fundamentals of Negotiation and Mediation
	ECTS: 5

	MAR_WG01
MAR_WG06
MAR_WK01
MAR_WK05
MAR_UW04
MAR_UW05
MAR_UO01
MAR_KK02
MAR_KK03
MAR_KO02
MAR_KR02
	The definition of negotiation. Reasons for negotiating. The specific nature of negotiating situations. The functions and dysfunctions of conflict. Effective conflict management. Negotiation as a process. The planning process. Defining negotiation objectives. Defining the main issues related to achieving the objective. Ranking issues according to their importance and defining the negotiation package. Defining interests. Identifying alternative solutions. Establishing limits and resistance points. Analysing and understanding the other party’s objectives, issues and resistance points. Setting opening offers. Communication in the negotiation process. The right mindset. The importance of maintaining relationships. Understanding body language. Communication about the negotiation process. Offers, counteroffers and motives for action. Communicating possible solutions. Communicating expected outcomes. The negotiating team. Performing different roles within the team during negotiations. Typical team roles (leader, hardliner, observer, secretary, expert, good and bad cop). Switching roles within the team. Seating arrangements at the negotiating table. Sources of power in negotiations. Formal power. The power of expert knowledge. The power of possessing information. The power to reward and punish. The power of competition. The power of applying persuasion techniques. Positions versus interests. Identifying interests. Establishing the importance of interests. Sharing information about interests. Creating additional value from differences. The preferences of both parties. Identifying possible concessions. Strategy in negotiations. Possible outcomes (win-lose, lose-lose, partial win-partial loss, win-win). The importance of the negotiation outcome. The importance of the quality of the relationship between the parties. Possible strategies (competition, cooperation, compromise, avoidance, accommodation). Choosing the appropriate strategy. Negotiation tactics and counter-tactics. Initial offers and counteroffers. Principles of anchoring the parties. The “good cop, bad cop” tactic. The delaying tactic. The force majeure tactic. The tactic of informing about the competition. The tied-selling tactic. The tactic of making conditional offers. The “salami” tactic. The “Russian front” tactic. Principles of conducting distributive negotiations. Discovering the other party’s resistance point. Influencing the other party’s resistance point. Positions adopted during distributive negotiations. Opening offers. Initial concessions. The role of concessions. Principles of making concessions. Final offers. Handling objections and closing negotiations. Practical and psychological objections. Hidden objections. The final offer. The summarising close. Closing with concessions. The alternative close.

	

	Programme learning outcome symbols
	Fundamentals of Public Relations
	ECTS: 4

	MAR_WG02
MAR_WG03
MAR_WG06
MAR_WK01
MAR_UW03
MAR_UW04 MAR_UW06
MAR_UW09 MAR_UK01
MAR_KK01
MAR_KO02
MAR_KR02
	Basic concepts, goals and tasks of public relations. History, development and related fields of public relations. Media relations. Communication as the basic method in public relations. Ethical principles in the public relations profession. Organisation of PR activities. Stages of the public relations process. Black public relations. Public relations tools. Areas of public relations. Internal and external public relations. Public relations concepts, models and tools. Building an organisation’s image. Elements of the visual identity system. The value of an organisation’s image.

	

	Programme learning outcome symbols
	Electronic Commerce Law
	ECTS: 3

	MAR_WG01
MAR_WG05
MAR_WG06
MAR_UW02
MAR_UW04
MAR_KK01 MAR_KO01
MAR_KR02
	Legal foundations of the provision of services by electronic means – the rules for conducting online business activity and making digital services available. Concluding contracts in electronic commerce – mechanisms for making declarations of intent, transaction confirmations and distance contracts. Consumer rights in online transactions – information obligations, complaints, statutory warranty and withdrawal from the contract. Obligations of entrepreneurs conducting online activity – transparency of the offer, terms and conditions, trader identification and principles of price presentation. Personal data protection in e-commerce – the processing of customer data, consents and the basic requirements under the GDPR. Security of payments and electronic transactions – payment verification, protection of transaction data and minimisation of the risk of abuse. Combating unfair market practices on the Internet – misleading practices, hidden practices, the presentation of reviews and transparency of advertising. Dispute resolution mechanisms in electronic commerce. The functioning of digital platforms and marketplaces – the role of intermediaries, seller verification, and transparency of rankings and offers. The cross-border nature of electronic commerce in the EU – principles of the Digital Single Market, geo-blocking and offering services in EU countries.

	

	Programme learning outcome symbols
	Industrial Property Law
	ECTS: 3

	MAR_WG01
MAR_WG03
MAR_WG06
MAR_WK05
MAR_UW02
MAR_UW04 MAR_KK01
MAR_KO01
MAR_KR02
	Inventions and patent protection – the principles of protecting new technical solutions (patents). Utility models – protection of functional, technical solutions concerning a product or part of it. Industrial designs – protection of a product’s appearance and visual features (shape, lines, colours, structure). Trade marks – the principles of protecting word, graphic and word-and-graphic signs used to identify goods and services. Geographical indications – protection of names and products linked to a specific place of origin. Topographies of integrated circuits – protection of structural solutions of integrated circuits. Combating unfair competition – protecting entrepreneurs against practices that violate fair trading principles. Rationalisation projects – the principles for creating, accepting and rewarding improvement solutions in an enterprise. The scope and duration of exclusive rights – periods of protection, entitled persons and principles for using industrial property objects. The role of the Patent Office of the Republic of Poland – the foundations of filing and registration proceedings in the field of industrial property.

	

	Programme learning outcome symbols
	Digital Marketing and E-commerce
	ECTS: 6

	MAR_WG03
MAR_WG04
MAR_WK01
MAR_WK04
MAR_UW02
MAR_UW03
MAR_UW04 MAR_UW06
MAR_UW09
MAR_UU01 MAR_KO01
MAR_KO03
	The role and significance of digital marketing in the activities of contemporary enterprises. Main areas of digital marketing. Designing the customer journey in the digital environment and optimising user experience. Using web analytics to assess the effectiveness of marketing activities. Relationships between digital marketing and e-commerce in customer acquisition, conversion and service processes. Online sales models and operation of an online store. The purchasing process, payments, deliveries and customer service logistics. Conversion and sales optimisation. Marketplaces and multichannel sales (omnichannel). Legal foundations of e-commerce activities. Main development trends of the digital market. Main development trends of the e-commerce market.

	

	[bookmark: _Hlk214389896]Programme learning outcome symbols
	Marketing in Trade and Services
	ECTS: 3

	MAR_WG02 MAR_WG03 MAR_WG06 MAR_WG08 MAR_WG10 MAR_WK01 MAR_UW02 MAR_UW03
MAR_UW05 MAR_UW09 MAR_UK01 MAR_UO01 MAR_KK02 MAR_KO03 MAR_KR01
	Services in the national economy system – the three-sector model of the economy, the origins and classifications of services. Marketing management in a service company – the process, the environment, the mission and the marketing strategy, and the marketing mix in services. The service product – the needs satisfied by services, the essence of the service product, service brands, and models and methods of ensuring service quality. Pricing methods, pricing strategies and price differentiation in services. Service distribution – the location of service outlets and traditional and modern service distribution channels. Service promotion instruments and the promotional strategy of a service enterprise. The concept and significance of physical evidence in services. The service process and its efficiency. Personnel in a service company – the role and categories of employees and personnel management in services. A commercial enterprise as an entity in the service market – the essence, functions and typology of commercial enterprises. Marketing in a commercial enterprise – conditions, instruments, private labels and shopping centres. Merchandising in a commercial enterprise – the concept, tasks, types and tools. Development trends and prospects for services and trade in Poland – the structure of services and trade in Poland, their share in GDP, in the number of entities and in employment, service consumption and changing shopping habits, franchising in services, networking, concentration and integration in trade, and e-business in services.

	

	Programme learning outcome symbols
	Marketing of Financial Institutions
	ECTS: 3

	MAR_WG01
MAR_WG04
MAR_WG06
MAR_WG08
MAR_WG09
MAR_UW02
MAR_UW03
MAR_UW07
MAR_KO01
MAR_KO03 MAR_KR01
	A financial service as a marketing product. Entities in the financial services market. The characteristic features of financial institutions and their marketing capabilities. The marketing mix in financial services. Internal, external and interactive marketing. The process of segmenting the financial services market. Target segments of financial institutions. Differentiation and positioning in the financial services market. The typology of financial services customers. Individual and institutional customers. Consumer behaviour – its essence and classification. The consumer decision-making process in the financial services market. Factors affecting consumer behaviour in the financial services market. The model of a financial product. Types of financial products. The importance of the brand in the financial market. The quality of financial products – the concept, management principles and the customer perception perspective. The life cycle of a financial product. The price of a financial product – the concept and functions. The typology of prices of financial products. Methods of setting prices in the financial market. Pricing strategies. Factors affecting the prices of financial products. Price differentiation. Distribution of financial products. Traditional and modern distribution channels for financial products. Criteria and procedure for selecting a distribution method. The location of service outlets. The specific nature of promoting financial services. The process of communication between financial institutions and the market. The role of personnel in financial institutions. Processes in financial services. Customer service in financial institutions. Physical evidence as an attribute of a financial institution. The comprehensive visual identity of a financial institution. The marketing management process in a financial institution. Competition processes in the financial market. Research and analysis of the financial market. Strategic analysis in the financial services market. Marketing strategies of financial institutions.

	

	Programme learning outcome symbols
	Macroeconomics
	ECTS: 4

	MAR_WG01
MAR_WG02
MAR_WG04
MAR_WG10
MAR_WK02
MAR_UW02
MAR_UW09
MAR_KK01 MAR_KK03
MAR_KO03
	Introduction to macroeconomics. The subject matter, methods and tools of macroeconomic analysis. National income accounting. The circular flow of the economy. Gross domestic product and related categories. J.M. Keynes’s demand-side equilibrium model. Aggregate demand and its components. The multiplier mechanism. Macroeconomic equilibrium from the perspective of demand-side theory. The IS-LM model. Demand management. The classical model of macroeconomic equilibrium. The role of supply-side factors. The competitive labour market – supply, demand and equilibrium. The theory of unemployment and methods of combating unemployment. The theory of inflation and anti-inflation policy. Economic growth. Growth models. Growth fluctuations. Growth-supporting policy. The open economy. The exchange rate and the balance of payments.

	

	Programme learning outcome symbols
	Quality Management
	ECTS: 3

	MAR_WG01 MAR_WG03 MAR_WK02 MAR_UW02 MAR_UW03 MAR_UW09 MAR_KK02 MAR_KO02
	The evolution of approaches to quality and quality management. Pioneers and their views on quality and quality management. Principles and strategies of quality management. The history of standardisation. ISO quality management systems. Methods and tools of quality management. Tools and methods of quality-oriented planning and design. Audits of quality management systems. Quality documentation. Certification of quality management systems.

	

	[bookmark: _Hlk214390686]Programme learning outcome symbols
	Marketing Research
	ECTS: 5

	MAR_WG02 MAR_WG03 MAR_WG04 MAR_WG07 MAR_WG09 MAR_WK01 MAR_UW01 MAR_UW02 MAR_UW07 MAR_UO01 MAR_UU01 MAR_UU02 MAR_KK01 MAR_KK02 MAR_KK03 MAR_KO03 MAR_KR02
	The essence and significance of marketing research – the role of information, the information gap, the concept, objectives, functions, subject matter and classifications of marketing research. The research process and its stages. Research design and sampling – determining sample size and the maximum statistical error, and random and non-random sampling methods. Measurement and its features, scaling, and questionnaire design. Methods of collecting data – secondary data methods (based on internal and external sources) and survey methods (questionnaires and interviews). Other methods of data collection (observation, experiments, neuromarketing research, panel research, ethnographic research, semiotic research, syndicated research, and research insights). Data reduction and analysis, the use of statistical analysis, and the presentation of research findings. The methodology of market research and analysis – the use of marketing research. The marketing information system, organisation, ethics and the research market.

	

	Programme learning outcome symbols
	Social Marketing
	ECTS: 3

	MAR_WG02 MAR_WG05 MAR_WG08 MAR_WK04 MAR_WG11 MAR_WK01 MAR_WK02
MAR_UW03 MAR_UW04 MAR_UW06
MAR_UW09
MAR_UO01
MAR_KK01
MAR_KO01
MAR_KR01
	Social marketing – definition, origins and the idea. Marketing and social marketing. Social responsibility and marketing. Motives for and benefits of activities undertaken within social marketing. Criticism of social marketing. Models and areas of activity within social marketing. The process of shaping a strategy connected with social marketing. Organisational strategies based on the idea of social marketing. Volunteering as a tool for implementing social marketing. Communicating activities undertaken within social marketing. Socially engaged marketing campaigns. Methods of evaluating activities undertaken within social marketing. Indicators for assessing the impact of social engagement on enterprise value. Codes of good practice.

	

	Programme learning outcome symbols
	Collaborative and Impact Marketing
	ECTS: 3

	MAR_WG03 MAR_WG05 MAR_WG11 MAR_WK04 MAR_KR01 MAR_UW01 MAR_UW03
MAR_UO01 MAR_KK03 MAR_KO01
MAR_KO03
	The essence, scope and tasks of marketing – an introduction. The essence of collaborative marketing. The benefits of collaborative marketing. Best practices in collaborative marketing – case study analysis. Stages of implementing collaborative marketing. Collaborative marketing strategies. Impact marketing as engaged marketing and marketing of positive impact. Impact marketing tools. The role of social media and influencers in impact marketing. The benefits of impact marketing.

	

	Programme learning outcome symbols
	Sales Strategies and Techniques
	ECTS: 3

	MAR_WG04
MAR_WG05
MAR_WG06
MAR_WK04
MAR_UW03
MAR_UW05
MAR_UO01
MAR_UU02
MAR_KK03 MAR_KR03
	The essence and scope of sales strategy. The relationship between sales strategy, enterprise strategy and marketing strategy. Developing a market map and dividing the market into segments. Assessing the attractiveness of segments and competitiveness within segments. Analysing the fit between the product portfolio and market segments. The route-to-market strategy. The sales planning process. Organisation of the sales team. Management of the sales team. Sales territory management. Designing an effective sales process. Aligning the sales process with customers’ purchasing process. The process of initiating and maintaining customer contacts. Identifying stakeholders – decision-makers, users, purchasers and influencers. The stage of attracting the customer’s attention and interest. The stage of building trust. The stage of initial interest and consideration of different options. The stage of evaluating the offer and making the purchasing decision. The stage of post-sales contacts and relationship maintenance. Analysis of the effectiveness of the sales process.

	

	Programme learning outcome symbols
	Content Marketing and Copywriting
	ECTS: 4

	MAR_WG03
MAR_WG06
MAR_WK05
MAR_UW01
MAR_UW02
MAR_UW03
MAR_UW04 MAR_UW06
MAR_UK01
MAR_KO01
MAR_KR02
	The role of content marketing in the communication strategy of contemporary organisations. Planning and creating content tailored to audience needs and stages of the customer journey. Principles of content distribution in digital channels and methods of evaluating its effectiveness using web analytics. Foundations of professional copywriting in marketing communication. Constructing persuasive and sales texts, using storytelling and the language of benefits, and applying the principles of effective communication. Adapting the tone and style of content to the specific nature of the brand and the audience. Optimising content for SEO. Contemporary trends and the importance of tools based on artificial intelligence in the content creation process.

	

	[bookmark: _Hlk214390835]Programme learning outcome symbols
	Fundamentals of Advertising
	ECTS: 4

	MAR_WG02
MAR_WG06
MAR_WG10
MAR_WK01
MAR_WK05
MAR_UW03
MAR_UW04
MAR_UW06
MAR_UW09
MAR_UO01
MAR_KK01
MAR_KK03
MAR_KR02


	The place of advertising in a company’s marketing communication – the essence, levels and models of communication. Marketing communication and promotion – the concept of Integrated Marketing Communication and non-advertising forms of promotion (public relations, sponsorship, sales promotion and personal selling). Advertising strategy – the concept, origins, characteristics, functions and basic classifications of advertising. Stages of advertising strategy – advertising planning according to S. King and the 6M concept, advertising objectives, recipients of advertising activities, and advertising budgeting. Media strategy – the concepts of media, advertising means and carriers, the classification of advertising media, the advertising market by media, decisions within the media strategy, and the media plan of an advertising campaign. Creative strategy – the concept and characteristics of an advertising message, the structure of an advertising message – defining message content (the type of argumentation), message structure, message form, the source of the message, methods of constructing an advertising message, message elements (headline, illustration, body copy, slogan, brand identifiers, music), and advertising presentation techniques. Advertising in broadcast media (television, cinema, radio) – media consumption statistics, research methods, features, forms, and principles of creating and broadcasting advertisements. Advertising in print media (daily and periodical press, bound and loose publications, outdoor advertising) – consumption statistics, research methods, features, forms, and principles of creating and broadcasting advertisements. Online advertising and other forms of advertising – trade fair and exhibition advertising, merchandising, promotional gadgets and direct advertising. Methods for assessing the effectiveness and efficiency of advertising. Organisation of advertising activity. Legal and ethical aspects of conducting advertising activity.

	

	Programme learning outcome symbols
	Promotion Strategies and Tools
	ECTS: 4

	MAR_WG03 MAR_WG06 MAR_WG10 MAR_WK05 MAR_UW04 MAR_UW05 MAR_UW08 MAR_UK02 MAR_UO01 MAR_KK02 MAR_KO01 MAR_KO03
	The origins and essence of promotion. The relationship of promotion to the elements of the marketing mix – substitutability and complementarity, and synergy effects. The objectives and functions of promotion. The scope and determinants of promotional decisions in an enterprise and their impact on consumers. The specific nature of the advertising message and its place in the structure of promotion. The importance of public relations and sponsorship in promotional activities and their relationship with other forms of promotion. Personal selling – its objectives, determinants and scope of application against the background of other promotional activities. Sales promotion – creating effective sales promotion programmes. Direct marketing. Merchandising as a promotional tool at the point of sale. Selection of promotional activities depending on enterprise objectives. Stages of creating a promotion strategy. “Push” and “pull” promotion strategies. The promotion budget. Factors shaping the level of promotional expenditure. The impact of promotion on consumers – rational and emotional stimuli. Assessment of the effectiveness of promotion programmes. Principles and techniques of self-presentation. Multimedia presentations – structure and selection of visual aids. Legal aspects of conducting promotional activity.

	

	Programme learning outcome symbols
	Search Engine Marketing (SEM) and Website Positioning (SEO)
	ECTS: 3

	MAR_WG03
MAR_WG04
MAR_WG05
MAR_WG11
MAR_WK01
MAR_WK04
MAR_UW01
MAR_UW06
MAR_UW09
MAR_UU01
MAR_KK01
MAR_KO01
	The role of search engines in marketing communication and in the process of acquiring users. The foundations of how search engines operate and the factors affecting website visibility. Principles of organic positioning (SEO), including keyword analysis, optimisation of the structure and technical elements of a website, ensuring high quality and usability of content, and building website authority. Methods of monitoring SEO results and assessing website visibility in search results. Foundations of search engine marketing (SEM) and running paid campaigns. The structure and principles of PPC advertisements, keyword selection, ad design, and campaign optimisation in terms of cost, reach and conversion. Integrating SEO and SEM activities in order to increase the effectiveness of online communication. Principles of search analytics and the use of data to improve marketing strategies. Development trends in SEO and SEM and factors affecting competitiveness in search results.

	

	Programme learning outcome symbols
	Designing Loyalty Programmes
	ECTS: 3

	MAR_WG03
MAR_WG05
MAR_WG08
MAR_WK01
MAR_UW03
MAR_UO01
MAR_KO03
MAR_KR02
	The essence and definition of loyalty programmes. The objectives of loyalty programmes. The typology of loyalty programmes. Factors affecting the effectiveness of a loyalty programme. Stages of designing a loyalty programme. Customer segmentation in loyalty programmes. Offer personalisation. Mechanisms for collecting points and rewarding customers. Gamification in loyalty programmes. Loyalty programmes in e-commerce. Technologies used in loyalty programmes. Analysis of the effectiveness of loyalty programmes. Loyalty programmes in the B2C and B2B sectors. Marketing communication of the loyalty programme. Law and ethics in loyalty programmes. The most common mistakes in designing loyalty programmes.

	

	Programme learning outcome symbols
	Personal Brand Building
	ECTS: 3

	MAR_WG03
MAR_WG05
MAR_WG06
MAR_WG10
MAR_WK05
MAR_UW02
MAR_UW05
MAR_UW06
MAR_UU02
MAR_UU01
MAR_KK02
MAR_KO01
MAR_KO03
MAR_KR01
MAR_KR02 MAR_KO03
	Personal brand (personal branding) – an introduction, its essence, comparison with organisational brands, and examples of personal brands of recognisable individuals. Stages of building a personal brand: from self-analysis to strategy implementation. Future skills – how to build a professional brand in a changing labour market. Communication in building a personal brand – key principles of verbal and non-verbal communication in offline relationships. The art of storytelling: how to tell stories effectively in ways that strengthen the brand. Personalisation of messages in social media. Online image: tools and strategies – creating a professional profile in social media. Business etiquette: dress, behaviour and interactions in the professional environment. Ethics and authenticity in personal branding – maintaining consistency and balance of image through recommendations and word-of-mouth marketing. Personal SWOT.

	

	Programme learning outcome symbols
	Project Preparation Methodology
	ECTS: 3

	MAR_WG01
MAR_WG04
MAR_WG06
MAR_WK01
MAR_UW03
MAR_UO01
MAR_KK02
MAR_KK03
	Project – the essence, objectives and implementation phases. Sources that may be used when planning and implementing a project. Methods of documenting the sources used with respect for intellectual property rights. Identification of problem areas in finance and accounting that may constitute the subject of the project. Establishing the topic and objectives of the project, the target group, and the anticipated effects of the project. Defining project activities, their schedule, budget and possible sources of financing. The detailed project concept – principles of development. Sources of knowledge of varying scientific value and credibility. Searching databases. Principles of intellectual property protection, types of citation systems, and proper documentation of the sources used. Identification of risks related to project implementation and methods of minimising them. Detailed planning of individual project activities. Methods of documenting project activities. Methods for evaluating project activities and the project as a whole. Principles for modifying project assumptions and activities when their implementation becomes impossible.

	

	Programme learning outcome symbols
	Marketing Planning
	ECTS: 3

	MAR_WG02
MAR_WG03
MAR_WG04
MAR_WG08
MAR_WK04
MAR_UW02
MAR_UW03
MAR_UW04
MAR_UU01
MAR_KK01 MAR_KO01
MAR_KR01
	Determinants of the development of marketing and the marketing orientation in the contemporary market. The process of marketing management and managing marketing. The information needs of an enterprise and satisfying them – strategic analysis. Vision, mission and marketing objectives. Marketing strategy. Determinants of marketing strategy selection. Segmentation and selection of the target market – segmentation criteria and procedure, and criteria for assessing the attractiveness of segments. Targeting and positioning. Preparing marketing plans: strategic, tactical and operational marketing planning. The structure of the marketing plan. Organisation of marketing activities – allocation of marketing functions within the enterprise and the use of marketing services. The marketing budget – methods of preparing and allocating financial resources. Strategic and operational marketing control – areas, functions, methods and indicators for evaluating marketing activity. Strategic audit.

	[bookmark: _Hlk200539708]

	Programme learning outcome symbols
	Influence Marketing and Affiliate Marketing
	ECTS: 3

	MAR_WG03
MAR_WG04
MAR_WG05
MAR_WG11
MAR_WK01
MAR_WK04
MAR_UW01
MAR_UW04
MAR_UW06
MAR_UW09
MAR_UU01
MAR_KK01
MAR_KO01
	The role of influencer marketing in the communication of contemporary brands. Principles of cooperation with online creators, the selection of influencers, analysis of their communities, and planning influencer campaigns. Defining objectives, selecting formats, and methods for evaluating the effectiveness of activities. Principles of authenticity and transparency in communication and regulations concerning the labelling of sponsored content. Managing brand reputation in the environment of creators and social media.
Affiliate marketing as a performance-based cooperation model. Designing and running affiliate activities and integrating them with other digital marketing tools. The basic legal conditions governing the operation of affiliate programmes and the responsibility of participants in the cooperation. Identification and limitation of risks arising from unfair practices in the affiliate environment. Contemporary directions in the development of marketing based on cooperation with creators and partners in the digital space.

	
	

	[bookmark: _Hlk214391424]Programme learning outcome symbols
	Psychology of Advertising
	ECTS: 3

	MAR_WG03
MAR_WG05
MAR_WG11
MAR_WK01
MAR_WK02
MAR_WK05
MAR_UW02
MAR_UW03
MAR_UW04
MAR_UW09 MAR_KK01
MAR_KO01
MAR_KR01
MAR_KR02
	Creating the advertising message – the foundations of creative strategy. Visual and linguistic aspects of shaping the advertising message – headline, body copy, slogan, illustration, brand sign, artistic devices in advertising, and indirect and direct imagery. Emotions and mood in advertising – colours, sounds, music, techniques of presentation in advertising and their impact in the affective sphere. The image of the human being in advertising – the typology of advertising characters, functions, features, stereotypes and celebrity endorsement. Physical attractiveness, the canon of beauty, and symbols and archetypes in advertising according to C.G. Jung’s concept. Cognitive processes and advertising – R. Cialdini’s rules of influence, persuasion and manipulation in advertising. Mechanisms of advertising impact – the cognitive, affective and volitional phases of advertising impact. Classical linear models – SLB, AIDA, AIDCAS, DIPADA, DAGMAR, the Lavidge and Steiner model, EPCCA, AAPIS, Joyce’s model, ACALTA and Ray’s model. Krugman’s concept. Models of advertising impact based on communication theories. Meffert’s decision model. Models based on consumer involvement – central and peripheral persuasion, the HSM model, the ELM model, the Rossiter-Percy matrix and the FCB matrix. The mechanism of social and political advertising impact. Dilemmas of contemporary advertising – legal regulations, ethics, controversies and provocations, and artificial intelligence in advertising.

	

	Programme learning outcome symbols
	Omnichannel Marketing
	ECTS: 3

	MAR_WG03
MAR_WG04
MAR_WG05
MAR_WG08
MAR_WG11
MAR_WK04
MAR_UW02
MAR_UW04
MAR_KK01
MAR_KR01
	Single-channel, multichannel, cross-channel and omnichannel channels. Marketing segmentation and multichannel strategies. Marketing strategies and sociological implications in the context of sales channels. Smartphones, tablets and their applications. Customers’ digital movement. Digital retail ecosystems. Showrooming and webrooming. The ROPO effect and its application. Marketplaces and online shops. Postal and courier services in the omnichannel context. Wholesalers and warehouse-accounting software. Integrations and automation of order handling. Building the customer shopping experience and trust in the shop in every sales channel. Recognising and understanding customer needs from the perspective of the selected channel. Conducting a consistent inventory policy, pricing strategy and discount strategy. Geolocation strategies – methodology and application for a selected industry. The RFID method. E-commerce marketing – the macro-environment. E-commerce marketing – the micro-environment. PEST. Porter’s Five Forces analysis. 5G networks. Transformation of the product’s purpose. Generation X, Y, Z and Alpha. Attitudes to and expectations of digital shopping. Sensory marketing and digitalisation. Sixth-sense marketing and the omnichannel mandate in retail sales. The impact of COVID-19 on multichannel marketing techniques. The new individualism of the customer.

	

	Programme learning outcome symbols
	Online Advertising – Forms and Tools
	ECTS: 4

	MAR_WG03
MAR_WG04
MAR_WG05
MAR_WG11
MAR_WK04
MAR_UW01
MAR_UW04
MAR_UW06
MAR_UO01
MAR_UU01
MAR_KK01
MAR_KO01
	The Internet as a communication medium – origins, stages of development, characteristics and functions. The 5C concept – Creation, Content, Central Storage, Conversion, Circulation. The MEDIUM concept – Mass, Economical, Direct, Interactive, Ultrafast, Measurable. The information society as the foundation for the development of online advertising – the concept, development and characteristic features. Online advertising – origins and characteristic features. The evolution of online advertising expenditure. Forms of online advertising – pull type, push type and others. Contextual advertising. Native advertising. Online communities. Social media and their typology. Community marketing. Word-of-mouth marketing. Viral marketing on the Internet. Influencer marketing as a form of promotion in social media. Models of online campaign delivery. Models of payment for online advertising. Assessment of the effectiveness and efficiency of online advertising – methods and indicators.

	

	Programme learning outcome symbols
	Designing Advertising Campaigns
	ECTS: 4

	MAR_WG03
MAR_WG04
MAR_WG05
MAR_WG11
MAR_WK01
MAR_UW04
MAR_UW06
MAR_UW09
MAR_UO01
MAR_KK01
MAR_KO01
	The role of advertising campaigns in the marketing communication strategy. The place of the advertising campaign in the marketing planning process and in brand building. Types of campaigns (sales, image, informational, social, B2B, digital-first). Stages of creating an advertising campaign: situational and competitive analysis, defining the communication problem and objectives (communication, media and business objectives), market segmentation and selection of target groups, and formulation of consumer insight. The marketing and advertising brief – structure, required information, and good practices in cooperation with the agency and the client. Building the communication strategy and the campaign’s “big idea”; the creative concept, key message, key visual and storytelling. Selection of tools and channels: traditional media (press, radio, TV, OOH), digital media (website, display campaigns, programmatic, social media, influencer marketing, content marketing, e-mail marketing), events and PR activities. Shaping a coherent media mix and a 360° campaign. Media planning: basic indicators (reach, frequency, GRP, CPT, CPM, CPC, CPA), schedule of activities, and budget allocation across channels. Tools for monitoring and evaluating campaign effectiveness: media, sales and image indicators, web analytics, and pre- and post-campaign tests. The specific nature of campaigns for SMEs, global brands and non-profit organisations. Ethical and legal aspects of campaigns (consumer protection, greenwashing, stereotypes, communication addressed to sensitive groups).

	

	Programme learning outcome symbols
	Customer Relationship Management (CRM)
	ECTS: 4

	MAR_WG03
MAR_WG04
MAR_WG08
MAR_WK04
MAR_UW03
MAR_UW05
MAR_UK01
MAR_KK01
MAR_KK03
	Selected definitions. Customer relationship management. Customer relationship management as the philosophy of a company’s approach to the customer. Customer relationship management at different stages of the customer relationship life cycle. Creating a vision for maintaining relationships with counterparties (ways of acquiring potential customers, retaining existing customers, obtaining recommendations, preventing customer churn, the scope and manner of obtaining information, etc.). The art of communicating with the customer in the online environment (principles of netiquette, principles of communication with the customer in social media, and legal and financial aspects of conducting e-mail marketing). Foundations of effective management of an organisation’s image crisis (identifying potential sources of crisis, creating an online crisis communication plan, and examples of organisational conduct in image crisis situations). Expected indicators of customer acquisition and retention effectiveness, ways of improving marketing indicators, the indicators most often overlooked, and pitfalls connected with analysing indicators. Selection of a CRM system provider (functionality in relation to the company’s needs, modularity of the system, expandability, integration capabilities, and the scope of post-implementation service).

	

	Programme learning outcome symbols
	Social Media Marketing and E-mail Marketing
	ECTS: 3

	MAR_WG02
MAR_WG03
MAR_WG05
MAR_WG06
MAR_WK05
MAR_UW01
MAR_UW03
MAR_UW04
MAR_UW05
MAR_UW06
MAR_UK01
MAR_UO01
MAR_KO01
MAR_KO03
MAR_KR02
	The role of social media marketing and e-mail marketing in an integrated digital communication strategy. An overview of the main platforms (Facebook, Instagram, LinkedIn, TikTok, YouTube, X) and their specific nature in B2C and B2B. Defining the objectives of social media activities (image, sales, lead generation, community building) and linking them to the marketing funnel. Creating a brand presence strategy in social media: selecting target groups, segmentation, and choosing the tone of communication and content formats. Planning and creating content (posts, stories, short videos, live broadcasts, engaging content), the foundations of storytelling, and community management (moderation, responding to comments, and handling crises in social media). Foundations of paid advertising in social media (campaign objectives, targeting, budget, A/B tests and optimisation). Basic social media analytics tools (platform statistics, simple dashboards, and indicators such as reach, engagement, CTR and conversions). The role of e-mail marketing in customer relationships and communication automation. Building and segmenting mailing lists in accordance with the principles of permission marketing and GDPR requirements. Types of e-mail campaigns (newsletters, promotional campaigns, welcome sequences, reactivation campaigns) and good design practices (subject, preheader, content, CTA and mobile appearance). Basic indicators of e-mail marketing effectiveness (open rate, click-through rate, conversions, unsubscribes and spam complaints) and their interpretation. Integration of social media and e-mail marketing activities with other digital channels (website, SEO/SEM, display campaigns). Legal and ethical aspects of digital communication (protection of personal data, marketing consents, spam, and responsible content towards vulnerable groups).

	

	Programme learning outcome symbols
	Sponsorship and Event Organisation
	ECTS: 3

	MAR_WG02
MAR_WG05
MAR_WG06
MAR_WK01
MAR_WK02
MAR_WK05
MAR_UW02
MAR_UW03
MAR_UW06 MAR_KK02
MAR_KO01
MAR_KO03
MAR_KR02
	The concept of sponsorship in marketing – marketing paradigms, sponsorship marketing, and sponsorship within the marketing-mix and promotion-mix instruments. The concept, origins, objectives and areas of sponsorship. Sponsorship versus patronage, public relations and advertising. The nature of sponsorship – financial, in-kind and service-based. Classifications of sponsorship according to the nature of the sponsored party, the way the sponsor’s name is exposed, the number of sponsors, the activity of sponsors, the scope of activities and diversity of sponsored fields, and the duration of the relationship between sponsor and sponsored party. Areas of sponsorship use – sport, culture, art, science, education, healthcare, the social sphere, consumer protection and local government activity. Sponsorship strategy – design, implementation, publicity and cooperation with the media. Product placement as a form of sponsorship – the concept, forms, principles and areas of use. Legal regulations of sponsorship activity and the sponsorship agreement. Risks, barriers, dilemmas and the future of sponsorship. Event marketing – features and benefits of event marketing. Types of marketing events (trade fairs, exhibitions, conferences, seminars, corporate events, sporting events, cultural events, virtual events and webinars). Organisation of marketing events – design, implementation and evaluation of results. Tools used in event marketing.

	

	Programme learning outcome symbols
	Media Relations
	ECTS: 3

	MAR_WG04
MAR_WG08
MAR_WK01
MAR_WK03
MAR_WK05
MAR_UW02 MAR_UW04
MAR_UW06
MAR_KK01 MAR_KK02
MAR_KK03
MAR_KO02 MAR_KR01
	The act of communication, its types and barriers to communication. Mass media. Disinformation in the media. The Internet and digital media. Media doctrines. Political and economic determinants of the media. Ethics in the media. Functions of the media. The media and information policy of major powers and COVID-19. Principles of positive relations with the media. The press release. The interview. Communication in social media. Digital advertising. The language of the media. Visual communication. Media models. The press and news. Public relations in the media. Organisation of press conferences. The mediatization of politics.

	

	Programme learning outcome symbols
	Social Project
	ECTS: 4

	MAR_WG03
MAR_WG08
MAR_WK02
MAR_WK05
MAR_UW02
MAR_UW03
MAR_UW04
MAR_UW07
MAR_UW08 MAR_UU01
MAR_UU02
MAR_KK02
MAR_KO01
MAR_KO02 MAR_KO03
MAR_KR01
	Techniques, tools and stages of project preparation. Substantive discussion of students’ individual projects. A report on the implementation of project activities. The final project implementation report – principles, requirements, method of preparation and scope of content. Presentation of the course and results of the project – as an example of a public presentation. Principles of public speaking. A multimedia presentation – as an auxiliary tool in public speaking. Principles of proper preparation of multimedia presentations. Features of good presentations and the most common mistakes in multimedia presentations. Analysis of sample presentations. Substantive discussion of students’ individual projects. Substantive discussion of final reports of students’ individual projects. Substantive discussion of the multimedia presentations of individual students. Practice in presenting one’s project orally while simultaneously using a multimedia presentation – before the group. Direct preparation for the diploma examination – discussion of its course and principles.

	

	Programme learning outcome symbols
	Internship
	ECTS: 24

	MAR_WG02
MAR_WG04
MAR_WG06
MAR_WK01
MAR_WK04
MAR_WK05
MAR_UW02
MAR_UW03
MAR_UW07
MAR_UK01
MAR_UO01 MAR_UU02
MAR_KK02
MAR_KK03
MAR_KO01 MAR_KO03
MAR_KR01
	Characteristics of the internship venue and familiarisation with the nature of the activity carried out by the organisation in which the internship takes place. Learning about the organisational structure, legal foundations, working conditions and the characteristics of work specific to the organisation, with particular emphasis on the role of the marketing specialist. Characteristics of the most important departments operating within the organisation in which the internship takes place. Learning and observing the occupational health and safety rules and regulations applicable at the positions where the internship takes place. Characteristics of the ways in which principles are implemented, as well as of the methods, work techniques and equipment used. Characteristics of the scope of activities carried out in the organisation, especially at positions useful from the perspective of the organisation’s marketing activities. Familiarisation with the key documents used for performing marketing tasks. Active participation in work related to the organisation’s marketing management. Discussion of processes occurring as a result of changes in the organisation’s environment. Preparation of reports and presentations specific to the tasks carried out during the internship. Development of one’s own opinions and observations, including identification of problems in the field of marketing management.

	




Methods of verification and assessment of learning outcomes achieved by the student throughout the entire cycle of education

The methods of verifying learning outcomes obtained in the educational process in first-cycle studies in Marketing include:
1) oral and written examinations (descriptive, test-based);
2) oral and written pass assessments (descriptive, test-based);
3) class tests;
4) individual or team preparation of a paper, essay, etc.;
5) individual or team preparation of a project;
6) preparation of reports, assigned homework and similar work – individually or in teams;
7) solving problem tasks during and outside classes – individually or in teams;
8) multimedia presentations delivered and prepared individually or in teams;
9) oral statements, activity during classes, participation in discussion, debate, etc.;
10) case analyses;
11) the diploma examination;
12) other specific and special forms of verification of assumed learning outcomes indicated in the course descriptions (syllabuses).

Assessment of the degree to which the assumed learning outcomes have been achieved covers all categories of learning outcomes (knowledge, skills, social competences). The choice of verification methods should take into account the specific nature of particular categories of learning outcomes, as well as the specificity of the course and contemporary social conditions and technological possibilities for their verification.

At the University, the rule applies that verification of learning outcomes in classes conducted in the form of lectures is carried out by means of a final graded examination (during the examination session), whereas the other forms of classes allow both ongoing verification of learning outcomes during the semester and verification at the end of the semester, and end with a graded pass. In the case of students with disabilities, depending on their individual needs, alternative methods of verifying learning outcomes are determined that take into account their individual needs.

The method of verifying learning outcomes obtained from the entire cycle of education at the first-cycle level in Marketing is the diploma examination.

When verifying learning outcomes, it is assumed that obtaining a positive grade in the examination or pass assessment completing a course, as well as in the diploma examination, confirms the achievement of all learning outcomes established for the elements of the learning process. The level of learning outcomes achieved follows from the grade awarded.

The Study Regulations specify the grading scale used within the process of verifying learning outcomes, and the Rector’s Order specifies the internal assessment system, being a set of rules concerning the assessment of students in terms of their mastery of learning outcomes, as well as the general criteria for awarding a given course grade (see Table). The Study Regulations also provide for pass/fail assessments (respectively: pass/fail). This concerns mainly classes that do not require graded verification of learning outcomes (e.g. sports and recreation classes, Health and Safety at Work).


Grading criteria in the process of verifying learning outcomes
	
Grade
	
Description of requirements
	Required percentage of learning outcomes achieved for the course

	excellent (6.0)
	The student achieved learning outcomes quantitatively or qualitatively exceeding the scope provided for by the course curriculum, in particular: has knowledge significantly exceeding the scope specified by the course curriculum, independently identifies and solves theoretical and practical problems, can use knowledge in new problem situations, and uses scientific and professional terminology correctly and fluently.
	> 90% and additional achievements exceeding, quantitatively or qualitatively, those provided for the very good grade

	very good (5.0)
	The student has mastered the full scope of knowledge and skills specified in the course curriculum, independently solves theoretical and practical problems, can use knowledge in new problem situations, and correctly uses scientific and professional terminology.
	

min. 90%

	good plus (4.5)
	The student achieved learning outcomes above the requirements for the good grade, but insufficient for the very good grade.
	min. 85%

	good (4.0)
	The student has mastered most of the knowledge and skills specified by the course curriculum, solves typical theoretical and practical tasks, and formulates basic concepts and laws in scientific and professional terms.
	

min. 70%

	satisfactory plus (3.5)
	The student achieved learning outcomes above the requirements for the satisfactory grade, but insufficient for the good grade.
	min. 65%

	satisfactory (3.0)
	The student has mastered the basic knowledge and skills specified by the course curriculum, solves typical theoretical and practical tasks of medium difficulty, makes minor terminological errors, and conveys knowledge in language close to everyday usage.
	

min. 50%

	unsatisfactory (2.0)
	The student has not mastered the indispensable minimum of basic knowledge and skills specified by the course curriculum, is unable to solve tasks of low difficulty, makes gross terminological errors, and their manner of expression is clumsy.
	less than 50%



Assessment of the achievement of learning outcomes is carried out at the following stages:
· during the implementation of learning outcomes within a given course/module and after its completion by means of verification of learning outcomes carried out for each student by the teacher/examiner;
· after completion of the programme of a given course/module by means of verification of learning outcomes carried out by the teacher/course or module coordinator;
· after the end of each semester by means of verification of learning outcomes achieved by students of the programme;
· during the diploma examination by means of verification of learning outcomes carried out for each student by the examiners participating in the diploma examination;
· on an ongoing basis through assessment of the implementation of learning outcomes carried out by classroom observers;
· after completion of each cycle of education by means of verification of learning outcomes according to quantitative indicators and by monitoring graduates’ careers and assessing their functioning in the labour market.


Rules and form of internships
The general rules for organising an internship, templates of the necessary documents, the tasks of internship supervisors, and the procedure for completing an internship are set out in the University’s Internships Regulations. The Regulations stipulate, among other things, that the University provides internship opportunities for students and concludes an agreement for this purpose with the internship provider, or approves internship venues indicated independently by the student by issuing a internship referral. In addition, a student may complete the internship on the basis of professional work performed (provided that it enables the achievement of the learning outcomes envisaged for the internship), within the ERASMUS+ programme, as part of the activities of a student research club at VIZJA University, and through volunteering. The obligatory method of documenting the course of the internship and the tasks completed during it is the “Internship Diary” kept by the student.
The detailed rules for the implementation of internships in a given degree programme, including the purpose of internship, learning outcomes, curricular content, placement of internship in the study plan, duration of internship, methods of verification and assessment of students’ achievement of the learning outcomes assumed for internship, the method of documenting the course of internship and the tasks completed during them, the criteria to be met by the units where internship take place, the rules for approving a internship venue selected independently by the student, and the conditions for qualifying a student for internship, are specified in the internship programme.
Student internship aims to familiarise students with practical issues related to the chosen field of education and with the realities of practising the profession by enabling them to acquire knowledge, experience, and skills and to shape attitudes in the real conditions of operation of an entity (enterprise, institution, or organisation). The primary objectives of the internship are:
1. familiarisation with the organisation and functioning of the entity (enterprise, organisation, institution);
1. performing, in real-life conditions, selected work, tasks or activities typical of the field of study;
1. analysis and assessment of a selected area of the entity’s activity (enterprise, organisation, institution) and, where appropriate, proposing a remedial plan.
Internships are carried out in the third year of studies for a total duration of six months. An internship may be completed in more than one organisation, but the total number of completed hours should not be less than 720 hours. The student begins an internship in semester V. In exceptional circumstances justified by the student, the internship may begin earlier. This requires the student to submit an application stating the reasons for the earlier commencement of the internship.
The curricular content implemented during the internship should reflect the specificity of the tasks assigned in a given organisation. During the internship, the student becomes familiar with the health and safety rules and regulations applicable in the organisation. Regardless of the type of organisation, during the internship the student learns about the general objectives and tasks carried out by the organisation and – in more detail – the duties and tasks of employees employed in the organisation. The student becomes familiar with the scope of the company’s activities, the company’s documentation, statutes, organisational structure, work processes and – where available – its strategy and development plans, computer programs and economic results, etc. In particular, the student becomes familiar with the methods and tools specific to the work used in the organisation and learns to apply at least some of them in practice under the supervision of the workplace internship supervisor. These methods and tools may vary depending on the specificity of the organisation. The student may also become familiar with other or interdisciplinary methods and tools used in the organisation. The student should be acquainted with the rules applicable when performing professional activities and tasks in relation to superiors and co-workers, including other specialists working in the organisation. In addition, the student shall become familiar with the rules, standards, and forms of work required for the proper functioning of the organisation, and get to know the people, the working atmosphere, interpersonal relations in that environment, and the organisational culture. Thanks to the internship, the student will develop the ability to observe and understand the working environment as well as the rules and customs adopted in it, and the informal and formal laws governing it. During the internship, the student should become familiar with the ethical principles and legal regulations governing work in the organisation and in relation to the specific activities and tasks entrusted to them, through observation and then gradual participation in the ongoing operational activities of the selected organisational unit (or selected units).
[bookmark: _GoBack]During the internship, the student should be provided with the possibility of applying the acquired knowledge and skills to solve specific problems or practical tasks within the field of study. In the content provided to the student, particular emphasis should be placed on the relationship between knowledge, skills, and their practical application. At the same time, the student should be shaped to adopt an attitude of humility and awareness of the limits of their own professional competences.
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