	Course title
	Principles of Marketing

	Lecturer
	dr hab. prof. UE Ryszard Kłeczek 

	Level
	bachelor

	Length
	60 / L: 30, W:30

	Type
	major course

	Form
	lecture, workshop

	Content
	1. How marketing contributes to business value?  

	
	2. Marketing as business function. How marketing actions influence both non-financial  and financial value drivers in short and long term. 

	
	3. Buyer behavior: buying motivations and relevant benefits: consumers,  business buyers and investors. Market segments.   

	
	4. How buyers (over/under/mis)value the offer’s impact on their value (b2b buyers) or better life (b2c)? Supplier-buyer asymmetric information. Buyer literacy. Signaling of unobservable product characteristics. Buyer sovereignty and its protection. 

	
	5. Buyer behavior research. User experience research technics and product/offer design. Positioning research and decisions.

	
	6. Concept of internal buyer in business. Influence of internal marketing (mission, vision, values, activities) on business effectiveness (intrapreneurship).

	
	7. Shaping the market offerings. The offers, product brands, corporate brands and business models (analysis and change/innovation) as sources of competitive advantage.

	
	8. Communicating value. Marketing communication, its instruments and effects.

	
	9. Delivering value. Marketing channels design and performance.

	
	10. Special problems in services marketing. Revenue management in services.

	
	11. Controlling of marketing effectiveness. Influence of motivational systems (hard institutions) on marketing effectiveness.

	
	12. Budgeting in marketing: cost behavior and the use of activity based costing.

	
	13. How marketing principles and tools may be used outside business: marketing of social innovation/change.

	
	14. Sustainability and ethical problems and marketing.

	
	15. Summary: effectiveness of marketing activities.

	Prerequisites
	English language proficiency

	Learning outcomes
	Knowledge: Students understand the model of marketing effectiveness (how marketing contributes to business value) 

	
	Skills: Students are able to combine both marketing and non-marketing tools when making marketing decisions

	
	Competences: Students are able to present and discuss marketing decisions using criteria of business efficiency 

	Selected literature
	1. Kotler Ph., Keller K., Marketing Management, Prentice Hall, New Jersey 2012

	
	2. Kotler Ph., Marketing Management, Prentice Hall, New Jersey 2001

	
	3. Burnett J., Core Concepts of Marketing, The Global Text Project 2008 

	
	4. Kłeczek R., NPV-relevant product description and b2b marketing contribution to value creation, “Management and Business Administration Central Europe” 2014, nr 4, s 109-117 (pdf)

	
	5. Charter M., Peattie K., Ottman J., Polonsky M.J., Marketing and Sustainability, http://cfsd.org.uk/smart-know-net/smart-know-net.pdf

	Teaching tools
	lecture , short cases linking marketing and non-marketing information, group work and discussion

	Form of examination
	individual home assignment and written exam


