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STUDY MODULE DESCRIPTION FORM

Name of the module/subject Code
Internet and mobile marketing 1011105311011148338
Field of study Profile of study Year /Semester
(general academic, practical)
Engineering Management - Part-time studies - (brak) 1/1
Elective path/specialty Subject offered in: Course (compulsory, elective)
Enterprise Management Polish elective
Cycle of study: Form of study (full-time,part-time)
Second-cycle studies part-time
No. of hours No. of credits
Lecture: 12  Classes: - Laboratory: - Project/seminars: - 2
Status of the course in the study program (Basic, major, other) (university-wide, from another field)
(brak) (brak)
Education areas and fields of science and art ECTS distribution (number
and %)

technical sciences 100 2%
Responsible for subject / lecturer: Responsible for subject / lecturer:

dr inz. Marek Golinski dr inz. Magdalena Graczyk-Kucharska

email: marek.golinski@put.poznan.pl email: magdalena.graczyk-kucharska@put.poznan.pl

tel. 61 665 3403 tel. 61 665 3403

Engineering Management Engineering Management

ul. Strzelecka 11, 60-965 Poznan ul. Strzelecka 11, 60-965 Poznan

Prerequisites in terms of knowledge, skills and social competencies:

The basic knowledge of marketing, management and information technology.
1 Knowledge
. The student is able to interpret and describe: phenomena that affect the business, marketing
2 Skills processes in the company. Also is able to assess the possibilities of achievement the
objectives while maintaining good relations with partners and colleagues.
3 Social The student is aware of his/her knowledge of marketing and the science of organization and
competencies management, also understand and analyze the main social phenomena associated with them.

Assumptions and objectives of the course:
Mastery of knowledge and skills in the field of Internet and mobile marketing.

Study outcomes and reference to the educational results for a field of study

Knowledge:

1. The student knows in depth the methods and tools modeling of information processes. - [K2A_W08]
2. The student knows the methods and tools of modeling decision-making processes. - [K2A_W09]

3. The student knows in depth the methods of data collection about the participants behaviour of foreign market. -
[K2A_WO011]

4. The student has in-depth knowledge of the change processes of the organizational structures and management of these
changes. - [K2A_W015]

Skills:

1. The student know how to use the theoretical knowledge to describe and analyse of the causes and processes and
phenomena of social (cultural, political, legal, economic) and is able to formulate their own opinions, and choose the critical
data and methods of analysis. - [K2A_U02]

2. The student is able to analyze properly the causes and course of the processes and phenomena of social (cultural,
politycal, legal, economic), to formulate their own opinions on this subject and put the simple hypothesis as well verify them. -
[K2A_U03]

3. The student has the ability to use their knowledge in the various field and forms, extended to a critical analysis of the
effectiveness and suitability of applied knowledge. - [K2A_U06]

Social competencies:

page 1 of 2




http:// www .put.poznan.pl/

Poznan University of Technology European Credit Transfer System
Faculty of Engineering Management

1. The student is aware of the validity of the behaviour in a professional way, respect the rules of professional ethics and
respect for the diversity of views and cultures. - [K2A_K04]

2. The student is aware of the interdisciplinary knowledge and skills needed to solve complex problems of the organization
and the need of create interdisciplinary teams. - [K2A KO06]

Assessment methods of study outcomes

Forming credit:
a) exercise: on the basis of the current progress of the tasks;
b) lectures: on the basis of answers to questions related to the material discussed during previous classes.

Summary credit:
a) exercise on the basis of: (1) systematically delivered exercises, (2) discussions held on the tasks completed exercises, (3)
the form and quality of prepared materials;

b) lectures: (1) a written test with multiple-choice answers, of which at least one answer is correct, each question is scored on
a scale from 0 to 1; the credit of the lectures is obtained after at least 55% of the points; (2) discussion of the results of
assessment.

Course description

- The nature and importance of Internet marketing and mobile technologies

- The producy and its structure in Internet and mobile marketing

- Impact of mobile technology and the Internet for product pricing

- Sales and distribution via the Internet and mobile technologies

- Promotion on the Internet

- Designing and building web campaign websites and mobile applications

- Prospects for the development of network technologies and their impact on the theory and practice of marketing

Basic bibliography:
1. C. Krum, Mobile Marketing: Finding Your Customers No Matter Where They Are, Pearson Education, Inc., USA, 2010
2. McLeod A., Marketing internetowy w praktyce: jak rozkreci¢ dochodowy biznes w Internecie, Internetowe Wydawnictwo

Additional bibliography:
1. AJ. Grandys, Marketing i technologia informacyjna. O zwigzkach strategii marketingowych i strategii IT. Lodart, £6dz 2000

Result of average student's workload

. Time (workin
Activity ( 9
hours)
1. Lecture 15
2. Exercise 15
3. Exercise consultation 4
4. Preparing for exercise 15
5. Preparing to pass the lecture
6. Discussion of the results of assessment 2
Student’s workload

Source of workload hours ECTS
Total workload 60 2
Contact hours 36
Practical activities 30 1
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