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Subject objectives

The aim of the course is to familiarize students with the specifics of social marketing, the instruments used to

achieve its objectives, and the particular role it plays in social life.
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Learning outcomes

Course outcome

Subject outcome

Method of verification

[ZARZMU2_W03] The student has
an extended knowledge of the
organizational and legal forms of
establishment and functioning of
enterprises and the development
of various forms of individual
entrepreneurship in Poland,
knows and

understands advanced concepts,
principles and legal norms and
regulations governing the
functioning of business entities.

The student possesses knowledge
about the use of social marketing
in various forms of enterprises,
both in small businesses run by
individual entrepreneurs and in
large economic entities, taking into
account the specific legal
regulations that govern their
operations.

[SW2] presentation/project/paper/
report

[ZARZMU2_KO01] The student is
aware of the depreciation of
knowledge over time and
understands the need for lifelong
learning and deepening of
knowledge in both academic and
non-academic modes. The
student is able to inspire and
organize the learning process of
others.

The student acquires
competencies that can be utilized
both in organizational work and in
social activities, making them
individuals aware of the necessity
of continuous self-improvement
and the development of others,
especially in areas related to
social responsibility, sustainable
development, and corporate social
engagement.

[SK2] presentation/project/paper/
report

[ZARZMU2_K02] The student is
aware of the need to supplement
and expand the acquired
knowledge and skills and strives
to combine knowledge from
different fields and disciplines of
science interdisciplinarily. The
student can inspire others to learn.

The student is aware of the need
to continuously update and
expand their knowledge to keep
up with current trends and new
marketing tools. They are able to
inspire others, which is particularly
important in the context of
educational campaigns, CSR
programs, and initiatives
promoting social responsibility and
sustainable development.

[SK2] presentation/project/paper/
report

[ZARZMUZ2_UO07] The student can
search for detailed information to
make rational and complex
decisions of an operational and
strategic nature in enterprises.

The student is able to analyze and
gather information from various
sources in order to make
decisions regarding the
implementation of social
campaigns, the selection of
appropriate marketing tools, and
the adaptation of strategies to
both social and business needs.

[SUZ2] presentation/project/paper/
report

[ZARZMU2_U02] The student can
use the legal acts to regulate the
formal and legal organization of
the establishment and operation of
enterprises in Poland in an in-
depth way.

The student is able to identify and
utilize social marketing
instruments, while also
understanding how these activities
are regulated by applicable laws,
particularly in the areas of
conducting social campaigns, data
protection, and corporate social
responsibility principles

[SU2] presentation/project/paper/
report

[ZARZMU2_W11] The student
knows and understands in an in-
depth manner the principles of
obtaining and using various types
of resources in the implementation
of the development objectives of

the enterprise.

The student is able to identify
social resources, such as social
trust, stakeholder engagement,
and social capital, which are
essential for achieving both social
and business objectives.

[SW2] presentation/project/paper/
report

Subject contents

Definition of social marketing

The place of social marketing among other marketing fields

Instruments of social marketing

The role of social marketing in solving social problems

Target audiences of marketing activities in social marketing

Entities involved in shaping social change
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Prerequisites
and co-requisites

Knowledge of basic concepts in marketing and marketing management.

Assessment methods
and criteria

Subject passing criteria

Passing threshold Percentage of the final grade

presentation

The presentation method, 60.0% 25.0%
involvement of individual team

members

The substantive content of the 60.0% 75.0%

Recommended reading

Basic literature

1. A. Czubata, A. Jonas, H. Wojnarowska, Marketing spoteczny
przedsigbiorstw komercyjnych, Wydawnictwo Uniwersytetu
Ekonomicznego w Krakowie, Krakéw, 2017

2. Marketing spoteczny dla NGO, praca zbiorowa, Akademia Rozwoju
Filantropii w Polsce, 2006

3. W. Drozd, Marketing spoteczny w krwiodawstwie. Jak rozmawia¢ z
ludzmi, zeby oddali krew, CeDeWu, Warszawa, 2016

Supplementary literature

1. Maison D., Prochenko P., Stafiej A., Propaganda dobrych serc, czyli
rzecz o reklamie spotecznej, Agencja Wasilewski, Krakéw 2002,

2. Limanski A., Drabik I.: Marketing w organizacjach non-profit,
Warszawa 2007

eResources addresses

Podstawowe

https://wiz.pb.edu.pl/akademia-zarzadzania/wp-content/uploads/sites/
3/2023/09/1.3.-D.-Makowski-J.-Grzes-Buklaho-Rola-kampanii-
spolecznych-w-kreowaniu-wizerunku-przedsiebiorstw.pdf - The role of
social campaigns in shaping the image of enterprises

Uzupetniajace

Adresy na platformie eNauczanie:

Example issues/
example questions/
tasks being completed

Provide examples of social campaigns carried out in Poland and abroad

Provide examples of campaigns with varying reach, target groups, and organized by different entities

Identify and describe the marketing mix tools used in the selected campaign

Evaluate the selected campaign in the context of the goals set by the organizer and the actual outcomes

achieved

Work placement

Not applicable
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