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Podstaw marketingu 

managerial accounting 

1. Marketing function ih the firm.  
1.1. The concept of financial and non-financial value drivers. 
1.2 Relations between goals of the firm and marketing goals 
2. Marketing in business-to-business relations. 
2.1. b2b purchase decision and value drivers 
2.2. B2b buyer situation analysis 
2.3. B2b offer description in term of value drivers 
3. Marketing in business-to-consumer relations 
3.1. B2c buying decisions 
3.2. B2c buying decisions research: problem formulation, method of the problem solution: selecting of the variables, data gathering and analysis, 
getting results, formulation of managerial implications) 

case studies, managerial analysis 

to teach students: (1) how to analyze and solve managerial problems and (2) how to manage the research (scientific) project in marketing 

individual research project in marketing 
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