
MARKETING - DESCRIPTION OF THE PROGRAM CONTENT – 4 ECTS

This course is designed to serve as an introduction to the basic principles of marketing, practices, and the application of these practices.  This course examines our present-day marketing system from a managerial point of view and has a current events component to help emphasize the marketing principles in today’s business world.  Subjects covered include:

1. The role and tasks of marketing in the functioning of the institution
2. Basic marketing instruments - product, price, promotion, distribution
3. The use of marketing instruments in the organization - the concept of marketing mix
4. Developing effective marketing strategies
5. Modern forms of marketing
But also: consumers, market research and target markets, feasibility analysis, products, promotion, channels of distribution, pricing, international marketing and use of technology in marketing.  The majority of class time will be spent in exercises discussing the various solutions to marketing cases by the application of marketing principles.

Upon satisfactory completion of this course, students will be able to demonstrate comprehension and application of the following skills:

1. Define the term marketing and explain its role and importance in an individual firm and the overall economy. 

2. Understand the importance of strategic marketing and know the basic outline for a marketing plan: 

· Analyze the external environment to identify opportunities or challenges to a business.

· Identify and classify marketing segments and targets, demonstrating the use of marketing research techniques. 

· Create and use a mission statement, SWOT analysis and SMART goals. 

3. Describe the elements of the marketing mix (4Ps of marketing): 

· Product: Explain the use of product mix and life cycle in a marketing strategy 

· Place / Marketing Channels: Identify different marketing channels and develop distribution strategies. 

· Promotion / Advertising: Describe the role of advertising and public relations in marketing a product or service. 

· Pricing: List and explain a variety of pricing objectives. 

4. Create and present the components of a working marketing plan 

Business Management – 2 ECTS

Course contents: 

· The essence and functions of management. 
· The goals of the enterprise. 
· Classic concepts and tools for managing a modern enterprise. New wave and the concept of "intelligent" enterprise. 
· Business Intelligence System concepts and tools in enterprise management. 
· The concept of "agility" of management as rooted in "slenderness" and the World Class Manufacturing Practices, a response to the ineffectiveness of the waste elimination paradigm. Economy based on intelligent digital technologies. 
· Modern enterprise as an object of cyber attacks. 
· Contemporary corporate enterprises. Concepts and tools of organizational innovativeness of the enterprise. 
· Models of decision-making processes in enterprise management. Specialization, differentiation and diversification as a path of strategic development of a modern enterprise. 
· Enterprise strategies. 
· Managing people as the basic managerial function. Leadership as a management innovation
· Management as a scientific discipline: (genesis and subject of management science, the essence of management, development of management science - precursors and main trends).

· Organization in the environment as a management object:

· (organization as the subject of management theory, as a socio-technical system, components of the organization - people, technologies, processes, organization environment).

· Management objectives and functions: (planning and making decisions, organizing, managing, motivating, controlling).

· Organization in the environment as an object of management: (organization as a socio-technical system, components of the organization - people, technologies, processes, organization environment) - case study.

· Management as an information and decision-making process: (information and communication in management, decision-making process and evaluation of the efficiency of activities).

Basics of Management – 4 ECTS
1. Basic principles of management practice in various organizations. 
2. Introduction to the subject. Presentation of the basic concepts of work organization and management. The concept and scope of the theory of organization and management. Evolution of management sciences in the 20th century: classical, behavioral, quantitative, systemic, situational school, contemporary management trends.

3. Organization as an object of management in the distant and closer environment. Types of organizations functioning in the economic system of the country.
4. Overview of the most important elements of the organization: human, information, financial and material resources.
5. Presentation and discussion of various organizational structures of commercial and non-commercial organizations.
6. Mission, vision and strategic goals of the company.
7. Analysis of human potential in the enterprise.
8. Motivating employees to achieve their own and enterprise goals.
9. Organizational structure - types, conditions and directions of evolution.
10. SWOT analysis as a strategic method of organization management.
11. Ethical and cultural management context. Corporate social responsibility
12. Motivating methods - management by goals, delegating powers, motivating techniques. Motivating forms of organization.
13.  Power and leadership in the organization. Basic management styles. Decision making process in the organization. Basic planning elements - importance of planning, hierarchy, functions and types of plans in the organization.

14. Organizational structure as an element of management. The manager's function in the organization. Organizational structures of modern enterprises as an element of management. Organization building processes. Reactions between the organization and the environment - functions and goals. Reactions between the organization and the environment - functions and goals.

Content (Syllabus outline): 

1. Fundamentals of management and organization
2. Innovations of management 
3. Images and development the organization 
4. Systems thinking and management 
5.Organizational policy and stakeholder interests 
6. Philosophy and culture (values, ethics and morals) in the organization 
7.Managing affairs and decision making
8. Organization performance
9. Management tools to governance changes in organization

10. The essence and importance of enterprise management.

11. Methods of identification and analysis of entities from the organization's environment. The process of planning and making decisions in the enterprise.

12. Power and management styles.

13. Change management in the enterprise.

14. Organizing in terms of organizational structures.

Media Relations – 3 ECTS
Students become acquainted with the specificity of media relations phenomena, the basic conceptual apparatus used in the field of this discipline, the characteristics of basic types and types of media materials and messages, as well as the complex repertoire of tools and techniques used in relations with the media. In addition, the emphasis is on the so-called new PR - PR on the Internet in its many varieties and tools used by it
Course Description

This course is designed to teach participants how to deal with the news media during news conferences, news conference preparation, news interviews and news inquiries. The course teaches participants how to keep their news conferences, interviews, and messages on-track during an interview or news conference. “Breaking News” simulations will enable participants to react to crisis situations where public information needs to be distributed in the most effective manner. 

Course Topics

· Use transitions to keep your message on track.

· Ensure that YOUR message gets reported.

· Prepare effective news releases.

· Turn negative press into positive press.

· Manage tricky questioning.

· Use the Social Media effectively.

· Media relations and their importance for the company (definitions, basic MR activities, the place of the organization-media relationship in the PR strategy, media - intermediary and witness).

· Media relations: towards practice - rules, strategies, tools (principles of cooperation with journalists, defining target groups, creating documents - good old press release and new, also good forms of providing information (video, invitations, media events, press events, the role of news, the role of pseudo-events, framing, discussions of pseudo-experts).

· Media relations in new media - about how the Internet has changed communication in PR (Internet as a space for PR activities (also about the new economy, new consumer, new principles of WeB 2.0 marketing), entities operating in the network, old media - new media, dependencies and influences, Journalists and journalism on the web and what PR needs to know about it).

Content of lectures:

1. Principles of functioning of the media market, editorial work, rules of journalists' work.
2. Press list as a tool for contacts with journalists.
3. Rules for constructing a press release. Writing press releases on a given topic.
4. Principles of organizing a press conference.
5. Practical exercises in the field of utterances for the media.
6. Social media in conducting media relations activities.

Social Communication – 2 ECTS
One must communicate. Considering all that is involved, it is amazing that communication happens at all. In this session we will experiment and explore interpersonal communication habits and patterns. What works and what doesn’t. How can we decrease misunderstandings in communicating? Why are they behaving/communicating like that? What is involved in the art of listening? How to confront? How does competition affect communication? How does my inner self affect my outer self communications?

Content of lectures:

· Social communication classes: basic introduction, place among other sciences, basic divisions of social communication, the importance of communication in human life, the communication process and its elements.

· Means, functions, models of communication.
· Social conflicts, types of conflicts, methods of conflict resolution and dealing with them.

· Interpersonal communication, verbal communication, non-verbal communication, differences in communication due to gender.
· The role of mass media in postmodern society, functioning, influencing society, mass communication.
· Interpersonal Communication Theory: A broad overview of the fundamental theories and principles of verbal and non-verbal communication across a variety of contexts, including interpersonal and group communication, mass communication, communication for social influence, communication in corporate environments, political communication, and more. Major advancements in the field of interpersonal communication, and how to analyze and write formal academic criticisms of current trends in communication.
· Fundamental Theories of Communication: The basic theories of interpersonal communication, mass media, and digital media technologies and their impact on human interactions. Contemporary issues in communication and how to understand them through various sociocultural and political lenses. 

What are social communication skills?

· Why is social communication important?

· What are basic social skills?

· Distinct advantages of having well developed social skills.

· components of social communication?

Students focus on how culture and communication interact with each other, and how social movements impact communication and vice versa. In addition to studying essential and advanced theories of communication, students also learn the core principles of effective communication and how to apply these principles in professional, social, and interpersonal settings.

Social Media Marketing – 2 ECTS

Course Description:

Social media represents one of the hottest topics in marketing today.  This course seeks to understand its role as  a communication tool and how social media can be utilized in the development of an integrated marketing communications strategy.

Social Media Marketing: 

Social media are the services, tools, and platforms that allow users to share information with one another. The various applications and their use differ from country to country, with social networking sites such as Facebook dominating social media usage in most Asian countries, while online bulletin boards and blogs are the respective choices of consumers in China and Japan. The growth of these channels can be attributed largely to the desire for honest and non-commercialized opinions and information found in social forums and professional blogs. This growth has accelerated through the integration of internet, mobile devices, and television in many markets. Social media marketing occurs when marketers utilize the services, tools, and platforms in addressing each stage of the consumer decision making process (problem recognition, information search, alternative evaluation, purchase and  post-purchase processes) by utilizing the two-way communication that social media affords. This course seeks to create an understanding of  consumer psychology that fuels the need for social media, the social media tools and services used by consumers, and how to create marketing strategies that utilize our understanding of  consumer psychology while advancing organizational goals.

Course Objectives:

· Understand consumer motives for seeking out and utilizing social media services, tools, and platforms. 

· Identify and describe the different social media services, tools, and platforms by product category: community, social networking, professional networking, social publishing, philanthropy, tagging, reviews, social news, video, presentation sharing, etc. 

· Understand how social media applications are being created for hand held devices (e.g., cell phones). 

· Understand the role that each form of media plays in the facilitation of the consumer decision making process. 

· Describe and utilize the stages of the social media marketing strategy development process.

· Create an integrated social media marketing strategy using a variety of services, tools, and platforms to accomplish marketing objectives.

· Understand how to measure strategy success using a variety of metrics.

· Characteristics of social media.

· Types of social media.

· Facebook, i.e. must have, Twitter - not only for politicians, journalists and celebrities, Instagram, i.e. 1 photo is 1000 words, YouTube - is 1 movie equal to 1000 photos? LinkedIn, Goldenline, i.e. personnel marketing in the employee market era.

· Developing effective marketing strategies in social media.

· Forms of marketing activities in social media.

Object-oriented Programming in C++ and C# - 6 ECTS
The aim of Object-oriented Programming in C++ and C#  is the acquisition by students of knowledge and skills in the field of object-oriented programming in C++ and C # languages, familiarization with the methodology and principles of object-oriented programming and the contemporary environment of the object-oriented programming languages -  Microsoft Visual Studio

Classes include the following topics:

1. Presentation of the object-oriented programming paradigm.

2. The concept of "class" and "objects" compared to the basic types. Basic assumptions of the object-oriented paradigm: abstraction, encapsulation, polymorphism, inheritance.

3. Creating new projects in the Microsoft Visual Studio development environment. Splitting source code into multiple files. Initial preparation of the source code for each class. Creating new objects - testing the application.

4. Extending the application by adding new methods. Defining new methods. Writing the definition of functions to which objects are passed in the form of arguments. Editing the constructor and destructor source codes in sample classes. Creating the default constructor. 

5. Extending the application by adding a class-friendly function to the class schema - application testing. Editing copy constructor source codes and redefining the assignment operator.

6. Extending the application by adding source code files with new inherited classes. Defining schemas of new classes. Modification of the application by defining a virtual function and a virtual destructor in the code.

Software Engineering – 4 ECTS

The aim of the Software Engineering subject is to familiarize students with the principles of work organization and software development, familiarization with methods, techniques and tools used in the process of IT systems development, developing skills specifying analysis and designing IT solutions business

Classes include the following topics:

1.  modeling using Ericsson-Penker notation, conceptual modeling,

2.  collecting and documenting and specification of requirements towards 
 the software   system functional requirements, function hierarchy diagrams,

3.  requirements modeling - use case diagrams,

4.  static structure modeling - class diagram,

5.  designing system architecture,

6.  designing the user interface,

7.  management software configuration, 

8.  software testing. 

Modern Programming Languages – 5 ECTS

The aim of  the Modern Programming Languages subject is the acquisition by students of knowledge and skills concerning the basic capabilities and limitations of modern programming languages, saving algorithms, flowcharts of the program, the introduction of the syntax and semantics of programming languages.

Classes include the following topics:

1. basic capabilities and limitations of the major contemporary programming languages and basic programming paradigms,

2.  designing an algorithm to solve a given problem,

3.  choosing an appropriate programming language to code the algorithm,

4.  creating a program code,

5.  testing and removing errors in the program,

6.  optimization of the program code.

Operating Systems – 5 ECTS

Course description: The course focuses familiarizing students with the basic issues related to operating systems, i.e.: OS review, process and memory management, input-output systems, distributed systems and UNIX (FreeBSD) shell programming.

Learning outcomes: Practical operating system management, file and process management, UNIX pipelining and scripting.

Textbook and required materials: 
· A. Silberschatz, P.B Galvin, G. Gagne: Operating System Concepts, Wiley 2005
· A. Tanenbaum: Modern Operating Systems: Global Edition, Pearson 2014
Prerequisites:  Mathematics, fundamentals of programming

Computer Networks – 4 ECTS

Course description: The course is an introduction to Ethernet LAN technologies and TCP/IP stack fundamentals. 

Learning outcomes: ISO/OSI model, fundamentals of the Ethernet wired technologies, theory of the internet protocol (IP v4, v6), theory of the TCP protocol, some aspects of the switched Ethernet technology, IP routing basics, concepts of network security solutions.

Textbook and required materials: 
· A. Tanenbaum: Computer Networks, Pearson 2013
· Odom W., Knott T.: Networking Basics CCNA 1, companion guide, Cisco Press 2006 
Prerequisites:  Course in Operating Systems

Network Operating Systems – 4 ECTS

Course description: The course focuses on configuring, troubleshooting and managing network operating systems including Linux and FreeBSD UNIX.   

Learning outcomes: Linux and FreeBSD installation, managing basic network services on Linux and FreeBSD, file sharing (FTP, NFS), DHCP, DNS and NTP servers, AAA and 802.x authentication deployment, basics of network security and firewalling.

Textbook and required materials: 
· M.W. Lucas: Absolute FreeBSD, No Starch Press 2018
· T. Bautts, T. Dawson, G.N. Purdy:  Linux Network Administrator's Guide, O'Reilly Media 2005
Prerequisites:  Courses in Operating Systems and Computer Networks.

