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Attachment No.5 
 

Guidelines for Creating Faculty Curricula 
 Senate Resolution No. 9/23 

March 14th, 2023 
SYLLABUS 

STATE UNIVERSITY OF APPLIED SCIENCES IN WŁOCŁAWEK 

Course: Content marketing 

Faculty:  

NEW MEDIA AND E-BUSINESS 

Speciality/specialization: E-business 

 

Unit hosting the Faculty: NEW MEDIA DEPARTMENT 

Practical course profile 

Course language: Polish/English 

Course category: specialist 

Learning cycle: 2021-2024 

Academic year: III | 2023/24 Semester: VI 

Number of hours required to complete the course in full time-mode: 

TOTAL lecture                                                                     ACTIVE FORMS 

classes projects  labs workshops conversatory seminar/ 
proseminar    

professional 
training 

40    20  20 - - - - - - 

Method of carrying out all 
active forms of classes:  

 

 

Classes are conducted: 
 in the didactic room, 
 on-line, 
 during visits to workplaces and local institutions, 
 by participation of thematic events held outside the university. 

Specification of 
introductory courses with 
prerequisites: 

 

Social media marketing, graphic design. 
In order to assimilate the presented content, computer graphics design 
skills and knowledge of marketing text creation are necessary, as well as 
the ability to later distribute contents on the Internet. 
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Educational goal: 

 

 

 

 

 

 

The aim of the course is to familiarize students with the possibilities of 
using various forms of content available on the Internet for marketing 
purposes. 
Students shall learn tools and techniques for creating effective marketing 
messages through graphics, text, infographics, animations and more. 

Learning outcomes (course-
related): 

K_W05 

K_W09 

K_U02 

K_U09 

K_K02 

 

 

Knowledge: 

Student: 

 has knowledge of the norms, goals, rules, organization and 
functioning of editorial, content marketing or marketing agencies 
responsible for content creation (K_W05) 

 has knowledge of the tasks, norms, procedures and good practices 
used in the creation of content for the Internet, taking into account 
their business purposes (K_W09) 

 

Skills: 

Student: 

• is able to use basic theoretical knowledge from social communication 
and media sciences, economics and finance as well as other related 
disciplines to describe in detail and practically analyze the causes, 
course and effects of content marketing campaigns (K_U02) 

• independently plans and creates typical projects related to the creation 
of marketing content, including business projects, as well as analyzes, 
evaluates and implements proposed improvements in these areas  
(K_U09) 
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Social competences: 

Student: 

• applies the acquired knowledge to the design of content marketing 
activities, appropriately determines priorities for the implementation 
of tasks in the workplace, thinks and acts in an entrepreneurial manner 
(K_K02) 

 

Full course description/ 
syllabus content: 

Lecture contents: 

1. Introduction to content marketing 
2. Webwriting - how to write texts for the Internet 
3. Forms of content communication - Content 
marketing tools  
4. Content distribution 
5. Storytelling in content marketing 
6. Content marketing in personal branding 
7. Native advertising 
8. Colors in the Web - how to use color psychology on 
your website 
9. Images and illustrations in the Internet - where to 
look, how to select and optimize them 

 

Class contents: 

1. Building a persona 
2. Content recycling 
3. Real Time Marketing - examples and generating 
your own content 
4. Development of marketing content for a brand 
5. Editing and correction of online texts - creating 
texts, correcting errors and spelling check 

 

 

 

 

Reference to the 
learning outcomes 

Lectures: 

K_W05 

K_W09 

 

Classes: 

K_U02 

K_U09 

K_K02 

 

 

Methods of conducting 
classes: 

 Lectures and interactive lectures 

 Active forms: projects / simulation games / work in groups / case study 
analysis / discussion / solving tasks  

 Visits to workplaces 

 Participation in thematic events both at the university and outside it 
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Student workload/ECTS 
points 

FULL-TIME STUDIES: 
1) included in the working hours: 

- lecture: 20 
- active forms: 20 

2) not included in the working 
hours: 

- direct consultations: 
- e-mail consultations:  

- e-learning consultations 
- synchronous consultations: 
- exams and forms of passing the 

course: 4 
 

Forms of activity 

 

Average number of hours to 
complete the activity 

W AF 

Number of hours with the participation of an 
academic teacher: 

22 22 

Number of hours without the participation of 
an academic teacher: 

28 28 

1. Preparation for classes, including studying the 
recommended literature 

18 5 

2. Processing of the results/preparation for the 
exam, tests, other 

10 5 

3. Preparation of a report, presentation, 
discussion 

 18 

Total 50 50 

Total number of ECTS points for the method 
of classes 

2 2 

Form and method of 
passing, assessment 
criteria or requirements. 

The accepted value for 
calculating the assessment  

 

 

Methods of passing the course: 

 passing with a grade 
 

Forms of passing the course: 

 Lecture - written exam: mixed form - multiple choice test and 
open questions 

 Classes - group and individual work with possible points 
(including case studies, presentations, projects) 

Basic criteria: 

 lecture - final written exam of the entire material presented during 
lectures in the "traditional" form and in the form of e-learning  

 classes - min. 50 points from assignments prepared during classes 
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Value for calculating the assessment:  
 
% of points          grade  
0% - 50%   - F 
51% - 60%    - C 
61% - 70%   - C+ 
71% - 80%    - B 
81% - 90%    - B+ 
91% - 100%    - A 

Literature list: 

 

Compulsory literature: 

 

1. B. Stawarz, Content marketing po polsku , PWE, Warszawa 2017 
2. T. Stopka, Content marketing, Poltext, Warszawa 2017 

Supplementary literature: 

1. J. Kotarbiński, Sztuka Rynkologii, Wyd. Helion, Gliwice 2014 
2. P. Tkaczyk, Narratologia, Wyd. PWN, Warszawa 2017. 
3. A. Jabłoński, Jak pisać, żeby chcieli czytać (i kupować), Helion, 
Gliwice 2018.  
4. P. Kotler, Marketing, Wyd. Rebis, Warszawa 2018 
5. P. Tkaczyk, Zakamarki Marki, Wyd. Helion, Gliwice 2011. 

Names of person/persons who prepared the course description: MA. Patryk Ciechanowski 

 

 

 


