


L'Oreal Company's teaching materials

F. Supplementary literature

1. David Meerman Scott, The New Rules of Marketing & PR: How to Use Social Media, Online Video, Mobile 
Applications, Blogs, News Releases, and Viral Marketing to Reach Buyers ... & PR: How to Use Social Media, Blogs,), 
NY, 2015; 2. Marketing 4.0: Moving from Traditional to Digital, by Philip Kotler and Hermawan Kartajaya, NY, 2016;

E. Basic literature

1 Meeting 1 - February 2012 (5 hrs) - Introduction to the course. Visit to the L'Oréal plant. Case 
study presentation - what is the challenge? Introduction of the brand strategy. 

2 Meeting 2 - March 2012: (5 hrs) - Market overview. Consumer overview. Media overview. Task 
1: Market research. 

3 Meeting 3 - March 2012: (5 hrs) - Presentation of task 1. Introduction to the distribution strategy. 
Key Account Manager toolbox. 

4 Meeting 4 - April 2012: (5 hrs)- Overview of a major Client. Field visit. Task 2: Field visit sum up. 

5 Meeting 5 - May 2012 (5hrs) - Presentation of task 2. Introduction to category management. 
Conclusions and Q&A session. 

6 Meeting 6 - June 2012 (5hrs) - Final presentations. Closing dinner. 

D. Semester time table

J. Final mark composition

reports 100%

not required

H. Numbers of required prerequisites

English

K. Foreign language requirments

G. Author's most important publications concerning the offered course

Expanding the Toolbox of Organizational Theory: Complexity, Morphogenesis, Catastrophe and Chaos, ORGANIZATION 
AND MANAGEMENT (ORGANIZACJA I KIEROWANIE) No. 1B (160) Year 2014. International Strategic Management, 
Graduate July Program Course Reader, Wirtschaftsuniversitaat, Vienna, edition 2016. Nowe wyzwania globalizacji. 
Podziały, homogenizacja i efekt motyla, pr. zbior. p. red. P. Płoszajskiego, Openlinks, Warszawa 2012 Strategie 
zarządzania uwagą na współczesnym rynku, red. pr. zbior. z M. Aluchna, M. Pindelski, SGH w Warszawie, 2008; 

Full-time Saturday-Sunday Afternoon

Total: 30 - -

Seminar 15 - -

Training 15 - -

I. Course size and mode

c.d.Developing a Winning Sales and Marketing Strategy, with L'Oreal Polska (CEMS) 



L. Selection criteria

M. Methods applied

case studies
reporty
discussions
participation of practitioners
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