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Introduction

In today's world, especially in developed economies, we are witnessing an overwhelming number
of companies offering excellent products and services. However, due to the surplus of these offers
in the market, the key to success lies in finding effective ways to reach potential customers. Simply
having a good business idea and creating high-quality products does not guarantee that entrepreneurs
will find buyers. Therefore, it becomes necessary to actively seek out and engage customers who will
appreciate the offered products and/or services and decide to purchase them.

Marketing, broadly understood, is the tool that supports entrepreneurs in developing their businesses
and plays a crucial role regardless of the company's size. Every business is established to generate
profits and financial benefits, and these can only be achieved through effective sales. Marketing not
only supports sales but also brings a range of other benefits essential for growth and maintaining
competitiveness in the market. Through marketing, we can convey key information about our products
and services, increasing brand awareness and recognition among a wide audience of consumers. Daily
marketing activities allow companies to educate the market about the benefits of their offerings,
leading to more informed purchasing decisions. Effective marketing fosters interactions with customers,
which subsequently builds relationships and increases their loyalty to the brand.

Moreover, well-thought-out marketing activities help shape a positive company image, which is crucial
for building trust and credibility in the market. Adequate and well-directed promotional activities
directly influence sales growth, creating a solid foundation for achieving profits. Through well-planned
marketing strategies, companies can discover new markets, customer segments, and opportunities,
paving the way for further business development. Marketing actions provide feedback to the business,
and marketing data analysis delivers valuable insights that support business decision-making processes.
Itis also worth noting that marketing helps companies stay afloat: in a dynamically changing market,
marketing helps businesses adapt to new trends and customer expectations, which is essential for their
survival.

Lastly, treating marketing as a long-term effort, companies can expect that effective marketing
actions lead to business growth, contributing to the development of the entire industry by introducing
innovative solutions and raising standards. This, in turn, benefits consumers who are eager to return to
high-quality products and services, thereby contributing to the growth of an established brand in the
market through increased purchase volumes.

Therefore, in today's highly competitive world, marketing is the tool that not only supports sales but
also builds lasting relationships with customers, strengthens the company's reputation, and enables
continuous development and adaptation to changing market conditions. As Philip Kotler once said,
marketing is the art of finding ways to win for our products. Applying appropriate marketing strategies
allows not only to survive but also to succeed in business.

This monograph is dedicated to the posters created by students who successfully completed the
"Corporate Finance" course at the University of Economics in Krakow in the 2023/2024 academic year.
They have illustrated their knowledge of the intersection of finance and marketing acquired during
the lectures led by Prof. UEK dr hab. Janusz Nesterak in graphical form through posters. They created
a collection of mini-masterpieces delving into the critical intersection of finance and marketing,
highlighting how financial strategies and considerations impact marketing outcomes.



Starting with the financial aspects of marketing, such as budgeting and financing, to measuring the
return on marketing investments, these posters provide a comprehensive insight into the financial
mechanisms underpinning successful marketing campaigns. Topics explored in this collection include
the significance of effective marketing budgeting, sources of financing, and the financial impact of
high-profile advertisements like those during the Super Bow!.

Additionally, through this collection, one can observe how marketing strategies influence financial
performance, emphasizing the role of key performance indicators (KPIs) in tracking and enhancing
marketing effectiveness. The posters also illustrate the integration of financial considerations in public
relations activities and the calculation of return on marketing investment (ROMI), offering valuable
tools and perspectives for both marketers and financial managers.

Further posters focus on the strategies and marketing trends driving effective marketing in today's
dynamic environment. Highlighting contemporary marketing trends, the effectiveness of various
marketing tactics, and strategic decisions shaping brand success, the authors investigate the profitability
of influencer marketing, providing readers with insights into how brands leverage influencers to expand
their reach and engagement. The students also comment on the most important aspects of branding in
the 21st century, emphasizing the importance of maintaining a strong and consistent brand identity, and
marketing budgets and strategies used by selected companies, offering case studies and best practices.

Subsequent topics in this collection explore the role of influencer marketing in promoting major brands
like Coca-Cola, demonstrating real-world applications of these strategies. Modern and very topical
green marketing and its implementation by various companies highlight sustainable practices and their
impact on brand perception. Other posters discuss the effectiveness of referral marketing and methods
of funding marketing campaigns, providing a comprehensive overview of modern marketing strategies.

Technological innovations in marketing are another group of posters emphasizing cutting-edge
technological achievements transforming the marketing landscape. Today, apart from traditional
marketing, which still finds application, the main focus is on integrating new technologies into
marketing strategies, showing how these innovations support increased efficiency and customer
engagement, leading to a competitive advantage. A special mention is given to the innovative Polish
mobile payment system BLIK, a technology revolutionizing payment methods. In addition, the posters
present new technologies in marketing, including the world of digital capital, such as cryptocurrencies,
and how they change financial interactions in marketing. They also explore the multifaceted nature
of marketing issues in the finance sector and the synergy created at the intersection of finance
and marketing, challenges associated with the anticipated global GDP decline, and the potential
of a cashless world. Moreover, the topic of credit score assessment by artificial intelligence and its
implications for both marketers and consumers becomes a significant subject for critical discussions
among marketing students.

Another important thematic thread presented in this intriguing collection of posters is the complex
dynamics of the market and consumer behaviour, informing how various external and internal
factors shape consumer behaviours and strategic decisions of companies. Moving on to international
finance and the world of currencies, the authors illustrate how global financial trends influence
marketing strategies. The financing of event marketing and its impact on consumer engagement, as
well as success stories of companies like InPost and their innovative approach, follow the modern
development of enterprises. The influence of social media marketing on consumer behaviour, challenges
and opportunities related to encouraging young people to invest in the stock market, and the dynamics
of the sports sponsorship market in Poland are as alive as ever, and the most current topics concerning
Polish and international enterprises.



Through case studies and specific examples illustrating practical applications of marketing theories
and strategies, the posters emphasize real-world scenarios and lessons learned from successful
marketing campaigns. They reveal the marketing and financial success of WK DZIK, providing an in-
depth analysis of their strategies and results. The phenomenon of Black Friday is analysed, showing its
impact on consumer behaviour and sales.

In the context of workplace performance, the young marketers focus on the importance of efficiency
in the workplace and the role of financial liquidity in maintaining healthy business operations, showing
how financial management in the workplace contributes to overall efficiency and success.

Marketing and market communication are fundamentally important for the finances and controlling
of enterprises, creating an integrated management system that optimizes profits and operational efficiency.
The feedback loop between finance and marketing and market communication creates synergistic effects,
allowing companies to efficiently manage their resources, optimize costs, and maximize revenues. Ultimately,
strong cooperation between these areas leads to sustainable development and long-term business success —
afact well conveyed by the students in their posters this year.

We invite you to immerse yourself in this fascinating collection of posters by young marketing
professionals, ambitiously presenting importantissues at the heart of today's enterprises. These budding
professionals, at the start of their careers, demonstrate a deep understanding of how marketing and
finance intersect in everyday business reality, bringing profits to their owners and growth to their
employees and entire industries, actively contributing to the overall economic growth.

Prof. Janusz Nesterak & mgr Anna Kotodko
Krakow, August 2024
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Weronika Keska

IS A RESCUE FOR
MARKETING BUDGET

IntrOduction Research objective:

Analysis of Artificial
In the social marketing era, companies that extend Intelligence's capability in

personalized offers hold all the cards. For this reason, terms of improving company
the market require fast and deep analysis. There is too finances.

much information to process at once for person or even
a team. [s artificial intelligence a lifesaver for Methodology:
companies’ budgets? Secondary sources

of consumers get
frustrated when it

does not happen 2

(o) of consumers expect from
/ /.—° 71 /0 companies personalized
. communications and products !

It is not surprising that omnichannel personalization can achieve from
5% to 15% revenue increase across the full customer base 3. Marketing activities have a significant impact
on the situation of companies.

That does not allow an in-depth analysis and
personalization which each consumer require.
71% of CMOs from USA and Europe said they
6.4% lack the budget and employees to fully execute

10.5% 1%

The marketing budget has been in severe decline since their strategy in 2023 5.
the pandemic*.

Because of it, using Al on a daily basis is a solution which will support the marketing budget. Due to ability to learn and
analyse data will recognize the customers’ preferences more effectively, forecast their requirements, thought process
and provide more personalized offers than today. What is more, Al enables for example create chatbosts or virtual
assistants that speak every language in the world, so also the language of consumer. Furthermore, Al can be used
internally. Industrialization of Al makes a promise to support people in the process of data analysis (e.g. rate of
convergence, demand, supply) and optimize prices.

Conclusions:

I will be widely used in enterprises because it can process more information in less time than people. This will allow
companies to meet consumer expectations and optimize expenses.

ReferenceS: 3. “Marketing's Holy Grail: Digital personalization at scale,” November 2016, McKinsey.com
1. McKinsey Next in Personalization 2021 consumer survey 9/7-9/8/2021 4."The State of Marketing Budget and Strategy in 2023" Gartner CM_GBS_2175702
2. McKinsey Consumer Pulse Survey 8/25-8/31/2021 5. Press release - Gartner, Denver, Colo., May 22, 2023

IS A RESCUE FOR MARKETING BUDGET?
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EFFECTIVE MARKETING BUDGETING

MARKETING BUDGET TYPES OF MARKETING BUDGET
A marketing budget is the allocation of financial resources for ¢ strategic marketing budget - such a budget includes all
marketing activities undertaken by a company, organization or long-term activities aimed at building the brand's position
individual. This is the amount that the company spends on in the market. It is he who serves the brand to increase its
promoting products or services in order to reach the target strength and build the desired image that will remain in
group and increase brand awareness or generate sales. The the minds of the audience in the long run.
marketing budget can cover different types of expenses, such as: * tactical marketing budget - as the name suggests, it
Internet advertising, public relations, e-commerce marketing, focuses on short-term, tactical actions aimed at achieving
market research, design and production of marketing materials. specific sales goals. These can be, for example, a monthly

subscription to marketing tools licenses, or individual
actions aimed at increasing traffic to the website, bringing
customers to an online store, etc.

The marketing budgeting process is strategic and requires taking
into account many factors, such as available financial resources,
market size or potential returns on investment. Companies must
make appropriate balancing and distribute financial resources in
a way that ensures optimal achievement of marketing goals.
Budget monitoring and control are also important. It is also
worth noting that the marketing budget which may depend on
the size and industry of the company, as well as on specific goals

WHAT MARKETING BUDGET DEPENDS ON?

and marketing strategy. In business practice, the marketing budget depends on many factors
that affect its shape and effectiveness, for example:
* Marketing objectives: Defining advertising and sales goals
directly impacts the budget size.

HOW TO EFFECTIVELY MANAGE A MARKETING ¢ Industry and market: The industry type and market
BUDGET? competitiveness can influence marketing needs and expenses.
» e Company size: Larger companies typically have bigger
[ ] marketing budgets due to their broader reach and scale of
operations.
. * Marketing strategy: Choosing a strategy, whether focused on
Approach Monitor content marketing, paid advertising, or social media efforts,
the budget expenses affects budget allocation.
erxiny and mgasure ¢ Product life cycle: The stage at which a product is (e.g.,
efficiency introduction, maturity, or decline) determines marketing needs

and financial investments.
_____ * Available resources: The amount a company can afford to
----- spend on marketing plays a crucial role in determining the

..... budget.
HOW TO CALCULATE THE MARKETING BUDGET?

Ultimately, the marketing budget results from analyzing these
factors and making decisions based on priorities and the company's

The marketing budget can be calculated by multiplying the company's irEIngEl e pelelis:

revenue by the percentage of revenue allocated to marketing.

For B2B companies, it is recommended to spend about 5-10% of

revenue on marketing, while for B2C companies, 6-12% of revenue is

recommended. Looking at the big brands: HOW MUCH IS SPENT ON MARKETING IN 2023?
* Coca-Cola - 8%,
* Pepsi Cola - 9%,

* NIKE - 13% In 2023 the average marketing budget as a percent of total
¢ Red Bull - 35%! revenue is slightly lower than in the previous year and amounts to
9.1%. This charge is due to difficult macroeconomic situation and
Before you plan your marketing budget, determine the percentage of the associated increased inflation.
revenue that you will allocate to marketing activities. First, count how
much you spend on marketing last year, then see what the revenue 023 marketing budget
share was. Verify if you are able to increase that budget (5% is the as a percent of totalrevenue
suggested minimum). 14,06

9,1%

A

SUMMARY 2

Regularly analyzing and optimizing the budget is essential for
achieving success in promotional activities and achieving a
competitive advantage in the market. Every business, should plan
marketing expenses, regardless of the size of the brand.

References:

.gartner.c pr I 023-05-22-gart Is-71-percent-of-cmos-bel hey-lack-sufficient-budget-to-full h gy-in-2023 s s s e e e e e e

https://
psi//p onsulting

EFFECTIVE MARKETING BUDGETING

Natalia Maruszak, Matgorzata Maslej
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SOURCES OF FINANCING

Sources of financing
Financial resources received from external entities to enable the proper functioning
|U[]U| } of the unit, of which: subsidies, loans and credits, sponsorships, own funds and the

others.
CSources of financing)
1

( Internal ) C External )

Gsset Transformatlo) CCap|ta| Formatlon) C Equity ) ( Debt )
I 1

[

(. Current Inf|0WS\ e Retained (. Stock |ssuance\ ( Short-term ) C Long-term )

» Depreciation earnings » Subsidies

o Asset sales e Long-term « Entrance fees (. Trade credits ) o Reserves

 Acceleration of reserves « Contributions « Short-term + Long-term loans

capital turnover « Pension fund e Shares loans » Leasing
\- Others ) » Grants « Loans  Franchising
\- Others ]l - Factoring e Others
\- Others )

Effective financing
ooo | When talking about the financing structure, one often refers to the capital structure,

ggg the liabilities (the so-called right side of the balance sheet). In order to analyse the

|

capital structure, it is necessary to calculate the values of financial ratios such as:
. total liabilities/equity,
« total liabilities/total assets,
« long-term (or short-term) liabilities/total assets,
 equity/total assets

We can distinguish two groups of theories for the analysis. The first is the STATIC
THEORY, which gives a specific value for the capital required to finance the company,
with the most important task being to identify the optimal structure. It is assumed
that, through this theory, the business is looking for a target debt ratio. The second
theory, called DYNAMIC THEORY, assumes the variability of the value of the capital
that is necessary in the enterprise

References:
Grzywacz J.(2013) Nauki Ekonomiczne tom XVII, "Wybrane problemy funkcjonowania przedsiebiorstw w gospodarce rynkowej" Wydawnictwa

Paristwowej Wyzszej Szkoty Zawodowej w Ptocku, stat.gov.pl/en/, J. lwin-Garzyriska, A. Adamczyk (2009), Wybrane zagadnienia finanséw
przedsiebiorstw, PWE, Warszawa.
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¢ FINANCIAL IMPACT ON BRANDS ADVERTISED ON SUPER BOWL e

events. For many companies, it is the perfect opportunity to represent their brand
on a global stage. Let us consider, what real impact does brand representation at
the Super Bowl have on a company's financial outcome?

@ The Super Bowl is one of the world's most recognisable and profitable sports

Let us begin with how much will we pay for 30 seconds of advertising at the Super Bowl!?
Year after year, the price of 30 seconds of / \
Pri

screen time is increasing, however, there are ce for 30 seconds commercial on Super Bowl
many companies who, despite the high prices, = piice (i 3)
are able to invest millions in advertisements

because they can provide disproportionately "
greater profit. Over the last eight years, the 3
price of those advertisements has risen by a :

staggering 61% and this year it stood at 7 206 200 200 208 200 200 200 2022

2023
million USD. \ J
This year (2023), Super Bowl LVIlI took place on February 12, in Glendale, Arizona.

Commercials during the Super Bowl, have

become so popular that some companies have ﬂPACT OF SUPER BOWL ADS ON DEMAND  veylinx
decided to conduct a study on the increase in

consumer demand for advertised products. The %

result of this analysis in 2023 was an increase
in demand for certain products of up to 6.4 %.
Women had the greatest impact on this result,
with a 21% increase in demand, while the Gen
Z generation had the least impact, with a 1% \
decrease in demand. Among men, there was
only a 1% increase in demand.

+21%

/ L e G ) \ uper Bowl Advertising Winners Overall @
#1 '\__.‘. :? n Michelob Ultra — 19% increase in demand
42 i i i Pepsi Zero Sugar — 18% increase in demand
. A it - Frito-Lay PopCorners — 12% increase in demand
#3 | ¥ 15k - Heineken 0.0% — 11% increase in demand
€ W g =

- | Y,

Google statistics on the day of the event
revealed an increase in searches for products

# Pepsl Zero Sugar tany Ziednoczone 02202

advertised at the Super Bowl which shows how
it affected people. Here is an example of
Pepsi's diagram.

The commercials presented at the event reach more than 100 million The impact of Rihanna’s Super Bowl
people. This.is the best and shortest way to reach a huge number of performance:

people. The NFL organisation, despite investing heavily in the event,
earns a huge amount of money from it. Very large incomes are also made
by the artists performing during the half-time show, who surprisingly do
not get paid to perform. The half-time show at the Super Bowl is'a great
reward for the artists and attracts an increase in audience reach, which
results in an increase in income for those performers and their brands.

1 most-streamed artist globally

118,7 million viewers

17 songs in the Top 40 on Spotify
Gained 3 million Instagram followers
Searches for Fenty Beauty are up 833%

AL K e W S
DRI CER R XY

References:

www.prnewswire.com www.nbcdfw.com  www.forbes.pl
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INTRODUCTION

Even if your bussines has great products, in order to gain new
clients you need to introduce what you have to offer to them.
Advertising is a proper way to do so. Established businesses
benefit significantly from advertising, not just newcomers. It
plays a crucial role in cultivating customer loyalty, shaping
corporate image, and ultimately constructing an intangible
asset known as goodwill.

COSTS AND STRATEGIES IN
GLOBAL ADVERTISING
CAMPAIGNS

Advertising campaigns worldwide vary in costs, largely
depending on the engagement of global celebrities. Apart from
their compensations, significant expenses go into the set,
photoguraphy professionals, makeup artists, and graphic
specialists. Major brands invest in impressive campaigns that
highlight their leading position and capture media attention.
These actions aim not only to reinforce their industry
leadership but also to showcase to competitors and potential
partners that the company is in a stable financial situation and
can afford luxurious advertising.

THE MOST EXPENSIVE ADVERTISING
CAMPAIGNS IN THE WORLD

35 min$

30 min$

25 min$

20 min$

15 min$

10 min$

5 min$

0 min$
Chanel

Chrysler

Guinness AVIVA Pepsi

REFERENCES:
Empirical Generalizations about Advertising Campaign Success, Les Binet, Peter Field, 1 June 2009
https://\ bajtlik kampanie-rekl iecie-przeglad,
https://hbr.org/1978/01/assessing-the-long-term-value-of-advertising

¥ ommerce. d bud:

1IR3810yTQ

FINANCES IN ADVERTISING CAMPAIGNS

FINANCES IN ADVERTISING

CAMPAIGNS

ADVERTISING CAMPAIGN
INDICATORS

e ROI indicator
Return on Investment (ROI) is a popular profitability
metric used to evaluate how well an investment has
performed.

Current Value of Investment — Cost of Investment

ROL= Cost of Investment

o Degree of memorization
To calculate the degree of memorization, you determine the
ratio between the individuals who remember your campaign
and the total number of people who were exposed to it within
the target population.

Degree of memorization = (number of memorizations / number exposed) x 100

0z8Q0_lkjrRbbQTOEEXG10cWmLnsMKEacYOQFM_aem_

WAYS OF DIFINING YOUR
BUDGET

I AYCA Method - Sets budget based on financial
capacity. Suitable for new companies.

II Competitive Method - Budget based on competitive
strategy. Effective with planned communication.

III Turnover Percentage Method - Budget based on
company's financial results. Effective
scaling.

IV Share of Voice (SoV) Method - Expenditures depend
on market shares. For large companies.

V Task Method - Focuses on goal achievement. Effective
for e-commerce.

in real-time

HOW TO FUND YOUR
CAMPAIGN?

Self-Funding

Bootstrapping

Investment from Founders or Stakeholders
Veinture Capital (VC) Funding
Crowdfunding

Bank Loans

Lines of Credit

Angel Investors

Corporate Sponsorship

Grants and Subsidies

Strategic Partnerships

Digital Advertising Platforms

CdNVzbDJ-hrEIKE]!

Magdalena Mrozek, Magdalena Motor, Maria Pajak
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ROMI - RETURN ON MARKETING INVESTMENT

ROMI, also known as marketing ROI, is used to determine how much revenue was
generated compared to how much was spent on marketing to generate that revenue.

Revenue from Marketing—Marketing Cost

ROMI = X 100%

Marketing Cost

Revenue form Marketing = company’s revenue - sales baseline
because not whole revenue is earned becasue of a marketing investement,
there’s also a sales baseline that would be achieved without it

A ROMI should come to approximately 500 per cent,

a fantastic ROMI would be near 1000 per cent. /' '

ROMI below 100 per cent is considered unprofitable

WHY SHOULD YOU MEASURE ROMI

« to estimate cost-effectivness of marketing campaigns

» to help you decide whether to promote certain
products or not

« to assess your chosen promotion strategy

WHY ROMI IS NOT ALWAYS EFFECTIVE

with some goods (for example real estate) s
decision making process is so long
pe SR R R .

that ROMI becomes ineffective

in some campaigns sales brand image or brand awareness
are not the most seeked outcome are not taken into consideration in ROMI

References
https://www.mentora.pl/marketing/co-to-jest-romi-roi-jak-to-obliczyc-i-dlaczego-jest-to-
potrzebne

https://improvado.io/blog/return-on-marketing-investment
https://marketerplus.pl/romi-zwrot-inwestycji-marketing/
https://www.mayple.com/blog/marketing-roi

diki.pl

ROMI - RETURN ON MARKETING INVESTMENT
Emilia Glazik, Ewa Pedziwiatr, Angelina Vilchinskaya
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PR value statistics show that PR is 90% more effective
in influencing consumers than advertising. A well-
planned PR campaign plays a crucial role in
increasing brand awareness and enhancing the public
image of brands or products. PR is very important in
marketing strategies and it is expected to grow as an
industry in the future.

AVERAGE MONTHLY
COSTS OF HIRING THE
PR AGENCY IN VARIOUS

COUNTRIES

The big question "how much does it cost to hire a public
relations company?' has no one universal answer.
Such a price depends primarily on the activities that a
company would undertake as part of cooperation, but
it also depends on the country or continent.

The cost incurred by the company employing a PR
agency will also depend on:

AGENCY
MARII\(;.II;SIZE I(-:I(\)ifr): SPECIALIZATION
THE COMSTHAT  SIGNIFICANCE THE LEVEL OF
TO ACHIEVE
WITH THE HELP NEEDED
OF PR ACTIVITIES MARKET
SPECIFICITY
In order to accurately plan future Public relations market size worldwide
decisions, financiers must observe a lot - 2022-2027 i
of data and draw conclusions from them. .. PP
Here - knowledge of the PR market may E; . ooz T =
play an important role. % k :
The global PR market value is expected % "
to amount over 120 billion dollars by 2027. E “
According to calculations, the value of i -
the PR market will increase more and =
more. This also happened in previous
years, in 2016 the market was valued at T 2023 2024 2025 2026 2027
$14 billion and since then this number 1 ;
has been skyrocketing. Thanks to various studies, we can see why knowing i ko
the PR market and its importance is useful for
1 financiers. Below, 5 selected questions about perceived The map shows the average monthly costs
growth and opportunity in PR from a survey conducted that a company employing a PR agency must
s by International Communications Consultancy take into account in the event of long-term
373 73 o © Organisation in 2022 are presented. 271 PR cooperation. Data is provided for medium and

J z21  professionals from Africa, Asia, Europe, America and large enterprises, not the largest ones.
the UK were surveyed.
‘ | &) 1.I am optimistic about the growth of public relations
I | 2022 market in my country.

‘ 2.Corporate CEOs in my country take corporate
reputation seriously.

I 3.Marketers in my contry are spending more money
on public relations relative to communications

1 2 3 4 -3

1- strong disagreement disciplines.
10 - strong agreement 4.The PR industry in my country operates ethically.

5.The PR industry is adapting new technologies at an
appropriate pace.

EXAMPLE OF ORLEN
COMPANY

Orlen Group's marketing costs increased last year from
320.52 million PLN to 410.83 million PLN, while their share
of total sales revenues decreased from 0.357 to 0.2 percent.
Orlen Group's expenditures on public relations (internal
and external communications) reached 25.96 million PLN
last year and their share of the corporation's total
revenues - 0.013 percent. A year earlier it was 20.63 million
PLN and 0.023 percent share.

Fee income n LS. dollars.
a @

2023 2001 srare in sales tevenue
(mimon PLN) | {miios PLM) 2022 2021

expenaiine on manketng 410833 wme 0.200% 0.357%

wxparcitiong on pubic relation FLE
e il s eation

senvices.

EL ] LY

References:

1.1CCO World PR Report 2022-2023

2.Data provided by Entrie - network of Public Relations Agencies

3.0ficial data provided by ORLEN Report on representative expenses, legal services
expenses, marketing expenses, public relations and social communication
services expenses and consultingservices expenses for the year 2022

4.Data provided by Statista

#xpandinure on mansgemens BA5TH 57 440 [ [
consuiting senvices

expendiue on lsgal services 54781 M3 0027% 0,038%

TRpiEERNLAOn Expenatne

SUM

FINANCES IN PUBLIC RELATIONS ACTIVITIES

Marta Szaflarska, Julia Sarkowicz
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How Key Performance Indicators
impacts marketing and finances?

Understanding how Key Performance Indicators (KPIs) impact marketing and finances is crucial for
successful business management. Knowing the impact of KPIs on marketing and finances allows a company
to assess the effectiveness of its strategies, determining what works well and what needs correction.
Understanding the relationship between KPIs and marketing and financial outcomes helps make informed
decisions in developing and adjusting strategies, preventing decisions based on intuition or bias.

ROMI (Return on

Marketing Investment)

A metric that measures the

effectiveness of marketing LTV (Customer

campaigns, calg:ulating the return Lifetime Value)

on investment in marketing. The value a customer brings to a
company over the entire duration
of their relationship. Reflects the

long-term value of a customer,

CAC (Customer crucial for financial planning.
Acquisition Cost
The cost of acquiring a
customer, calculated as the
total cost of marketing efforts .
divided by the number of new Conversion
customers. Metrics
The value a customer brings to a
company over the entire duration
of their relationship. Reflects the

long-term value of a customer,
ROI (Return on crucial for financial planning.
Investment)

The overall return on
investments, encompassing
both financial and marketing Purchase

investments. Frequency
The number of purchases from a
single customer within a specific
time period. This can reflect the

success of marketing efforts in

Average Order customer retention.

Value
The average amount a
customer spends in each
transaction. Marketing can
influence an increase in
average order value through
cross-selling and up-selling Cost per
strategies. Customer by
Channels

q Comparing costs of acquiring
Payback Period customers through different

The time it takes to cover marketing channels and
marketing costs and begin evaluating their effectiveness
earning net profit from a from a financial perspective.
customer.

References: Harvard Business Review

HOW KEY PERFORMANCE INDICATORS IMPACT MARKETING AND FINANCES?
Julia Mosor, Alisa Kouhar, Klaudia tach
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Impact of Marketing Strategy on Financial Performance

Value-Based Marketing

Aligns activities with shareholder

equity, integrating diverse dimensions Unlocking Financial Success through
and essential processes, influencing . .
financial metrics. Strategic Marketing Can Be Done By:

Stock Prices Metric

A vital indicator based on efficient market Maximizing Quality Perce ption ~
theory, gauging the market's rational

evaluation of a company's future earnings. It w « Establish a positive correlation with future business
incorporates all available information for a performance.

comprehensive view of both present and « Delve into quality measures that extend beyond

future value. current-term accounting standards.

' Equity Marketing

' N

It integrates financial theories, Strategic Expenditu re

highlighting the interconnectedness of
market and shareholder equity, with a
focus on clear links to finance, assets, and
shareholder value.

.

Experience favorable market reactions with
increased spending.

Connect the dots between advertising impact and
Return on Investment (ROI) for a positive stock
market outlook.

Challanges and Considerations

Adapting marketing strategies to diverse cultural
contexts and global economic conditions.

Adapting strategies to rapid changes in market
conditions and competition.

Balancing immediate gains with sustainable, long- Employ cointegration for a nuanced understanding
term brand building. of persistent positive impacts.

Explore the enduring effect of advertising on
market valuation over time.

Long-Term Impact Analysis

.

y il

Hodgson, Victoria Louise - "Linking Marketing to Shareholder Value in Listed and NonListed Markets" Published in 2004

IMPACT OF MARKETING STRATEGY ON FINANCIAL PERFORMANCE
Karolina Grudysz, Patryk Zabdyr, Samuel Socha
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— . @xyz
Influencer marketing is not just a 1 y ‘
trend, but a solid strategy that How to make influencer marketing still work well:
helps companies increase their * Micro-influencers -influencers with a smaller but more engaged
visibility build trust and increase audience are often perceived as more credible.

* Long-term cooperation - companies are increasingly choosing
long-term contracts with influencers, which allows for building
: stronger relationships and better campaign results.

In 2023, this trend will likely : + Use of new technologies - the growing popularity of VR, AR or

; g live streams opens new opportunities for influencer marketing.
continue to grow, with brands pens new opp ) - 1ng
+ Content personalization and creative advertising - adapting

becoming more willing to invest : content to the individual needs and preferences of viewers.
in influencers. However, the - Creating content that aligns with brand values
profitability of influencer . + Cooperation with influencers who have a similar target group

sales.

marketing is not guaranteed. It

all depends on the strategy the a Where is the best place to promote yourself?

brand decides to adopt, If a 4 At this point, the best place is Instagram. Recently, as many as 1,800
brand is able to build stron campaigns have been launched here, of which as many as 94% were

& carried out on Instagram, and another 10% belonged to other platforms
authentic relationships with

influencers who are able to _ _
i ) K Most companies allocate a special budget for such
effectlvely communicate with promotional activities, which increases every year. Taking
their audiences, influencer into account the estimated increase in sales value in social
marketing can bring significant commerce, it is definitely worth investing in campaigns
o i with online creators. In 2020, global sales via
. social media were estimated at $560 billion
The value of sales in social commerce reached USD 958
@ billion in 2022. Potentially reaching $2.9 trillion by 2026.

The average monthly income of influencers ranges
between $2,970 and $15,356 depending on the
number of followers. The most popular users earn over
one and a half million dollars per post.

Advantages:
+ increased brand visibility
* authenticity
+ the ability to reach a specific target group.

Moreover, consumers' growing awareness of the
manipulation and unreliability of some influencers may
affect the effectiveness of this strategy. To summarize,
influencer marketing will still be profitable in 2023, but

only for those brands that are able to adapt to the
changing environment.

Disadvantages:
* high costs
« risk of negative perception
« difficulty in measuring effectiveness.
* Risk of loosing trust toward the company

Perhaps in the future they will lose the biggest
Instagram stars in favor of smaller ones, but it will still
be a very popular form of promoting their products,
content and various services.

IS INFLUENCER MARKETING AS PROFITABLE AS POPULAR?

Oliwia Nowakowska, Aleksandra Religa, Anna Marek
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The most important aspects of branding in the 21st century

AUTHENTICITY

Customers increasingly value authenticity
and honesty from companies. Embracing
transparency and acknowledging
imperfections are elementary in many
cases. Building a brand based on genuine
values, rather than just a passing trend,

canyield long-term benefits. a

[ ©) |

INNOVATIONMENT

In the era of rapid technological changes and
dynamic markets, innovation becomes a key
element of success. Companies that are open
to new technologies and capable of adapting
to changes can compete more effectively.
Continuous evolution is necessary '

in a competitive market. ,@

N\

ONLINE PRESENCE

In today's times, an online presence is
essential. It is more than just existing - it
requires engaging, memorable content.
Companies must effectively manage their
presence on social media, websites, and
other online channels to reach their target

audience. I

ADAPTATION TO SOCIAL EXPECTATIONS

Companies adapt to changing
social expectations and challenges
gain customer trust. This involves
actively participating in relevant
conversations, with the intention
to show commitment. Engaging
with significant societal issues,
such as sustainable development,
diversity, and inclusion, can be
crucial.

BRAND STORY

Narrating a cohesive and
captivating brand story can help
build an emotional connection with
customers. Customers often
identify with brands that have a
great, inspiring history, therefore
it may be hard to get the ball rolling
without one.

,Strategiczne aspekty zarzadzania markg” - R Lembrych-Furtak
“Marketing Intelligence & Planning” - J Murphy 1988

THE MOST IMPORTANT ASPECTS OF BRANDING IN THE 21ST CENTURY
Jakub Pauli, Pola Mastalerz, Mateusz Mostowik
N
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MARKETING BUDGET AND STRATEGIES
USED BY SELECTED COMPANIES

Every marketing decision in a company has its own financial dimension. Thanks to
a well-prepared marketing strategy, potential customers are willing to buy the
product and as a result increased revenues are generated. More funding allows us

A certain level
of profitablility

STRONG ©f the company

to expand our marketing activities, improve the tools for their creation and expand MARKET
our broadcasting channels to reach broader audience. By managing those aspects POSITION
in a sustainable way, the company has a higher chance to grow. | uatEn
implementation
of marketing
strategy

Variable costs .
Marketing

el ements Marketing budget is a summary of the costs allocated to
keti tiviti d th i that th tiviti Q
marketing activities and the earnings that these ac e Infomation SySt em
e ting generate in a particular period of time. R. Niestr¢j divides
b pro dhie the marketing costs into two groups: costs related to the coordinated group of people,
researc ) functioning of the marketing system, including fixed and their actions, tools and
pollcy variable costs, and expenses for its development. The procedures used to collect
dlStI‘lb}l’[lon . earnings are a component of a ce?taln market potential process, analyze and gather
pohcy promotion and a forecast created on the basis of revenue from the information necessary to make
. sales figures. To verify whether or not the actions that . o
policy marketing decisions

have been taken were effective we use the
Return on Marketing Investment (ROMI).

Coca Cola  ZABICA

“Willingness to invest in development” is
the slogan of the company’s CEO. Despite its
great recognition, the company still
maintains very high spending on advertising
— approx. $4.2 billion. Since 2019, it has
been using a three-brand system. It is a
division of products into groups of leaders,
explorers and contenders. Their careful
observation by experts makes it possible to
make the right decision on financing not
only in the production sphere, but also in
marketing. Entering 2023, they announced
that they want to use promotion to deepen
relationships with consumers. Also, learning
from the difficult market situation related to
the pandemic, enterprise announced a
dynamic approach to marketing
investments, that is the ability to withdraw
from spending money in specific areas when
necessary. The company uses Al and is
heavily present online, what is more current
digital marketing expenses account for 60%
of Coca-Cola’s marketing budget.

/_\

References:

In 2022 compared to 2021, the chain
increased its investment in advertising by
35.9%, allocating PLN 248.7 million for this
purpose. In its strategy, it mainly focuses on
development and contact with customers.
Strategies such as: the opportunity to pick
up a parcel in Zabka, the stores being open
on Sundays, ready-made lunches, special
offers (2 for the price of 1) are aimed at
attracting as many customers as possible. In
addition, Zabka also focuses on
collaboration with influencers (one with 25
influencers, for the Foodini brand,
generated 5.5 million views). The chain of
stores also operates on social media, e.g. on
YouTube, creating a channel “Kumaty” with
about 3 million views already. Zabka also
runs a well-functioning app, where products
are personalized and where customers can
earn zappsy and prizes. The chain is also
making TV commercials, focusing on the
needs of customers, e.g. thirst, rather than
on the products themselves.

https://tomaszguzik.pl/sklep-zabka-5-technik-marketi; y

lily-zabee-otworzyc-7000-sklepow/

262 (2016): 96-106.

@ Wojciech. "Zaleznosci miedzy iem i finansami w ie." Studia EX
https://www.wirtualnemedia.pl/
https:// igital.com/pl/blog/ Kl

https://scholarsarchive.library.albany.edu/honorscollege_accounting/14/

NIKE

Nike's global dominance in athletic wear
results from its exceptional marketing
strategies, emphasizing brand building. The
iconic swoosh symbolizes Nike's success in
crafting a powerful brand through innovative
marketing. By targeting diverse audiences,
such as athletes and sports enthusiasts,
Nike's campaigns like "Just Do It" and "Bo
Knows" have become industry benchmarks,
reinforced by athlete endorsements like
LeBron James and Derek Jeter. In recent
years, Nike transitioned from traditional TV
campaigns to digital platforms, leveraging
products like Nike FuelBand and
Nike+SportWatch GPS. This shift allows
cost-effective, direct engagement with the
audience through online campaigns and
social media, in contrast to previous
expensive TV ads. Nike's digital strategy
facilitates continuous interaction,
exemplified by initiatives like a Twitter-
powered billboard in South Africa, reaching
a broader audience daily. This strategic pivot
has proven effective in maintaining brand
relevance and engagement.

/
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MARKETING BUDGET AND STRATEGIES USE BY SELECTED COMPANIES

Karolina Bajor, Zuzanna Majdak, Sandra Hrynkiewicz
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Introduction

Research Methodology

Research Objective:

Research Method:

Online Surveys:

Research Tools:

e

Data analysis tools:
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Conclusion
Influencer marketing plays a crucial role in promoting products, and Coca-Cola effectively utilizes this strategy to build a positive brand image.
An essential part of an effective influencer marketing campaign for Coca-Cola is selecting influencers with values that align with the brand's
target audience. The authenticity and transparency of influencers are key to building trust and consumer loyalty. Research indicates that
influencer involvement significantly impacts the purchasing decisions of communities, leading to increased brand awareness, a positive brand
image, and effective targeting of the intended audience. Collaborating with creative or cheerful creators allows for the creation of original
advertising campaigns capable of capturing the attention and interest of consumers.

THE ROLE OF INFLUENCER MARKETING IN THE PROMOTION OF COCA-COLA
Gabriela Kusiak, Emilia Kuras, Ada Kreglicka
3
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GREEN MAREKTING

What is Green Marketing? Company examples

The objective of green marketing is to improve 1.lkea
q o The Swedish company is one of the leaders in the green marketing trend. lkea not
brand perception. It ensures that the brand is b J 9
i y A i only promotes ecological ideas, but has been making efforts to make the
perceived to have a positive environmental company increasingly green for years. The brand's loud campaign involving

impact. Some of the strategies employed are as recycling old furniture deserves praise, which in our opinion is a bull's-eye! lkea
uses almost 100% of wood from renewable sources, gives up on disposable

follows:
i i products and even sells solar panels!
» Making eco-friendly products
» Using packaging that isn’t harmful to the 2.Nike

The brand has created the most ecological shoes in the world! She used used

) ) ) plastic bottles, T-shirts and leftover materials. One pair of shoes is not the

* Reducing the environmental impact of brand's only step towards ecology - the production process itself has been
production processes changed to minimize waste and reduce the carbon footprint as much as possible.

o Investing in environmentally beneficial All this as part of the "Move to zero" campaign, which aims to reduce CO2 and

e . . . y waste in the long term.
initiatives that align with the principles of

corporate social responsibility (CSR) 3.Coca-Cola - an exemple of fake green marekting ( green-washing).
Coca-Cola sent selected influencers and journalists empty bottles of the iconic
drink with a label reading #wearechanging. The shipment was accompanied by a
letter in which the brand asked the brand to sort waste responsibly and throw it
into appropriate containers. The campaign to spread awareness about recycling
) ) would be successful if it were not for the fact that Coca-Cola produced plastic
Going green SImpIy pays off and bottles especially for its needs, the sole purpose of which was... to end up in the
statistics confirm it trash. In(fons_istency in message is a big disadvantage in marketing
communication.

environment or is recyclable

The impact of green marketing on
company finances
The research has found that implementation of green marketing strategy
improves firm performance by offering product differentiation, improves
image and reputation, and increases the sales of green products. The
finding of this study has proven that of pro-environmental policies and
the employing of environmentally friendlier technologies can help firm
to better implement green marketing strategy. The implementing green
marketing strategy differentiates firms from other competitors. Firms to
effectively fulfill green marketing strategies need use the unique and
non-imitable strategies. The fact that firm performance improves in line
with green marketing strategy signifies that the implementation can
positively affect the sales of green cars, process efficiency, and energy
saving. Hence, firms that are facing stiff competition should take
advantage by implementing green marketing strategy.

Conclusions

Green marketing can be extremely effective when done correctly.
According to LendingTree, an online loan marketplace, 55% of customers
surveyed are willing to spend more on eco-friendly products and avoid
less environmentally conscious companies. What’s more, according to
the World Wildlife Fund (WWF), the number of posts on Twitter related to
nature and biodiversity loss has increased by 65% since 2016.

References
https://ekobarometr.

z0szczed;

emeritus.org/!
https://planetpartners.pl/green- dobrze/?fbclid=IwAR2R_A31-ylIABNSmPKK22CRbIOB]8rS-yKUu-GFscQVIAy8mYSSuYlisnU

https://ageconsearch.umn.edu/record/301150?In=en

GREEN MARKETING - COMPANY EXAMPLES

Maria Banach, Gabriela Bugajska, Weronika Buta
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So you really like that brand. Their app is good

- the Ul effortlessly intuitive - your eyes glide across the screen, you can
easily find that one feature you really need to find right now, and the
loading speed is great. The price is fine, but it could be better. And you
just love the product. But the other brand is great, too. And they offer
free delivery! So now you're torn between two options - and what do you
do in this situation? You call your friend.

Beferrai +

Companies know this simple truth - we're social animals, leading our
lives huddled together. And whatever dilemma arises - whether the berries
are safe to eat, or which product is better, we tend to turn to each other for
answers. Well, mostly. But the marketers thought of this too. Referral

is as simple as that - one recommends and the other takes the
suggestion. The one asking has a lot to lose - what if the product he chose
himself isn't as good as the other one? What if he wastes money? But the one
referring has a sword of his own, hanging right above his head. If he
recommends something and the other one doesn't like it, the blame falls onto
him. And really, how high is the chance of two people having the same
opinion? Something might go wrong and it would look like he recommended

a bad product on purpose. So why refer at all?
gi
Netflix

The solution the companies came up with is a reward of some sorts.
Either credit that can be used to purchase products/services, or other forms,
such as a discount. Outside of referral marketing, there exists a much more
organic market for recommendations - but the genius of the referral strategy
lies in removing the sword balancing above the recommender, thus letting him
do the company’s job for them. The referral program is a fruitful marketing
strategy - sharing opinions generates little to no cost for the business, yet
yields a high reward - not only does the likelihood of conversion skyrocket, but
the customers acquired from the program are proven to have a 16%
higher lifetime value than average customers. Which means, in simplified
%vords, that those customers will bring maore revenu han any others.

4 +
+ Referral g
4 Uber .
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The new, West Coast- based corporation swayed the masses with the promise
of safety - and their marketers knew that there is nothing safer than having a friend
recommend something to you. So they offered free rides - for the recommendee,
after someone shares with them a code through Facebook, Twitter, WhatsApp, or
through a myriad of other ways, and for the recommender - right after the
recomendee’s ride has ended. The strategy proved a huge hit for the company, and
a wave of new customers flooded.

PKO BP S.A (General Savings Bank)

‘Friendship and money is like oil and water’, Mario Puzo once said. They don’t
mix. But not in the case of PKO - the old, trusty bank offers real money for referrals.
One can earn up to 1500 PLN - or roughly $377, deposited into their account,
provided that the referendee successfully opens up an account. The Polish bank
proved the impossible - finances and friendship do mix, especially when monetary
rewards are on the horizon. Or maybe because the monetary rewards are on the
horizon?

Paulina Zegadto
Agata Piaszczynska
Dominika Skruszeniec

REFERRAL MARKETING

The one and only, adored subscription-
on-demand streaming service also hosts a
referral program. The set-up is: one person
copies a link, the other signs up using it, and
the promised reward is added in form of a
balance for the referender’s subscription. If
you think it's too good to be true, it
absolutely is - that's why the company
placed a restriction, limiting the reward for
only those, who's referendee’s has never
used the services before. And throughout
the year, only 5 successful recommendations
are allowed. But if one’s wits are in place,
they can cleverly pay for the monthly
subscription for almost half a year using
just the referral system.

Paulina Zegadto, Agata Piaszczyriska, Dominika Skruszeniec
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Funding a Marketing Campaign

Funding a marketing campaign can be approached in various ways. It requires financial resources to
effectively execute strategies and achieve desired outcomes. Choosing the right funding approach
for a marketing campaign is a critical decision that can impact its success and the overall health of

the business.

Selection of the appropriate method of financing PROS & CONS

=>
—=>
=
=
—>

Investments

the campaign depends on:
+ Ability to immediately act with your

funds, no interest or repayment.
- Limited funding availability, risk of no or
low return on investment.

Type of business
Campaign scale and type of audience

Government support and sponsorships
+ You may be able to tap into additional
Risk tolerance resources based on the provider, you don’t
have to repay the grants.
/_\_] - The application process is time-consuming,
you may not meet the requirements.

+ Immediate cash flow, no debt, flexible
-E funding.

- Difficult to record in bookkeeping,
additional costs and fees

Cash flow level

5 + Market credibility, access to additional
o

Se]f_W =+ resources.

- Loss of control, conflict of interests,
potential hostile takeovers.

6 effective way
of campaign
funding

+ Longer repayment terms, high borrowing
amounts.
"'i'“ - :S}trict eligibility requirements that are
=== difficult for new businesses, lengthy
application process.

+ Quick turnaround time, no need to give up
‘[E\ 00 o equity, build a customer base.
: /MM@\ - Very few are successful and get complete
Facktoring funding, high fees from the crowdfunding

platform, limited timeline.

CONCLUSIONS

Funding a marketing campaign requires a thorough consideration of
various factors such as campaign scale, business type, target
audience, government support, risk tolerance and cash flow level. By
carefully choosing funding methods, businesses can optimize their
resources and increase the probability of a successful marketing
campaign. As the business environment evolves, the strategies for
funding marketing campaigns also must be changed to stay
adaptable and innovative.

FUNDING A MARKETING CAMPAIGN
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REFERENCES

https://www.fundthrough.com/blog/working-capital-
management/using-capital-for-marketing/

https://www.webdew.com/blog/how-to-fund-marketing-
campaign

Aleksandra Rozek, Jagoda Wisniewska
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Innovation in the Polish
mobile payment system -

Aleksandra Karbarz
Oliwia Kowalska
' . Joanna Kurek

BLIK o !

What is the BLIK code?

The BLIK code is a one-off, 6-digit
code, which you will find in your
bank’s app. It is valid for 2 minutes.
After that time, you can generate a
new one. You use the code to start

your payment. @

BLIK is a payment method which
enables you to pay easily and
quickly in the store or over the
Internet, and you can also deposit
and withdraw cash. You can - also
use BLIK to settle accounts with a
friend instantly, using just his
phone number.

NUMBER OF BLIK TRANSACTIONS
OVER THE YEARS IN MILLIONS

., 1400
1200

1000

NUMBWE OF TRANSAL

o *
2014 2015 2016 2017 2018 2019 2020 2021 2022 2023

YEARS

ard Ptatnosci (Polish
Payment Standard - PPS). This is a team of experts who have
participated, among other things, in the creation and
implementation of innovative cashless payment programmes, online
payments and projects more broadly related to electronic and
mobile banking.

What are blik's plans for the near future?

On November 10, Business Director at Change Serviceplan said that
they plan to expand their operations and enter the markets of other
European countries. The company is currently working on making
the service available in Romania and Slovakia.

references:
https://businessinsider.com.pl/media/reklama/kampania-badz-kotem-platnosci-blika-
nagrodzona-zlotem/cv7pgcO
https://www.wirtualnemedia.pl/artykul/blikomania-loteria-nagrody-sztabki-zlota-jak-
zdobyc-promocja-reklama-tomasz-kot

https://blik.com/

https://www.przelewy24.pl/metody-platnosci/blik

INNOVATION IN THE POLISH MOBILE PAYMENT SYSTEM — BLIK
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What do you need to pay with BLIK?

¢ The bank’s app

« BLIK is available in the apps of 19 banks

¢ Aphone

¢ Any phone that can support your bank’s app

¢ Internet access

¢ An Internet connection e.g. through Wi-Fi or a mg

BLIKOMANIA - is a popular lottery of the Polish B
Standard. Everyone who registers on the websif
www.blikomania.pl and performs a BLIK tran
a draw for attractive prizes!

%’f 9

) BARDTIE)

- BLIKDM
ZappsTRUI SiE
P A JEG0 NACRODA GWAI

Blik's advertisements highlight the ease of making payments with
just a few taps on a smartphone. They showcase scenarios where
using BLIK simplifies the payment process, such as in-store
purchases, online shopping, or splitting bills with friends.

The Effie Awards is the largest marketing competition in the
world, first organized in 1968 in New York by the American
Marketing Association. Since 1999, it has also been run in Poland
by the SAR Marketing Communication Association. The aim of the
Effie competition is to select and reward the most effective
campaigns and marketing solutions.

During the 24th edition of Effie Awards Poland. In the Finance &
Insurance category, the gold statuette was awarded to the
Change Serviceplan agency for the “Badz kotem ptatnosci”

("Be a payment cat") campaign implemented for BLIK. The
popular Polish actor Tomasz Kot took part in this campaign.

blik

Aleksandra Karbarz, Oliwia Kowalska, Joanna Kurek
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New technologies

in marketing

Introduction

New technologies in advertising are important for
several reasons. First, you can enable more
advanced audience targeting, resulting in more
effective ad campaigns. Secondly, technological
innovations in creating interactive and engaging
content are attracting attention. Additional new
technologies that enable the use of data over time
allow you to adapt advertising to your strategies on
an ongoing basis. The development of mobile and
social technologies makes advertising available to
reach customers in different places and times.

Machine Learning:

Machine learning is a subset of
artificial intelligence (Al). It focuses on
teaching computers how to learn from
data and improve as they gain
experience. The processes of learning
and improvement are not
programmed. In machine learning,
algorithms are trained to find patterns
and correlations in large data sets and
make the best decisions and
predictions based on the results of

Programmatic advertising:

The term programmatic advertising
describes the method of purchasing
and selling advertising space online
using automatic technologies based
on data and algorithms. This process
uses technology platforms such as ad
exchanges, demand-side platforms
(DSP), and supply-side platforms (SSP)
that allow for automatic bidding and
purchasing of advertising space over
time.

Augmented Reality (AR)

Audio advertising and podcasts

Blockchain in advertising

Dynamic optimizations

Voice Search (VSO)

Chatbot:

Chatbot is a type of software that
simulates a conversation and enables
interaction between a person and a
company or institution. Also known as
a conversation bot, virtual assistant or
virtual advisor, it is used to improve
the quality of service and increase the
number of completed transactions or
reported cases.

such analysis. Systems using machine
learning become more and more
effective over time, and the better
access to data they have, the greater
their accuracy.

Possibility to reach a precisely
defined target group

Various forms of advertising
Services not available on other
advertising platforms

Very large advertising reach

Reduce costs or increase customer
service efficiency

Solving customer problems
Acquiring additional leads and
increasing conversions

Higher consumer involvement
around the brand

.

.

« Recommendation mechanisms
- Dynamic ERP marketing No need to pay intermediaries

« Process automation Determining the number of views
- Preventive inspections per user

Conclusion
In conclusion the integration of machine learning, programmatic advertising, chatbots and other technologies not
only enhances advertising effectiveness but also aligns with financial objectives by improving efficiency, reducing
costs, and optimizing revenue-generating opportunities for businesses. These technologies empower businesses to
make data-driven decisions, ensuring a more strategic and financially sound approach to advertising.

References:

o dr Katarzyna Walotek-Scianiska, dr Magdalena Harasimowicz - “Reklama w $wiecie nowych technologii”,

o https://www.sap.com/poland/products/artificial-intelligence/what-is-machine-learning.html

o https://www.sempire.pl/co-to-jest-reklama-programatyczna-programmatic-advertising.html

o https://opteam.pl/firma/baza-wiedzy/artykuly-eksperckie/chatboty---co-to-jest-i-jak-sa-wykorzystywane-30.html
e https://semcore.pl/slownik/chatbot-marketing/

NEW TECHNOLOGIES IN MARKETING
Stanistaw Butawa, Filip Czarnik
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First Of All

Cryptocurrency is a type of digital or
virutal currency that uses cryptography
for security. Unlike traditional
currencies issued and regulated by
governments (like the US dollar or the
euro), cryptocurrencies operate on
decentralized networks based on
blockchain technology.

Is it safe?

Cryptocurrencies use cryptographic
techniques to secure transactions and
control the creation of new units. This
makes them resistant to counterfeiting

and fraud. Blockchain technology
ensures the transparency and
immutability of transaction history.
Users have private keys to access their
cryptocurrency holdings, which should
be kept secure.

REFERENCES

https://www.kaspersky.com)resource-center/definitions/what-is-cryptocurrency
https//en.wikipedia.org/wiki/Cryptocurrency
http: i ptocurrency.asp

How Does it
Work?

Cryptocurrencies run on a distributed
public ledger called blockchain, a
record of all transactions updated and
held by currency holders. Units of
cryptocurrency are created through a
process called mining, which involves
using computer power to solve
complicated mathematical problems
that generate coins.

Advantages

Removes single points of failure
Easier to transfer funds between
parties
Removes third parties
Can be used to generate returns
Remittances are streamlined

THE WORLD OF DIGITAL CAPITAL, A.K.A. CRYPTOCURRENCY

How are they
stored?

Users can also buy the currencies from
brokers, then store and spend them using
cryptographic wallets.

One of the defining features of
cryptocurrencies is their lack of central
authority. They are typically based on
blockchain technology, which is a
distributed ledger that records all
transactions across a network of computers.

Disadvantages

Transactions are pseudonymous
Pseudonymity allows for criminal
uses
Have become highly centralized
Expensive to participate in a
network and earn
Off-chain security issues
Prices are very volatile

Sebastian Franczak, Urszula Grygowicz
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WHAT IS A CREDIT SCORE?

A credit score is a numerical representation of a person's creditworthiness,
based on their credit history. It helps lenders assess the risk of lending
money or extending credit to an individual. Factors like payment history,
credit utilization, length of credit history, types of credit used, and new
credit applications influence the credit score. Higher scores typically
indicate better creditworthiness.

COMPARING CREDIT SCORE
CALCULATIONS: USA VS. POLAND

Credit scores in the USA and Poland share the common goal of evaluating
creditworthiness, yet they differ significantly:

« Credit Scoring Models: While FICO scores (300-850) are prevalent in the
USA, Poland lacks a standardized model, with various credit bureaus using
different scoring systems.

« Credit Reporting Agencies: The USA has three major bureaus (Equifax,
Experian, TransUnion), each offering distinct reports. In Poland, a less
centralized system involves multiple bureaus like Biuro Informacji Kredytowej
(BIK).

- Regulatory Environment: Regulations, such as GDPR in the EU, shape credit
reporting practices in Poland, differing From the USA's regulatory Framework.
Privacy and consumer protection laws impact how credit information is
gathered and utilized.

« Consideration Factors: In the USA, credit card turnover, payment history,
credit duration, debt levels, existing credit analysis, and new credit inquiries
contribute to creditworthiness assessment. In Poland, Factors extend to
income, monthly expenses, current debts, age, marital status, household size,
Financial status, education, employment duration, and occupation,
emphasizing both numerical values and the client's commitment to meeting
obligations.

COMPARISON OF Al
\X\=.__ SYSTEMS

FICO SCORE

FICO Score is a credit score created by the Fair Isaac Corporation (FICO), extensively
used by lenders to evaluate the creditworthiness of individuals. FICO scores consider
information in Five key areas to assess a borrower's creditworthiness:

-Payment history (35%)
-Credit utilization (30%)
-Length of credit history (15%)
-Credit mix (10%)

-New credit (10%)

Much like there is no singular credit score, as multiple companies generate scores, there
is also no singular FICO score. FICO scores, akin to all credit scores, hinge on the
information within your credit report. Various agencies, such as Experian or Equifax,
collect credit data, and since the data at each agency can differ, your FICO scores may
vary depending on which agency's data is utilized For the calculation.

FICO scores play a pivotal role in 90% of mortgage application decisions in the United
States. Ranging From 300 to 850, scores within the 670 to 739 bracket are typically
deemed as "good" credit scores.

VANTAGESCORE

VantageScore serves as a consumer credit scoring model designed as an alternative to
the FICO score.

VantageScore asserts that it employs "machine learning" techniques to generate a more

precise and predictive assessment of a consumer's creditworthiness.

The latest version of VantageScore is VantageScore 4.0. It is calculated based on six
Factors, each assigned its own weighting:

e Payment history (41%)

Age/mix of credit (20%)

Credit utilization (20%)

New credit (11%)

Credit balance (6%)

References:
Liz Weston (2012) Your Credit Score: How to Improve the 3-Digit Number That Shapes Your Financial Future 4th ed. Edition

EWA JURKOWSKA
JULIA KAPALKA
KRZYSZTOF JASKULA

HOW TO IMPROVE YOUR
" \XX=__ CREDIT SCORE

To enhance one's creditworthiness, it is important to take several
crucial steps. Firstly, a thorough understanding of one's credit report
is essential. Secondly, timely payment of Financial obligations is
critical. Finally, prudent and strategic management of credit card
usage can be effective in improving creditworthiness.

Regular Surveillance of Credit Reports:

Periodically examine credit reports to monitor your current financial
situation

Timely Payment of Bills:

« Assure the timely settlement of bhills, loans, and credit card dues
Reducing Credit Card Balances:

- Strive to sustain credit card balances beneath the available limit
Avoiding Unnecessary Opening of New Credits:

« Opening multiple new credits within a brief timeframe can
negatively impact your creditworthiness

Responsible Pursuit of Credit:

« Choose new credits wisely, considering the terms of the agreement
Applying For a Credit Card with No Credit History:

« Obtaining a credit card and using it responsibly can help build
creditworthiness

Considering Debt Consolidation:

< In instances of multiple credit obligations, contemplation of
consolidation is recommended to streamline financial oversight
Contacting Creditors in Financial Difficulties:

« In case of Financial difficulties, contact the creditor and consider
alternative repayment plans

HISTORY OF CREDIT
® ™= SCORE

Credit-scoring systems were created to simplify the process for both lenders and
borrowers. The history of assessing creditworthiness dates back to 1841, about 50
years after the First mention of credit reports, when the initial attempts to
standardize the process began. The First consumer credit score was introduced in
1989 by The Fair Isaac Corporation, now known as FICO, marking the start of
evaluating an individual's ability to repay their credit lines.

It is important to note that lenders continue to widely use FICO scores in making
loan and credit card decisions, as well as in determining rates and terms. In 2006,
other credit-scoring models were introduced, with VantageScore® gaining
comparable acceptance. This model was created by the major credit bureaus
Equifax®, Experian®, and TransUnion®. While both models use a three-digit number
For creditworthiness assessment, they use slightly different methods For score
generation.

FICO is still the most used scoring system after 30 years and has evolved into
various models For specific lending purposes. Machine learning-based systems are

now commonplace in creditworthiness assessment, providing lenders with a Fast and

efficient way to determine applicant's risk levels. These sophisticated algorithms

analyze traditional Financial data, along with information from various sources such

as transaction histories, purchasing behaviors, and even social media activity to
enhance precision and customization of assessments for individual cases.

/#oss0 CREDIT SCORE
ASSESSMENT SYSTEMS

Daniel Kaszyrski, Bogumit Kamiriski, Tomasz Szapiro (2020) CREDIT SCORING IN CONTEXT OF INTERPRETABLE MACHINE LEARNING Theory and practice

https://www.bik.pl/poradnik-bik/czym-jest-zdolnosc-kredytowa
https://www.capitalone.com/learn-grow/money-management/when-did-credit-scores-start/
https://www.experian.com/blogs/ask-experian/credit-education/score-basics/what-is-a-good-credit-score/
https://www.investopedia.com/terms/f/ficoscore.asp

CREDIT SCORE ASSESSMENT BY Al

Ewa Jurkowska, Julia Kapatka, Krzysztof Jaskuta
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DO FINANCE AND MARKETING

Emilia Lason
Wiktoria Hatas

HAVE ANYTHING IN COMMON?

Finance and Marketing are significant departments in a company. It is said that Finance deals with capital and how
to use it in the efficient way. On the other hand, Marketing is commonly associated with promotion, but it is not its
only function. These two departments seem to be different, but in many cases they have to cooperate with each

other to achieve the particular objective.

OUR RESEARCH RELATED TO THIS TOPIC

Research purpose: obtain information about people’s opinion
on relations between these departments and their knowledge
of basic term connected with both Marketing and Finance
Sampling procedure: purposive sampling

Research sample: people in age of 18-30

Number of respondends: 45

Method of research: online survey (CAWI)

Date of research: 3rd November 2023 —23th November 2023

HOW TO SET A MARKETING BUDGET?

Marketers are able to influence people in many ways, for
example through TV advertisements or viral marketing. All
marketing activities need funds. It is worth mentioning that
managers hope that marketing efforts will bring the company
a satisfactory level of profit in the future. Efficient marketing
campaign requires precise planning, including budget
planning. Marketing budget is the amount of resources, which
have to be used to achieve particular objectives, such as sales
figures. Finance and Marketing departments have to
cooperate to identify elements, which are necessary to
complete planned tasks. In this budget managers have to
include all the costs of marketing- mix.%. The most popular
concept of marketing- mix is 4P, which consists of four
variables: product, price, promotion and place. The term we
asked about in our survey simply means the process of setting
that marketing budget.

Popular methods of setting a marketing budget?:

“¥ as a percentage of planned revenue from sales

=¥ by analizing competitors’ budget and setting ours on a
similar level

N
N

per unit of the sold product
using whole or part of the profit to make our marketing
activities more intensified

“» method based on tasks, which have to be done

Do you think that
Marketing and Finance are
connected?

Do you know the term
"budgeting of marketing"?

1. definitely yes w2. probably yes

w 3. definitely no mi4. probably no

EXAMPLES OF FINANCIAL AND
MARKETING RATIONS3:
“ Cost per sale (CPS):

value of resources allocated to campaign
number of the clients acquired by this campaign

< Risk of the particular market occurrence (analysis
of marketing risk):

probability of the particular occurrence (on the
scale from0,0t01,0) x influence of this occurrence
on company's gross profit (in thousands of PLN)

< Cost per thousand (CPT):

cost of communication campaign
1000

number of receivers of communication message

creative |

e What both a marketer and a

finance manager must be like?

1A. Pomykalski, Zarzqdzanie i planowanie marketingowe, Wyd. Naukowe PWN, Warszawa 2012, s. 161-162

2E.Michalski, Marketing Podrecznik akademicki, Wyd. Naukowe PWN,

Warszawa 2017, s. 545

3R. Kozielski, WskaZniki marketingowe, Oficyna Ekonomiczna, Krakéw 2006, s. 109, 357, 384

DO FINANCE AND MARKETING HAVE ANYTHING IN COMMON?

Emilia Lason, Wiktoria Hatas
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Anticipated Global GDP Decline in 2024:
Challenges, Strategies, and Economic Occurrence

First of all, the most important challenge for entrepreneurs will be adapting to
changing economic conditions. Restructuring of market sectors and changes in
employment may also occur. It may become increasingly difficult to find

GDP stands for ,gross domestic product” and is
a monetary way of expressing the market value
of the final goods and services produced in a
specific period of by a country. The GDP is mostly
used to measure economic health as it can
visibly highlight any changes going on in a
country’s economic trajectory. GDP however is
often used as an indicator of advancement which
is not We
measurements designed specifically for this

o4
|

The Global Outlook predicts a 2.9% increase in global
GDP for 2023, with a slight slowdown to 2.7% in
2024 and a modest upturn to 3.0% in 2025.
Challenges of slow growth and high inflation persist,

always reliable. have other

purpose.

with an expected mild deceleration in the upcoming
year due to necessary monetary policy tightening
over the past two years. The impacts of this
tightening are evident, with policy interest rates
reaching or nearing their peak in most economies.
Monetary policy is expected to remain restrictive
until there are clear signs of sustained relief from
inflationary pressures. Major advanced economies
are not anticipated to reduce rates until well into
2024 or 2025. While some emerging markets could
see rate reductions, the pace will be constrained by
global financial conditions. Open markets are crucial
for transitioning to digital and green initiatives, and
fiscal policy should proactively address long-term

spending challenges. @

The chart illustrates the
GDP levels from 2021,
including predictions for
the years 2023 and 2024.

6.0 3.5 2.7

sources of financing for new projects due to rising operating costs. Businesses
may be exposed to changing trading conditions, exchange rate fluctuations and
other external factors that may affect their competitiveness. The expected
reduction in consumer purchasing power may lead to lower demand for
products and services. Entrepreneurs will need to adapt their marketing
strategies and offerings to attract customers under tight budget conditions.

India is the fifth-largest economy globally, with a GDP of $3,385.09 billion in
2022. The services sector in India has emerged as the most dynamically
growing part of the economy in the 21st century, averaging a remarkable 9%
annual growth. Significant developments are observed in the
pharmaceutical, hospitality, transportation, and telecommunications
industries, as well as in outsourcing services. The Indian services sector
primarily focuses on exports (79%), with the majority directed towards the
American market (almost 70%). The industrial sector contributes
approximately 30% to the GDP in recent years. Key industries influencing
industrial development include petrochemicals, pharmaceuticals, jewelry and
gemstone processing, and apparel. Despite the declining share of agriculture
in GDP (currently 17%), it remains crucial for food security, employing nearly
50% of the Indian workforce. Leading agricultural sectors include
horticulture, animal husbandry, and associated milk production, where India
{eads globally with a 17% share in global production. In 2021, India's export
value reached $394.8 billion, a significant increase from the pandemic-hit
year 2020 ($275.5 billion) and 2019 ($323.3 billion). The top 5 exported goods
from India include petroleum and petroleum products ($54.8 billion), non-
metallic mineral products ($32.27 billion), iron and steel ($23.61 billion),
textile yarn, fabrics, and finished goods ($22.23 billion), and medical apgi
pharmaceutical products ($21.09 billion). ':@:

Henry Ford, American entrepreneur and founder of the Ford
Motor Company, pioneer of mass car production. He achieved
success despite the Great Economic Depression in the 1930s.
He introduced his innovative idea of tape production, which
allowed for mass production and significant cost reduction.

This innovative approach enabled the mass production of cheap cars that became available to a wider group of people. Despite
the crisis and falling demand, it was a great success. The introduction of effective production methods during a difficult
economic period enabled Ford to build a powerful business, which is why he is considered an industrial icon of that period.

Countries around the world struggle with various challenges that reflect on their GDP which later on also affects the global GDP
indicator. Some of the common challenges are high inflation, fluctuations in real estate sector, high debt and aging populations.
Governments use various instruments to tackle these problems and incrase the GDP in the long run. Such strategies include investing
in infrastructure, education and innovations but also creating the right environment for enterpreneurs to thrive in. Fiscal and
monetary policies have to be reactive and adequate to what the country’s economy needs. Lastly, upgrading life conditions have also
proven to be an effective way ensuring economic growth.

https://www.oecd.org/newsroom/economic-outlook-a-mild-slowdown-in-2024-and-slightly-improved-growth-in-2025.htm

https://www.trade.gov.pl/wiedza/indie-charakterystyka-rynku/

https://www.oecd-ilibrary.org/sites/1f628002-en/index.htmI?itemld=%2Fcontent%2Fpublication%2F1f628002-en&fbclid=IwAR2HCzMgkLOIQId9rf7LiXMvI_nGujQ75p-KgPPuBapLuE07g4arO2Sjwbl#section-d1e430-37ed2a2086

https://www.worldbank.org/en/publication/global-economic-prospects

ANTICIPATED GLOBAL GDP DECLINE IN 2024: CHALLENGES, STRATEGIES, AND ECONOMIC OCCURRENCE

Bartosz Lewicki, Adam Kuziel, Franciszek Bera
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First Of All

Cryptocurrency is a type of digital or
virutal currency that uses cryptography
for security. Unlike traditional
currencies issued and regulated by
governments (like the US dollar or the
euro), cryptocurrencies operate on
decentralized networks based on
blockchain technology.

Is it safe?

Cryptocurrencies use cryptographic
techniques to secure transactions and
control the creation of new units. This
makes them resistant to counterfeiting

and fraud. Blockchain technology
ensures the transparency and
immutability of transaction history.
Users have private keys to access their
cryptocurrency holdings, which should
be kept secure.

REFERENCES

https://www.kaspersky.com)resource-center/definitions/what-is-cryptocurrency
https//en.wikipedia.org/wiki/Cryptocurrency
http: i ptocurrency.asp

How Does it
Work?

Cryptocurrencies run on a distributed
public ledger called blockchain, a
record of all transactions updated and
held by currency holders. Units of
cryptocurrency are created through a
process called mining, which involves
using computer power to solve
complicated mathematical problems
that generate coins.

Advantages

Removes single points of failure
Easier to transfer funds between
parties
Removes third parties
Can be used to generate returns
Remittances are streamlined

CASHLESS WORLD - ABSTRACTION OR REAL SCENARIO?

How are they
stored?

Users can also buy the currencies from
brokers, then store and spend them using
cryptographic wallets.

One of the defining features of
cryptocurrencies is their lack of central
authority. They are typically based on
blockchain technology, which is a
distributed ledger that records all
transactions across a network of computers.

Disadvantages

Transactions are pseudonymous
Pseudonymity allows for criminal
uses
Have become highly centralized
Expensive to participate in a
network and earn
Off-chain security issues
Prices are very volatile

Justyna Btadek, Magdalena Smusz, Urszula Surmacz




Part IV

Market dynamics, consumer behavior
and examples of case studies



INTRODUCTION:

In the globalized economy, understanding
the intricate web of international finance,
currency exchange rates, and monetary
policy is paramount for businesses and
financial institutions alike. This study delves
into the dynamic world of international
finance, exploring the complexities of
currency markets, the influence of
monetary policies on economies, and the
fascinating interconnection between
marketing strategies and exchange rates.

CURRENCY POLICY
PURPOSES

Currency policy, also known as monetary
policy, refers to the actions and strategies
implemented by a country's central bank or
monetary authority to manage the money
supply, interest rates, and the exchange rate.
The purposes of currency policy are diverse
and interconnected, aiming to achieve specific
economic objectives. Here are some key
purposes of currency policy:

¢ Price

¢ Economic Growth and

* Exchange Rate Stability
¢ External Balance

* Crisis Management

g

LY
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JOURNEY THROU?(‘:'#I INTERNATIONAL FINANCES: THE WORLD OF CURRENCIES

EXCHANGE RATES
AND MARKETING:

Exchange rates can significantly impact international
marketing strategies. Here are several ways in which exchange
rates can influence marketing decisions:

¢ Pricing Strategy:
Fluctuations in exchange rates can impact the costs of goods
and services in foreign markets. Marketers need to adjust
pricing strategies to maintain profit margins while remaining
competitive.

¢ Market Selection:
Exchange rates can influence the attractiveness of foreign
markets. A favorable exchange rate can make a market more
appealing for export, while an unfavorable rate may make it
less attractive.

¢ Promotional Strategies:
Companies may use currency fluctuations to their advantage in
promotional campaigns. For example, during periods of
favorable exchange rates, promotions emphasizing lower
prices for foreign customers may be effective.

¢ Product Positioning:
Exchange rate movements can influence the perceived value of
products in foreign markets. Marketers may need to adjust
product positioning to align with local consumer expectations
and economic conditions.

¢ Distribution Channels:
Currency fluctuations can impact the cost-effectiveness of
various distribution channels. Marketers may need to assess
the most cost-efficient ways to get products to customers in
different markets.
Exchange rate changes can affect the cost of raw materials and
production. Companies may need to optimize their supply
chains to manage currency-related risks.

¢ Consumer Behavior:
Changes in exchange rates can affect the purchasing power of
consumers. Marketers need to understand how these changes
may impact consumer behavior and adjust marketing
strategies accordingly.

Euro (EUR) to Polish zioty (PLN) exchange rate from Jan 1989 - Jun 21, 2023

\ W

JOURNEY THROUGH INTERNATIONAL FINANCES: THE WORLD OF CURRENCIES
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Maria Jancarz
Magdalena Galus

EXCHANGE RATE
DEFINITION
AND FUNCTIONS:

The exchange rate is the price of one country's
currency expressed in another country's
currency.
Selected exchange rate features:

* price-setting

¢ informational

* criterion of comparability of economies
and incomes

* determinant of exchange efficiency

o fil jal game instr

* aninstr of

MOST INFLUENTIAL CURRENCIES:

 United States Dollar (USD)
The U.S. dollar is the world’s primary reserve
currency.

* Euro (EUR)
The euro is used by 19 of the 27 European Union
member states.

« Japanese Yen (JPY)
The Japanese yen is a key currency in Asia. Japan has
arobust economy, and the yen is considered a safe-
haven currency in times of global economic
uncertainty.

« British Pound Sterling (GBP)
The British pound is the one of the oldest currencies
still in use.

« Chinese Yuan (CNY)
The Chinese yuan has ben gaining international
importance.

REFERENCES:

tatista.

rate/

“Finanse migdzynarodowe"’- Bogumit Bana$
bi pdf

Maria Jancarz, Magdalena Galus
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EVENT MARKETING FUNDING

Strategize’ Event marketing, despite being a relatively expensive tool with
Spark limited reach, according to respondents, ranks fourth, high
Succe,ed' (68 percent) in popularity of marketing communication tools.

event organization

industry, three

Vil

ROI and KPIs - indicators that
will help estimate profits:

AN T 7P
/ ,/////?//777// Z7
i |

e

. 1 Dl ca Qe
| 1 ll '! I!; {\g ‘ l\ l‘ I 19% f
i
mber of leads 50% 50%
ationships established.
71%

ey performance indicators) are Q1%
e er tool with which we can measure in the
—the-success of our event. It is worth making N q
_Iist of KPIs to keep track of which marllgef;ng 5 ffstilé?rcate
activities regarding e.g.: promotion of our is allocated marketing budget to
event brought the best business results. events : events

EFFECTIVENESS OF EVENT . .
MARKETING ways of financing events

MORE LIKELY TO
BUY o Company Budget Grants and subsidies
e Sponsors Strategic partnerships
34% 74% o Tickets and participation Crowdfunding
o fees Investors
SHARE POSTS ABOUT AT ST
B NTIONISOCIAL OPINION OF THE BRAND

71 % References:

SHARE https://pl.linkedin.com/pulse/event-marketing-koszty-bez-warto%C5%9Bci-patryk-felmet
https://fmwaechter.com/measuring-kpi-roi-conferences-events/
INFORMATION AND https://Ineventstudio.com/blog/cena-eventu-w-perspektywie-inwestycji-w-marketing
IMPRESSIONS WITH https;//www.grupa-icea.pl/blog/jak-zorganizowac-event-ktory-sie-oplaca/
LOVED ONES https//au.indeed.com/career-advice/finding-a-job/what-is-event-marketing
“Event Marketing" Leonard H. Hoyle, CAE, CMP

MEDIA

EVENT MARKETING FUNDING

Natalia Stanek, Edyta Zieba, Aleksandra Zareba
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THE IMPACT OF INFLUENCERS ON PURCHASING DECISIONS OF GENERATION “Z"

— CONTEXT

iy
: In recent years, there has been a trend of increasing importance
of influencer marketing in selling goods and services.
| [ | An influencer is a public figure who becomes active in social
media. He is an online creator who publishes the content of the
profiles he runs on social networks. He uses his image to
§ promote and recommend given products or services in
cooperation with brands and companies.
e To illustrate how influencer activities influence
o N the purchasing decisions of young people
S 9 20 /o i between the ages of 11 and 28.
Ot all Gen Z adults credit social media HOW INFLUENCERS AFFECT
influencer recommendations as the
most important driver of purchase  CONSUMER'’S BEHAVIOUR DEGISIONS OF THEIR
decisions online, above brands, FOLLOWERS?

retailers, celebrities and store
associates

Gli)d

When it comes to resharing their
shopping finds and purchases, the top
three social sites used are Instagram,
followed by Facehook and TikTok.

Influencers encourage people to
buy the products they promote
by organizing competitions and
events, creating posts and
tutorials, and sharing sponsored
links

interest in the
profile of the
promoted brand
37%

SUMMARY

Influencer marketing is a powerful system that uses many tools for marketing purposes. These tools include the influencers themseives and the
content they create. Research shows that the importance of influencers who use their authority, importance and trust of followers is high and the
activities they conduct are important for the sale of products or services. People representing the "z" generation which chooses social media as

the first and main source of information are particularly sensitive to their activities on social networking sites.

REFERENCES
https://swaygroup.com/social-platform-influencer-marketing/
“Influencer marketing” Anna taszkiewicz

“Content marketing i social media” Barbara Stawarz
https://www.businesswire.com/news

THE IMPACT OF INFLUENCERS ON PURCHASING DECISIONS OF GENERATION Z
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SUCCESS OF INPOST

INTRODUCTION

:-The modern logistics industry has undergone a 3
isignificant revolution with the introduction of InPost
i- the company that has become the undisputed
:leader in the supply market. InPost serves as a
:parcel delivery service that enables individuals to
:independently send and receive packages at a
ichosen location 24/7. Innovative parcel machines
:have earned the approval of clients due to their
ispeed, convenience, and effectiveness. At the end
:of the previous year, InPost had 27,939 Parcel
:machines, with 19,306 located in Poland. The
inumber of users availing the company's services
ireached 16.3 million, which means that on average
:more than 40% of Polish residents use InPost
‘-.machlnes

O

:-"In 2006 Rafal Brzoska, founder of the Capital Group Integer.pl,
ihas decided to create the InPost company. The Moment of the :
istart of the private logistics operator coincided with the period :
:of the postmen'’s strike, during which only the Polish post had
ithe right to deliver letters weighing less than 50 g., soon he
icame up with an innovative idea - he decided to load the :
:letters with a fifty-gram sheet, which made it possible to avoid :
ithe state monopoly. From the very beginning, the founder of
:Inpost was endowed with innovative thinking, which resulted

:in the rapid development of the company. The number of
iparcels delivered grew with each passing month, and already
:at the end of 2007 InPost introduced a system for tracking
:letters via the Internet.

FINANCIAL RESULT (IN MILLIONS)

707910
500,00zt -

400,00 zt

300,00 =

200,00 =

100,00 zi

m— net profit revenue

MAIN INPOST SERVICES:

InPost parcel machines
Courier

InPost Fulfillment

InPost Subscriptions

Offer for Allegro dealers
InPost Quick Submissions
InPost Weekend Package
Mobile application - InPost
Mobile

InPost Fresh

O

INPOST PARCEL MACHINES - A REAL
REVOLUTION

iIn 2009, Rafal Brzoska and the team were thinking ]
iabout how to expand the offer beyond the delivery of
iletters. As a result, the idea of parcel machines was  :
iborn — modern devices resembling mailboxes that
iallow you to independently receive and send parcels
24 hours a day, 7 days a week. In September 2009,
ithe first InPost parcel machine was built in Cracow.

iIn 2015, InPost took over 100%. the Polish postal
igroup. Inpost shares debuted on the Warsaw Stock
iExchange (WSE) on October 13, 2015. ]
iln 2019, the company launched the mobile application
{InPost Mobile with the function of remote opening of
iboxes in the parcel machine ]
iln 2022, The Courier Company InPost delivered 744.9 :
imillion shipments :

SUMMARY

5'Why do the parcel machines have such a huge success
Eand gained considerable popularity? The answer is
isimple: they perfectly fit with the demands of the present \

itime and keep up with the rapidly growing e-commerce
lindustry. These innovative devices made it possible to
ieasily solve several problems, such as: long waiting for
ithe courier, the need to stand in queues and pick up the
:-parcel only at specific hours and at certain place.

REFERENCES:

HTTPS://INPOST.PL

SUCCESS OF INPOST
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InPost

out of the box
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HOW TO ENCOURAGE YOUNG PEOPLE TO START
THEIR JOURNEY ON STOCK MARKET?

For many young people, the subject of the stock exchange is incomprehensible and shrouded
in an enigmatic aura. The basic concepts effectively discourage them, despite the fact that
they can be easily put into practice. Also, the awareness of losing hard-earned capital caus-
es very few young people to decide to take risks and try their hand at the stock exchange.
One should ask whether the stock exchange is a place for young people and whether there is
a way to effectively encourage them to enter it?

WHAT IS A STOCK MARKET?

The stock market is a place where
people buy and sell parts of their
companies, known as stocks. It's
compared to a vast market for
these pieces of companies. Hypo-
thetically, when a company goes
public, it divides into smaller parts
called shares. People are allowed
to buy these shares, making them
part owners of the company. Now,
if you believe that the company is
supposed to do well, you can buy
its shares. Other people who think similarly can also buy them. Also, there
are people who might think the company won’t do well, so they want to
sell their shares. Everything on the stock market happens very quickly. The
price of a company’s shares can change depending on what people think
about its future. The company’s shares are changing depending on what
people think about its future. According to shares, when people want
to buy shares of a company, they go up, so when they want to sell, they
go down. This leaves us with the most important question - Why would
someone want to buy or sell shares? Because you can become rich! Let us
explain. The stock market is like an urban marketplace where people trade
pieces of companies, hoping to make money on them. Last but not least,
the main principle that investors follow is to “Buy low, sell high”.

O 073 Age o irciichunt vveston

STOCK MARKET EVENTS

An excellent way to expand ek ket morkar
your knowledge about the  wwms

stock market is to participate
in numerous events organized
by various organizations. These
events are often organized by
young and interesting individu-
als, making them a good oppor-
tunity to meet new people.
One of those events is the In-
vest Cuffs Congress, which is
actually completely free. Invest
Cuffs is definitely on top in Eu-
rope when it comes to the top-
ic of stock markets, that is why it brings together the investment market
industry. From stocks to investment funds, the conference covers a wide
range of topics. Participation in such an event allows attendees to take
part in conferences, exhibitions, startup presentations and networking.
That is why it is an incredibly inspiring experience and a great initiative
for people who want to expand their knowledge about the stock market.
Another free event that encourages young people to invest is the Wall
Street Conference, held every year. It is definitely the largest meeting of
individual investors with experienced representatives of major compa-
nies, institutions, and other entities shaping the market in Poland. The
conference provides a person with a wide range of knowledge, including
investing, as well as the opportunity to establish contracts with profes-

(1
N

e you interested in he o0k exchangs subject?

POPCULTURE

sionals in this industry.

When it comes to movies about stock markets, one that people imme-
diately think of is definitely “Wolf of Wall Street”. The film is, of course,
related to mentioned earlier topic of stock markets and fascinates young
people with its action, taking illegal substances and obviously the person
of Jordan Belford who built his empire based on frauds and human harm.
Despite the fact that his character’s behavior is not worth of looking up to,
young “sharks” are” lined up” to become a millionaire like he was.

The 2008 financial crisis in the USA may seem neutral to some people who
aren’t familiar with the subject of stock markets. On the other hand, every
person interested in the topic knows about “Big Short”, which, besides its
excellent cast, intriguingly explains the economic processes in a way that
someone without any knowledge about this incident can understand it. In
this incredible movie, worldwide Hollywood stars like Margot Robbie or
Selena Gomez take on their roles, explaining the viewers how the financial
market operates.

Engaging in stock market trading will always be associated with risk and
the potential loss of funds. However, two of those movies are a great way
to interest young people in the subject, perhaps not strictly limited to the
stock market but in finance as a whole.

https://investcuffs.pl
https://www.wallstreet.org.pl

GLOSSARY

Long - Investors maintain “long” security
positions in the expectation that the stock
will rise in value in the future.

Short - A “short” position is generally the
sale of a stock you do not own. Investors who
sell short believe the price of the stock will
decrease in value.

Cable - The exchange rate of GBP/USD. The
name comes from the cable laid in the 19th
century between the USA and the UK.
Loonie - the exchange rate of USD/CAD.
The name comes from the bird species de-
picted on Canadian coins.

Chunnel - The exchange rate of EUR/GBP.
The name comes from the Eurotunel, which
connects France and the UK.

https://www.sii.org.pl/15949/aktualnosci/badania-i-rankingi/kim-jest-polski-inwestor-indywidualny-i-co-ma-w-portfelu-obi-2022.html

Bull market - is commonly de-
fined as a period of time when major
stock market indexes are generally
rising, with market indexes eventu-
ally reaching new highs.

Bear market - a market charac-
terized by falling prices; the name
comes from the way a bear attacks,
striking downward with its paw.
Triple Witching - refers to those
four days each year - the third Fri-
days of March, June, September and
December - in which stock options,
stock index futures, and stock index
options all expire.

HOW TO ENCOURAGE YOUNG PEOPLE TO START THEIR JOURNEY ON THE STOCK MARKET?
Dawid Jedryczka, Aleksander Kwiatkowski, Tomasz Kaczorowski
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SPORTS SPONSORING MARKET IN POLAND

INTRODACTION

Sports sponsorship in Poland is largely based on corporate support of events, clubs, athletes or sports

organizations in order to create a trustworthy self-image and gain public sympathy. Sponsorship is a form of

advertising that promotes the brand and

the use of its servi
athlete, club, organization or sport event.

/! using the image of an

J

3% OF MARKET SHARE

OlL/ENERGY

BETTING/GAMBLING

MINING
BUILDING INDUSTRY
AuTOMOTIVE

FINANCE

The largest share of the sports sponsorship market in Poland is held by companies from the fuel and energy
sector (Orlen, Enea). Last year, the share of this industry was 31.7 %. On the second place were bookmakers such
as STS, Fortuna, Betclic etc. (8.3 %), and on the third level FMCG e. g. Jeronimo Martins, Lidl, Carrefour (6. 1 %).

INDUSTRY VALUE

The value of the sports sponsorship market in Poland in 2022 was PLN 1.2 billion. This represents an increase of
3 % compared to the previous year. According to Sponsoring Insight, growth will be similar in 2023 and will
increase from year to year. The main source of sponsorship in our country are public sector companies.

Jerdmim
Martiny

D B

S5
(romTuNA|

OTHERS
18.8%

FOOTBALL
37.1%
HANDBALL

7.2%

VOLLEYBALL
19.7%

THE MOST PROFITABLE DISCIPLINES

The most profitable sport in our country is football. In 2022, companies contributed about PLN 450 million to
this discipline, which meant allocating 37.1 % of all sponsoring expenses to it. This time, the recent World Cup in
Qatar undoubtedly contributed to the great interest of companies in football.

Volleyball remained in the second place among the sports with the highest revenues from the sale of
sponsorship rights. Companies contributed about PLN 240 million (19.7 % market share). This was related to the
men's volleyball world championships held in Poland and Slovenia, as well as the women's world championships

held in Poland and the Netherlands.

The last place on the podium was taken by ts. on the purchase of rights
amounted to almost PLN 120 million (9.5% of the total market). As every year, events from the series of Formula
1 competitions or the Dakar Rally were important.

SPONSORS OF ATHLETES IN P N

Moreover, the faces of Polish athletes were used in advertising campaigns of PZU (“Good PZU team”), where Iga
Swiatek took part. In 2021, Anna and Robert Lewandowscy signed an agreement with 4F, where they advertise
sportswear. Another example is the cooperation of Superbet with Stawomir Peszko and Jerzy Dudek.

TITLE SPONSOR!

In the sports sponsorship industry, companies play an important role, which not only support clubs, but also
become a part of club’s name. In Poland there are many sports clubs which have company names such as: KGHM
Zagtebie Lubin, Termalica Bruk-Bet Nieciecza, (both football), Asseco Resovia (volleyball) or Comarch Cracovia
(hockey).

BRUK-BET
. TERHALICA

MMARY

Summary: the sponsorship market in Poland depends on the interest in specific disciplines in a given period of time, which is related to sporting events, and above all the successes of athletes or sports clubs.

Business flourishes when international sporting events are organized in our country, our national teams perform in prestigious tournaments abroad or when athletes become more recognizable thanks to their
achievements. Because of these factors, the sponsorship market is constantly growing and generating huge profits.

References

« https://www.rp.pl/finanse/art37821511-ponad-1-
+  https://www.wiadomoscihandlowe.pl/najwieksze-sieci-handlowe/carrefour/69-przedsiebiorstw-fmcg-na-lisci
robert-lewandowski-r4121-blm901-23s.html

photography of Robert Lewandowski - https://4f.com.pl/bluza-meska-4f-
photography of Iga $wiatek - https://www.deviantart.com/tennispng/art/Iga-Swiatek-Render-3-879780585
The coats of arms of sports clubs and company logos were downloaded from their official websites

SPORT SPONSORING MARKET IN POLAND
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mid-na-sport-w-polsce-glownie-od-panstwowych-spolek - data from charts by Sponsoring Insight
00-najwiekszych-firm-w-polsce-2424859
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What you need to know about
RISK MANAGEMENT

N
=

What is a business risk?

Risk management is the
process of identifying,
assessing, and prioritizing
potential risks to minimize their
impact on an organization or
project. It involves analysing
uncertainties, developing
strategies to mitigate or exploit
them, and monitoring the risk

Business risk is the exposure
a company or organization has
to factor(s) that will lower its
profits or lead it to fail. Anything
that threatens a company's
ability to achieve its financial
goals is considered abusiness
risk.

o

What is Risk Management?

Risk management process

Identifying the risks

/ Analysing the risks

Evaluating the risks

Treating the risks

throughout the project or
business process.

Types of business risks

Strategic Risk
Strategic risk refers to the potential threat that arises when a business
deviates from its intended business model or strategic plan. If a company fails
to align its operations with the defined business model, the effectiveness of
its strategy diminishes over time, hindering the achievement of set goals.

Compliance Risk
Compliance risk, also known as regulatory risk, emerges in industries subject
to extensive regulations. It occurs when a business fails to adhere to specific
regulations governing its operations. Failure to understand and comply with
such regulations may lead to legal consequences and fines.

Operational Risk
Operational risk stems from internal factors within a corporation, particularly
when day-to-day operations encounter challenges or failures. This type of
risk can impede the smooth functioning of the company.

Reputational Risk
Reputational risk arises when a company's image is tarnished, either due to a
previous business risk event or an unrelated incident. The potential
consequences include loss of customers and a decline in brand loyalty.

References:
https://www.techtarget.com/searchsecurity/definition
https://www.investopedia.com/terms/r/riskmanagement.asp

WHAT DO YOU NEED TO KNOW ABOUT RISK MANAGEMENT?
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Monitoring the risks

o
e

Why is Risk Management so important in the
context of Marketing and Finance analysis?

Businesses face a great deal of uncertainty in their
operations, much of it outside their control. That is why, risk
management is a key part of the business world. It allows
individuals to reach their goals while mitigating or dealing
with any of the losses associated with marketing or

finance.

Risk includes credit risk,
market risk, liquidity risk, and
operational risk. Companies
must monitor customer
creditworthiness, control asset
price volatility, and be
prepared for difficulties in
asset disposal.

Risk encompasses brand risk,
market risk, competitive risk, and
campaign risk. Companies must

adjust marketing strategies to

changes in customer preferences,
avoid actions that could harm the
brand image, and be flexible in
responding to competitive
challenges.

hat-is-risk-management-and-why-is-it-important

Ewa Borek, Roksana Gawet, Weronika Domanska



The Story of WK Dzik's Marketing and Financial Success

From the beginning

Let's start with a bit of background. It all kicked off in 2004 when four teenagers from Warsaw began
to train together in an old basement with makeshift equipment. By 2010, they moved to a
professional gym. In 2012 inspired by the American fitness scene, they launched the Warszawski Koks

YouTube channel. Owca, Robur, Saker and Ponczek started small but quickly gained a dedicated
following, being among the few Polish YouTubers focused on fitness. In 2013, they started WK Wear,
their first line of top-notch fitness clothing, expanding their brand with new products over time.
Clothes, supplements, and equipment formed a solid base, but they were aware of their potential.

YT channel launch, beginning Grand opening of first

of accumulating a fanbase. DZIK retail store.

2012 2017
20|04 20|13 202|1
Four young teenagers start Online store launch based on Iconic DZIK energy
training together. own clothing brand. drink launch.

Current actions N
Fast forward to 2021, they introduced the Dzik energy drink. Despite the dense and difficult market

the launch was a success. Dzik gained massive popularity, and they expanded its flavours, making it

available in most popular Polish stores. They claim that by 2022, they sold over 10 million cans,

with Dzik energy contributing to over half of the company’s profits.

Fitness fans & retail triumph

WK Dzik's marketing is straightforward yet effective, targeting their fanbase and
fitness enthusiasts using social media and partnerships with influencers. They
sponsor fitness events and use online ads. While all their products are sold online,
their bestselling Dzik energy is widely available in many stores.

Current financial turnovers
Since the launch of their signature energy drink brand, the companie’s

Ocy: . - . .
A media fono* revenue is on a rising trend. Taking into account the results from previous

years, the WK Dzik’s income is growing by a staggering 64% each year! It is
anticipated that in 2023, they will generate revenue of 98 000 000 PLN.

100M
(estimate)

References
https://vibez.pl/wydarzenia/ile-ekipa-wk-sprzedaje-energetykow-wk-dzik
https://topinflu.pl/post/1496/wk-dzik-energy-zdominuje-polski-rynek
https://zarobky.pl/firma/WK%20Dzik

https://rejestr.io/krs/646549/wk

THE STORY OF WK DZIK'S MARKETING AND FINANCIAL SUCCESS

Szymon Rekas, Szymon Andrzejewski
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How to deal with blocked order?

Demonstration of business process improvement using the example of a blocked order

“blocked order”

A blocked order appears when the material
is inactive in the system.
Inactivity of the material may be due
to poor registration or when the material
has not been registered at all. If a blocked
order appears, the order cannot be
released to the
In such a situation, the owner must set
a price with which the material
will be uploaded into the system or provide
a substitute for the ordered material.

customer.

Process improvement in a company consists of changing
the functioning of certain spheres of the company in order
to improve the effectiveness of the processes.
The main objective of business process improvement
is to increase the efficiency of operations
even if the current methods are possibly abandoned.

The benefits that business process improvement brings:
- increased efficiency

- improved risk management

- reduced costs

- better control of the process

- increased competitiveness

- greater flexibility

- reduction of process time

References

Check material

Blocked order
has appeared in the system (GPR25)

P

Check an account owner
and account type
(owner’s portfolio)

Establish substitute
or material’s price

o 0
%
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g 2
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Release the blocked order

Calculate discounts

and collect approvals

Sent a request
to Pricing Team

Price registered

v

Remove “Yes check”
Release the blocked order .
option from the system
Release the blocked order
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