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SUBJECT CARD
Name of subject in Polish Elementy strategii rozwoju miasta i regionu
Name of subject in English Elements of City and Region Development Strategy
Main field of study (if applicable): Spatial Management
Specialization (if applicable): ……………………..
Profile:  academic / practical*
Level and form of studies: 1st/ 2nd level, uniform magister studies*, full-time / part-time*
Kind of subject: obligatory / optional / university-wide*
Subject code GPA117591P
Group of courses YES / NO*
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	Lecture
	Classes
	Laboratory
	Project
	Seminar

	Number of hours of organized classes in University (ZZU)
	
	
	
	45
	

	Number of hours of total student workload (CNPS)
	
	
	
	90
	

	Form of crediting
	Examination / crediting with grade*
	Examination / crediting with grade* 
	Examination / crediting with grade*
	crediting with grade
	Examination / crediting with grade*

	For group of courses mark (X) final course
	
	
	
	
	

	Number of ECTS points
	
	
	
	3
	

	including number of ECTS points for practical classes (P) 
	
	
	
	3
	

	[bookmark: _Hlk31881015]including number of ECTS points corresponding to classes that require direct participation of lecturers and other academics (BU)
	
	
	
	2
	


*delete as not necessary
	[bookmark: table03]PREREQUISITES RELATING TO KNOWLEDGE, SKILLS AND OTHER COMPETENCES
No prerequisites. 


\
	[bookmark: table04]SUBJECT OBJECTIVES
C1 The aim of the course is to acquaint students with the principles of creating local social and economic policy and presenting it in the form of development strategy based on methods of local marketing.
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	SUBJECT EDUCATIONAL EFFECTS
relating to knowledge:
PEU_W01 demonstrate broad and theoretically grounded knowledge of different types of social structures and institutions, in particular those related to spatial aspects of the functioning or social structures (K2GP_W04)
PEU_W02 demonstrate in-depth, systematic knowledge of the functioning of society and the cultural aspect of planning (K2GP_W06)

relating to skills:
PEU_U01 demonstrate the ability to retrieve information from literature, databases and other sources, including those in English; demonstrate the ability to integrate, interpret, compare and critically evaluate the obtained data and draw conclusions and formulate and extensively justify opinions (K2GP_U01)
PEU_U02 plan and carry out basic studies and analysis in the area of spatial planning and spatial management, create models and critically evaluate the results of such studies and discuss the possible errors (K2GP_U03)
PEU_U03 analyze social phenomena and perform a theoretically grounded evaluation of such phenomena in relation to space, correctly interpret and explain the social, cultural, political, legal and economic phenomena and the mutual relationships between these phenomena and evaluate their impact on spatial development and planned spatial solutions (K2GP_U04)
PEU_U04 assess and compare spatial solutions with respect to given usability criteria,  and with respect to their social usability, public good, requirements of sustainable development and efficiency, including technical efficiency (K2GP_U09)
PEU_U05 devise project specification of a complex planning task including the legal and technical aspects and non-technical aspects, such as their social influence, possible methods of implementation and efficiency (K2GP_U10)
PEU_U06 prepare and deliver a presentation of a planning problem and lead a discussion pertaining to such presentation (K2GP_U12)
PEU_U07 work independently and in a team; assess the time needed to complete a task; manage a small team in a manner that guarantees the completion of tasks in due time (K2GP_U15)
PEU_U08 moderate a debate both on a professional forum as well as in any social system, know and use effective methods of communicating with various stakeholders (K2GP_U16)

relating to social competences:
PEU_K01 recognize the importance of knowledge in solving cognitive problems, be guided by the principle of rationality in identifying and solving problems (K2GP_K02)
PEU_K02 cooperate with non-professionals in order to devise better solutions, undertake actions that serve local communities or other social groups (K2GP_K03)
PEU_K03 work for the public interest and understand the social responsibility of the urban planning profession (K2GP_K04)
PEU_K04 comply with the rules of professional ethics of an urban planner and expect the same from others (K2GP_K05)
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	PROGRAMME CONTENT
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	Project
	Number of hours

	Proj 1
	Introduction, division of tasks.
	1

	Proj 2
	Preparation of the development mission and priority directions of city development. Presentation of cities: technological, ecological and social approaches.
	15

	Proj 3
	Preparation of the directions of city development: offer packages for clients and investors.
	11

	Proj 4
	Development of strategy for activities to support development.
	18

	
	Total hours
	45
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	TEACHING TOOLS USED

	N1. Moderating of the discussion and management of the co-creation process (incl. "brainstorming” method, JIGSAW method)
N2. Individual and group project consultations
N3. Related stages of individual and group work with student presentations in workshop mode
N4. Multimedia presentations


EVALUATION OF  SUBJECT LEARNING  OUTCOMES  ACHIEVEMENT
	[bookmark: table0C]Evaluation (F – forming during semester), P – concluding (at semester end)
	Learning outcomes code
	Way of evaluating learning outcomes achievement 

	F1
	PEU_W01, PEU_W02, PEU_U01, PEU_U02, PEU_U03, PEU_U04, PEU_U05, PEU_U06, PEU_U07, PEU_U08, PEU_K01, PEU_K02, PEU_K03, PEU_K04
	Credit for first part of the study, presentations

	F2
	
	Credit for second part of the study, presentations

	F3
	
	Credit for third part of the study, presentations

	F4
	
	Credits for subsequent sections of the project

	[bookmark: _GoBack]P = 15%F1 + 15%F2 + 15%F3 + 55%F4
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	PRIMARY AND SECONDARY LITERATURE

	PRIMARY LITERATURE:
[1]  ABC samorządu terytorialnego, Fundacja Rozwoju Demokracji Lokalnej, Warszawa 2006. [Internet: https://wsb.edu.pl/container/Biblioteka%20WSb/poradnik-dla-radnych-abc-samorzadu.pdf]
[2]  Bąk M., Kulawczuk P. (red.), Strategie inwestycyjne gmin. IBnDiPP, Warszawa, 1997.
[3]  Benko G., Geografia technopolii. PWN, Warszawa, 1993.
[4]  Biniecki J., Szczupak B., Strategia rozwoju lokalnego, [w:] A. Klasik, F. Kuźnik F. (red.), Zarządzanie strategiczne rozwojem lokalnym i regionalnym, Wyd. Akade-mii Ekonomicznej w Katowicach, Katowice 2001.
[5]  Blakely J. E., Planning Local Economic Development. Theory and Practice. SAGE Publication, Newbury Parc,  London – New Delhi, 1989.
[6]  Digman L. A., Strategic Management. Concepts, Decisions, Cases. Business Publications Inc., Plano, Texas, 1986.
[7]  Domański R. (red.), Strategie rozwoju wielkich miast. Biuletyn KPZK PAN, z. 169, PWN, Warszawa, 1995.
[8]  Domański T. (red.), Marketing terytorialny. Strategiczne wyzwania dla miast i regionów. Łódź, 1997.
[9]  Florek M., Podstawy marketing terytorialnego, Wydawnictwo AE w Poznaniu, Poznań 2006.
[10]  Gordon G. L., Strategic Planning for Local Government. ICMA, Washington, 1993.
[11]  Gzell S. (2002), Nowe planowanie – integracja kwestii projektowych, ekonomicznych, środowiskowych i społecznych w nowej filozofii planowania rozwoju miast [w:] P. Lorens (red.), System zarządzania przestrzenią miasta, Wydawnictwo Politech-niki Gdańskiej, Gdańsk.
[12]  Jałowiecki B., Szczepański M. (2002), Miasto i przestrzeń w perspektywie socjologicz-nej, Wydawnictwo Naukowe Scholar, Warszawa.
[13]  Komorowski J., Marketing miejski i jego znaczenie we współczesnym rozwoju miast. Zeszyty Ekonomiczne AE, Poznań, 1993.
[14]  Kotler Ph., Haider D. H., Rein I., Marketing places. Attracting Investment, Industry and Tourism to Cities, States and Nations. New York, Toronto, Oxford, Singapore, Sydney, 1993.
[15]  Mironowicz I., Ossowicz T., Elementy analizy kierunków rozwoju gminy i regionu. Podejście marketingowe. w: Bagiński E. (red.), Techniki i metody badawcze w planowaniu przestrzennym. Wrocław, 1997.
[16]  Noworól A., Przegląd i ocena obowiązującego systemu zarzadzania polityką rozwoju na poziomie regionalnym, subregionalnym, powiatowym i gminnym wraz z rekomendacjami dotyczącymi pożądanych zmian w celu budowy modelu spójnego z poziomem krajowym. Ministerstwo Infrastruktury i Rozwoju, Kraków, 2014
[17]  Parysek J. (2010), Gospodarka przestrzenna i rola partycypacji społecznej w procesie planowania przestrzennego [w:] W. Ratajczak, K. Stachowiak (red.), Gospodarka przestrzenna społeczeństwu, Bogucki Wydawnictwo Naukowe, Poznań. 
[18]  Parysek J. J. (red.), Rozwój lokalny: zagospodarowanie przestrzenne i nisze atrakcyjności gospodarczej. Studia KPZK PAN, t. 104, PWN, Warszawa, 1995.
[19]  Pluta–Olearnik M., Marketing usług. Warszawa, 1994.
[20]  Prusek A., Strategia rozwoju regionów w warunkach gospodarki rynkowej. Wydawnictwo i Drukarnia „Secesja”, Kraków, 1995.
[21]  Szromnik A., Marketing terytorialny. Miasto i region na rynku. Wyd. III poszerzone, Warszawa 2010.
[22]  Topczewska T., Promocja rozwoju gospodarczego gminy. IGPiK, Warszawa, 1996.
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[10]  Klasik A. (red.), Zarys metodyki planowania strategicznego. Katowice, 1990.
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[13]  Noworól A., The role of hybrid partnerships in the management of development. NispaCEE Conference, 2013
[14]  Noworól A., Instrumenty zarządzania rozwojem miasta. Kraków, 1998.
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