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PREREQUISITES AND RECOMMENDATIONS

Students are recommended to have a level of English equivalent to B2, and not less than B1
(Common European Framework of Reference for Languages)

BRIEF DESCRIPTION OF COURSE CONTENT (According to the programme’s verification report)

Marketing concept and scope
Analysis of the environment and competition
Consumer behaviour
Market segmentation and positioning
Fundamentals of commercial research
Marketing mix

SKILLS

GENERAL SKILLS

CG01 - Ability to learn and work autonomously.
CG02 - Ability to analyse and search for information from a variety of sources applicable
to the field of study.
CG04 - Ability to work in a team.
CG06 - Ability to analyse and summarise.
CG07 - Ability to make decisions.
CG08 - Problem-solving skills in economic and business contexts.
CG09 - Ability to organise and plan.
CG10 - Ability to adapt to new or changing environments.
CG11 - Creativity and intuition to choose appropriate measures for different contexts
CG12 - Management and leadership capacity
CG14 - Ability to convey information, ideas and solutions to problems raised.
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CG15 - Ability to assume an ethical commitment at work.
CG16 - Sensitivity towards environmental and social issues
CG19 - Oral and written communication skills in Spanish.
CG20 - Computer skills related to the field of study.
CG21 - Ability to gather and interpret relevant data to make judgements.
CG24 - Ability to apply knowledge to practice.

SUBJECT-SPECIFIC SKILLS

CE01 - Know and understand the economic reality, identify the role that companies play
in the economy, know the different forms that companies can take
CE02 - Understand the most relevant perspectives in the study of organizations
CE09 - Know and apply theoretical concepts and instrumental techniques and tools for
solving economic problems in real-life scenarios.
CE11 - Use basic tools of a quantitative nature, calculation and for diagnosis and analysis
CE15 - Know and apply the basic concepts of Finance
CE16 - Know and apply the basic concepts of Accounting
CE17 - Know and apply the basic concepts of Business Management
CE18 - Know and apply the basic concepts of Marketing
CE19 - . Ability to understand the phenomena that affect financial decisions and apply
the appropriate methods and concepts in decision-making in the business field
CE20 - Know and perform the functions that make up the administration process:
planning, direction, organization and control
CE21 - Understand the role and operation of the accounting information system in the
company, the operating, investment and financing operations carried out by the
company; identify the relevant accounting information sources and their content; relate
accounting to other subjects through the role of financial statements and their
usefulness for decision making
CE22 - Make a diagnosis of a real situation in the business world, identifying and
modeling problems as well as proposing solutions in a reasoned manner.
CE23 - Manage and administer a company, as well as other public and private
organizations and be able to design the organizational structure
CE24 - Understand and apply the main lines of current strategic thinking, the role of
competition and the search for competitive advantage; understand the roots of business
success and failure, knowing in depth the concepts and tools for formulating and
developing a strategy
CE25 - Manage the commercial variables that allow the desired objectives to be achieved,
dominate commercial research techniques, understand consumer behavior, and know
sectoral marketing
CE26 - Know information systems as support for management and their functions:
planning, analysis, design and implementation of information systems; and interpret the
information derived from them
CE27 - Know and evaluate the market and the integrated environment within the
marketing information system.

TRANSFERABLE SKILLS

CT01 - Manage and administer a company or organisation by understanding its
competitive and institutional positioning and identifying its strengths and weaknesses.
Be part of any division of a medium or large company or organisation and be able to
perform with ease the assigned management tasks.
CT02 - Assess, on the basis of the relevant information records, the situation and
foreseeable evolution of a company, issue reports on specific company and market
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situations, and make decisions on the basis of the resulting information.

LEARNING OUTCOMES

The objective of this program is to provide the student with an overview of marketing
management in the company. This will be based on the concept and scope of marketing in the
company. Subsequently, marketing will be analysed from a strategic point of view.
More specifically, the student:

Will know the different factors of the environment (macro and micro) that affect the
commercial management of the company, as well as the different factors that affect the
competitive position of the company, defining competition in its broadest sense.
Will be able to precisely define the market and select that part of it that is most
interesting to the company according to its resources and capabilities.
Will be in a position to make forecasts of future demand in the markets in which a
company may be interested.
Will be able to identify the factors that affect the purchasing behaviour of consumers and
organisations, as well as the stages through which both a consumer and an organisation
pass in their purchase decision process.
Will be able to segment the market and analyse the different positioning strategies.
Will get knowledge of specific strategies related to the four components of operational
marketing: product, price, distribution and communication.

PLANNED LEARNING ACTIVITIES

THEORY SYLLABUS

Lesson 1 marketing concept and scope
Marketing concept.
Strategic marketing and operational marketing.
Evolution of the marketing function in the company.

Lesson 2 analysis of the environment and competition
The analysis of the environment: macro and microenvironment
The competition in the company.

Lesson 3 consumer behavior
Influences on consumer behaviour.
The consumer's purchase decision process.
Buying situations.

Lesson 4 fundamentals of market research
Marketing information needs
Marketing research
Analyzing and using marketing information

Lesson 5 market segmentation and positioning
Concept and usefulness of market segmentation
The criteria of segmentation.
The basic strategies of segmentation.
Market positioning.

Lesson 6 marketing policies
The marketing mix
The product as a marketing variable: dimensions and product decisions
Concept and instruments of commercial communication.
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Commercial distribution as a marketing variable: types of intermediaries and functions
Pricing decisions: objectives, methods and strategies for pricing.

PRACTICAL SYLLABUS

Autonomous work activities for each of the subjects that make up the course programme.
Discussion of practical cases and readings in which aspects related to the topics
contained in the theoretical program are analysed.
Other group and individual activities: analysis of company marketing policies, dynamics,
debates, etc.

RECOMMENDED READING

ESSENTIAL READING

ARMSTRONG, G., KOTLER, P., & OPRESNIK, M. (2019). Marketing: an introduction (14th
ed. global edition). Pearson.
KOTLER, P. & ARMSTRONG, G. (2018): Principles of Marketing, 17th edition. Pearson.
KOTLER, P. and KELLER, K. (2016): Marketing Management. 15 Ed. Pearson, Madrid.
KOTLER, P. (2012). Marketing Management, Pearson, 14 ed.
KERIN, ROGER A., and HATLEY, St. W. Marketing. Mexico: McGraw-Hill, 2018.
ARMSTRONG, G.; KOTLER, P.; MERINO, M.J.; PINTADO, T. and JUAN, J.M. (2011).
Introduction to Marketing, Pearson, 3rd ed.
ESTEBAN TALAYA, A.; GARCÍA DE MADARIAGA MIRANDA, J.; NARROS GONZÁLEZ, Mª J;
OLARTE PASCUAL, C.; REINARES LARA, E. and SACO VÁZQUEZ, M. (2008). Marketing
principles, ESIC, Madrid.
GARCÍA, M.D. (2008): Marketing Manual. ESIC Editorial, Madrid.
KOTLER, P., AMSTRONG, G., SANDERS, J., WONG, V., MIGUEL, S., BIGNÉ, E. Y CÁMARA,
D. (2000): Introduction to Marketing. Ed. Prentice-Hall, 2a Ed. Europa, Madrid.
KOTLER, P., LANE, K., CÁMARA, D, y MOLLÁ, A. (2006): Marketing Management.12
Ed.Prentice-Hall, Madrid.
KOTLER, P. (2008): Fundamentals of Marketing. 8th Edition. Prentice-Hall, Mexico.
MUNUERA ALEMÁN, J.L. Y RODRÍGUEZ ESCUDERO, A.I. (2006): Marketing strategies.
From theory to practice. Esic Editorial, Madrid.
MUNUERA ALEMÁN, J.L. Y RODRÍGUEZ ESCUDERO, A.I. (2007): Marketing Strategies. An
approach based on the management process. Esic Editorial, Madrid.
MUNUERAALEMÁN, J.L.Y RODRÍGUEZ ESCUDERO, A.I. (2009): Cases of strategic
marketing in organizations. Esic Editorial, Madrid.
MUNUERA ALEMÁN, J.L. Y RODRÍGUEZ ESCUDERO, A.I. (2007): Marketing Strategies. An
approach based on the management process. Esic Editorial, Madrid.
SANTESMASTRE, M. Marketing: concepts and strategies . 6th ed. Madrid: Pirámide, 2012.
Print.

COMPLEMENTARY READING

BARROSO,C. AND MARTÍN ARMARIO, E. (1999): Relationship marketing. Esic Editorial,
Madrid.
BEST, R.J. (2007): Strategic marketing. Prentice Hall, Madrid.
GONZÁLEZ VÁZQUEZ, E. YALÉNGONZÁLEZ, E. (2005): Cases of Marketing Management.
Prentice Hall, Madrid.
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KOTLER, P. (2005): Frequently asked questions about marketing. Granica Publishing
House, Barcelona.
LAMBIN, J-J. (2003a): Strategic marketing. McGraw Hill, Madrid.
LAMBIN, J-J.(2003b): Marketing case studies. McGraw Hill, Madrid.
MARTÍN ARMARIO, E. (1993): Marketing. Ariel Economía, Barcelona.
MIQUEL, S.; MOLLÁ, A. Y BIGNÉ, E. (1994): Introduction to marketing. Ed. McGrawHill,
Madrid.
MUNUERA, J.L. AND RODRÍGUEZ, A. (1998): Strategic marketing: theory and cases.
Pirámide, Madrid.
ORTEGA, E. (1994): Trade Investigation Manual. 3ªEd. Pirámide, Madrid.
SANMARTIN, S. (2008): Marketing practices. Exercises and assumptions. Esic Editorial,
Madrid.
SÁNCHEZ GUZMÁN, J.R. (1995): Marketing. Basic concepts and fundamental
considerations. McGraw-Hill, Madrid.
SANTESMASES, M. (2007): Marketing. Concepts and strategies. 5th edition. Pirámide,
Madrid.
VÁZQUEZ, R.; SANTOS, M.L. AND SANZO, M.J. (1998): Marketing strategies for industrial
markets. Civitas, Madrid.
VÁZQUEZ, R.; TRESPALACIOS, J.A. and RODRIGUEZ DEL BOSQUE, I.A. (2005): Marketing:
strategies and sectorial applications, 4ª Ed. Civitas, Madrid.

RECOMMENDED LEARNING RESOURCES/TOOLS

American Marketing Association
Marketing News
Aedemo
Asociación Española de Marketing Académico y Profesional
IPMARK

TEACHING METHODS

MD01 - Docencia presencial en el aula 
MD02 - Estudio individualizado del alumno, búsqueda, consulta y tratamiento de
información, resolución de problemas y casos prácticos, y realización de trabajos y
exposiciones. 
MD03 - Tutorías individuales y/o colectivas y evaluación

ASSESSMENT METHODS (Instruments, criteria and percentages)

ORDINARY EXAMINATION DIET

The preferred system will be the continuous assessment system. Based on this system, 60% of
the final grade will correspond to a final exam in which the student's theoretical knowledge will
be evaluated. The exam will consist of two parts: a series of multiple-choice questions and a
battery of true/false questions, in which the student will have to justify the questions he has
answered as false. For this purpose, a written and/or oral evaluation of the theoretical subject
matter will be carried out. A final exam will be taken in the ordinary call and another in the
extraordinary call.
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The other 40% of the grade corresponds to the internship the student has done during the
official academic year. Specifically, the grade will be a compendium of the work the student has
submitted during the four-month period, self-employment activities and compulsory
attendance at practical classes, which will sum up 30% (practical work) and 10% of tests taking
place during the course. The student's final grade will be the sum of the grade obtained in the
theoretical part and the practical part, as long as the student has passed at least 1/3 in each of the
parts. The grades of the continuous assessment practices are maintained for both calls.
The practical examination of the final single assessment test may include a series of questions
and practical exercises in relation to the subject matter and the practical material worked on
during the course. The final single assessment test will sum up 70% by itself. It is recommended
that you consult the exam call that will be published in advance of the exam date.
Everything related to evaluation will be governed by Article 8.2 of the Regulations for the
evaluation and qualification of students in force at the University of Granada.
Design for all: specific needs for educational support (NEAE): following
In accordance with the recommendations of the CRUE and the Secretariat of Inclusion and
Diversity of the UGR, the systems for the acquisition and evaluation of competencies included in
this teaching guide will be applied in accordance with the principle of design for all, facilitating
learning and the demonstration of knowledge according to the needs and functional diversity of
the students.

EXTRAORDINARY EXAMINATION DIET

The preferred system will be the continuous assessment system. Based on this system, 70% of
the final grade will correspond to a final exam in which the student's theoretical knowledge will
be evaluated. The exam will consist of two parts: a series of multiple-choice questions and a
battery of true/false questions, in which the student will have to justify the questions he has
answered as false. For this purpose, a written and/or oral evaluation of the theoretical subject
matter will be carried out. A final exam will be taken in the ordinary call and another in the
extraordinary call.
The other 30% of the grade corresponds to the internship the student has done during the official
academic year. Specifically, the grade will be a compendium of the work the student has
submitted during the four-month period, self-employment activities and compulsory
attendance at practical classes. The student's final grade will be the sum of the grade obtained in
the theoretical part and the practical part, as long as the student has passed at least 1/3 in each of
the parts. The grades of the continuous assessment practices are maintained for both calls.
The practical examination of the final single assessment test may include a series of questions
and practical exercises in relation to the subject matter and the practical material worked on
during the course. The final single assessment test will sum up 70% by itself. It is recommended
that you consult the exam call that will be published in advance of the exam date.
Everything related to evaluation will be governed by Article 8.2 of the Regulations for the
evaluation and qualification of students in force at the University of Granada.
Design for all: specific needs for educational support (NEAE): following
In accordance with the recommendations of the CRUE and the Secretariat of Inclusion and
Diversity of the UGR, the systems for the acquisition and evaluation of competencies included in
this teaching guide will be applied in accordance with the principle of design for all, facilitating
learning and the demonstration of knowledge according to the needs and functional diversity of
the students.

SINGLE FINAL ASSESSMENT (evaluación única final)

For students who take the final single evaluation referred to in Article 8 of the Regulations for the
Evaluation and Qualification of Students of the University of Granada (approved by the
Governing Council on 20 May 2013), it will consist of both theoretical and practical evaluation
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tests related to the contents of the subject and to the practical work carried out during the
academic year. The grading system of both parts, that is, theoretical and practical, will have the
same weighting as in the case of continuous evaluation students.
The practical examination of the extraordinary evaluation and the final single evaluation exams,
can include a series of questions and practical exercises related to the subject and to the practical
material worked during the course. It is recommended that you consult the exam call that will be
published in advance of the exam date.
Students who take the final single evaluation referred to in Article 8 of the rules for evaluation
and qualification of students of the University of Granada (approved by the Governing Council on
9 November 2016), must apply within the first two weeks of the course, or within two weeks of
registration if it has taken place after the start of the course. The student will request it, through
the electronic procedure, to the Director of the Department, alleging and accrediting the reasons
for not being able to follow the continuous assessment system.
The Director of the Department to which the request was addressed, after hearing the faculty
responsible for the subject, will decide on the request within ten working days. After this period
has elapsed without the student having received an express written response, the request will be
understood to have been accepted.
Everything related to evaluation will be governed by Article 8.2 of the Regulations for the
evaluation and qualification of students in force at the University of Granada.
It will also be necessary in this unique evaluation that the student obtains at least 1/3 in each part
in order to be eligible to pass the course. This criterion will be maintained for all the ordinary and
extraordinary calls.

ADDITIONAL INFORMATION

The student must be very aware that in any work submitted by the student it is totally forbidden
to make a literal copy ("copy and paste") or a literal translation of content taken from Internet
information sources, or from any other type of source. A literal copy of content and/or without
proper citation will result in the cancellation of all continuous assessment and a failure of the
course. It is highly recommended that students consult other sources in order to compare data,
go deeper into concepts, discover new ideas, etc. In the event that a commentary on these
consultations is required, the student will have to indicate the sources used in the form of a
bibliographical reference at the bottom of the page following some style of citation (for example,
the APA citation style), bearing in mind that a personal commentary on the ideas extracted is
always required.
The system of qualifications will be expressed by means of a numerical qualification in
accordance with the provisions of article 5 of Royal Decree 1125/2003, of 5 September, which
establishes the European system of credits and the system of qualifications for official university
qualifications valid in Spain.
Everything related to evaluation will be governed by the Regulations for the evaluation and
qualification of students in force at the University of Granada.
The lecturers will make the general communications to the group that they consider appropriate
through the PRADO platform of the University of Granada, so it is recommended that the student
consults this platform regularly.
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