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Objectives and Contextualisation
The new scenarios of the information and knowledge society in which we find ourselves require a new
approach to the design, planning and direction of marketing actions.
This module is proposed:

The student knows how to use the emerging techniques in the field of marketing in order to develop the
skills and marketing and technological skills necessary to analyze and implement digital marketing
strategies.

Skills

Know how to promote the web of an organization through SEO and SEM strategies.
Carry out campaigns to capture leads and loyalty.
Design of Inbound Marketing strategies as well as the associated content plan.
Build and maintain the database of clients and potential clients.
Analyze the data obtained to optimize the results.
Identify new trends in marketing
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Results

Develop creative skills in the realization of the web.
Develop strategic marketing skills.
Focus resources on business objectives.
Evaluate the results to implement the specific actions.
Develop the analytical spirit to stop making reports and deepen the analysis.

Competences
Design and carry out market research.
Design, plan and direct marketing actions in the new scenarios posed by the information society.
Develop communicative skills in oral presentations before critical audiences.
Develop management and leadership skills.
Display a wide-ranging knowledge of commercial communication tools in their current context.
Generate innovative, competitive ideas and solutions.
Implement emerging techniques in the field of marketing.
Integrate and apply the new trends in marketing within the business, profitably and effectively.

Learning Outcomes
1.
2.
3.
4.
5.
6.
7.
8.
9.
10.
11.
12.
13.
14.
15.
16.

Apply cutting-edge marketing planning tools.
Describe the workings of the new research tools.
Determine the integrative structure of a marketing plan.
Develop communicative skills in oral presentations before critical audiences.
Develop management and leadership skills.
Distinguish and classify the new research techniques.
Distinguish and classify trends in marketing.
Distinguish and identify brand optimisation models and models of new media and channels.
Evaluate the effects on the operating account of the application.
Generate innovative, competitive ideas and solutions.
Identify and filter the principal emerging trends and technologies.
Identify the new tools of commercial communication.
Make skilled use of IT tools.
Recognise and analyse the organisation's ability to adapt and integrate changes.
Use advanced models and criteria for forecasting and monitoring.
Use the new commercial communication tools correctly.

Content
This module is organized in four parts-electronic commerce, digital marketing metrics, interactive marketing
and new trends in marketing-of 2.5 ECTS. Each one will be evaluated independently and assigned to a
responsible teacher. Your temporary planning is shown in the course calendar that will be published two weeks
before the start of the quarter. At the end of the quarter an evaluation meeting or meeting will be held where
the module's grade will be determined based on the notes of the component parts. After the teachers' meeting
of the quarter the final grades will be published.

A) New trends in marketing (2,5 ECTS, Jordi Gamundi)
Conten
1. FMT (Future Marketing Thinking) and the new markets
2. Innovation and new technologies applied to marketing
3. New marketing and future marketing director
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3. New marketing and future marketing director
4. New trends in the marketing mix.

B) E-Commerce (2,5 ECTS, Luis Zabala)
Conten
1.
2.
3.
4.
5.

Digital entrepreneurship.
E-commerce: fundamentals
Web Page and Virtual Store: hostings and tecnology.
Mobile Marketing
KPIs. Scorecard

C) Digital Marketing (2,5 ECTS, Montse Guerrero)
Conten
1.
2.
3.
4.
5.
6.

Analysis search engine optimization SEO
Internet adverstising: SEM, Google Adworks
Web analytics: Google Analytics.
Inbound Marketing. Content Marketing and Social Media
E-mail marketing.
KPIs. Scorecard

D) Digital Strategy (2,5 ECTS, Pilar López y Giuseppe Lamberti)
Conten
1.
2.
3.
4.

CRM: Main tools and funfamentals
CRM: stategies and scorecards.
Internet recommendation models: fundamentals
Internet recommendation models: main aplictions and cases.

Methodology
A set of different methodologies will be used: lectures, discussion of practical cases and exercises.

Activities
Title

Hours

ECTS

Learning Outcomes

75

3

1, 9, 2, 4, 5, 3, 7, 6, 8, 10, 11, 12, 14

30

1.2

1, 9, 2, 4, 5, 6, 13, 10, 16, 15

95

3.8

1, 9, 2, 5, 3, 7, 6, 8, 10, 11, 12, 14

Type: Directed
Lectures and case discusions
Type: Supervised
Tutorials and exercises
Type: Autonomous
Readings and case studies and practices

Assessment
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A. General rules for the evaluation of modules
This module is structured in different parts that are in charge of different teachers. The final grade of the
module consists of the average of the marks of each subject or parts that make up the module.
It is considered that the module has been approved if:
1- the note of each part of the module is greater than or equal to 5 (on a scale of 0 to 10) and
2- the final grade of the module is greater than or equal to 5 (on a scale of 0 to 10)
If the module is not approved, the coordination of the master will offer the student the possibility of
re-evaluating the parts that make up the module and that have not been exceeded if the grade is greater than
or equal to 3.5, according to the teachers' assessment of the modules and coordination. If the student
approves the re-evaluation, the maximum grade that will be obtained in the reevaluated part will be 5. The
calendar of re-evaluations will be made public along with the list of notes of the module.
The student will have a grade of Not Evaluated if he / she does not attend at least 80% of the face-to-face
classes (a control will be kept with a signature sheet) or if he / she does not perform at least 50% of the
continuous assessment activities. Each teacher will specify in this guide how they will evaluate the students. If
not specified in the guide, those evaluation standards will be delivered on the first day of class in writing.
B. Calendar of evaluation activities
The dates of the different evaluation tests (partial exams, exercises in the classroom, delivery of works, ...) will
be announced well in advance during the semester.
The date of the final exam of the subject is programmed in the exam calendar of the Faculty.
"The programming of the evaluation tests can not be modified, unless there is an exceptional and duly justified
reason why an evaluation act can not be carried out, in this case, the persons responsible for the qualifications,
after consulting the teaching staff and to the affected student body, they will propose a new program within the
corresponding academic period. " Section 1 of Article 115. Calendar of evaluation activities (Academic
Regulations UAB)
The students of the Faculty of Economics and Business that in accordance with the previous paragraph need
to change an evaluation date must present the request by filling in the document Request reprogramming
pruebahttps: //eformularis.uab.cat/group/deganat_feie/solicitud- reprogramming-of-proofs
Procedure for review of qualifications
Coinciding with the final exam will be announced the day and the medium in which the final grades will be
published. In the same way, the procedure, place, date and time of the review of exams in accordance with the
regulations of the University will be informed.
Recovery Process
"To participate in the recovery process the students must have been previously evaluated in a set of activities
that represent a minimum of two thirds of the total grade of the subject or module." Section 3 of Article 112 ter.
The recovery (UAB Academic Regulations). The students must have obtained an average grade of the subject
between 3.5 and 4.9.
The date of this test will be scheduled in the exam calendar of the Faculty. The student who presents himself
and passes it will pass the subject with a grade of 5. Otherwise, he will keep the same grade.
Irregularities in evaluation acts
Without prejudice to other disciplinary measures deemed appropriate, and in accordance with current
academic regulations, "in the event that the student makes any irregularity that could lead to a significant
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academic regulations, "in the event that the student makes any irregularity that could lead to a significant
variation in the grade of an evaluation act, it will be graded with a 0 This evaluation act, regardless of the
disciplinary process that can be instructed In case of various irregularities occur in the evaluation acts of the
same subject, the final grade of this subject will be 0 ". Section 10 of Article 116. Results of the evaluation.
(UAB Academic Regulations)
Specifically, the evaluation of the module is based on the following criteria:
- Assistance (20%): This criterion is configured with attendance control and participation in the face-to-face
sessions corresponding to the four parts (A, B, C and D) that configure the module.
- Individual exercises (20%): This criterion is configured with the tests proposed by each teacher in their part
(A, B, C or D) in a uniform manner.
- Group practical exercises (60%): This criterion is configured with the proofs proposed by each teacher in their
part (A, B, C or D) in a uniform manner.

Assessment Activities
Title

Weighting

Hours

ECTS

Learning Outcomes

Exercicises

20%

10

0.4

9, 2, 3, 7, 6, 8, 12, 14,
15

Grup Practical Exercises (virtual store, web, CRM system,
strategy development)

60

30

1.2

1, 9, 4, 3, 8, 13, 10,
11, 12, 14, 16, 15

Lectures and case discusions

20%

10

0.4

9, 4, 5, 3, 7, 8, 13, 10,
12, 16, 15
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