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Objectives and Contextualisation

Objectives are:

1. Develop an understanding of business marketing issues in a general context

2. Develop the capability for marketing analysis as well as the skills required to make marketing decisions,
specially those related to the generation of marketing plans

3. Identify the different factors taking part in the marketing activities and understand the relations
between/amongst them

4. Develop a global understanding of the marketing function and its own specificities within the organization

Competences

Act within one's own area of knowledge, evaluating sex/gender-based inequalities.
Analyse and evaluate the structures of the different types of organisations, of the Media and of the
relationship between the two.
Devise, plan and execute communication projects about the organisation on all types of media and for
both internal and external audiences.
Establish communication objectives, and design and apply optimal strategies for communication
between organisations and their employees, clients and users, and society in general.
Students must be capable of communicating information, ideas, problems and solutions to both
specialised and non-specialised audiences.

Students must develop the necessary learning skills to undertake further training with a high degree of
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Students must develop the necessary learning skills to undertake further training with a high degree of
autonomy.
Work in compliance with professional codes of conduct.

Learning Outcomes

Adapt marketing theory and techniques to the different types of organisations.
Analyse the principles of costeffectiveness analysis (costimpact ratio).
Analyse the sex- or gender-based inequalities and the gender biases present in one's own area of
knowledge.
Apply ethics in the creation of brand-promotion messages aimed at all kinds of audiences.
Design the most suitable strategies in the relationship between brands and consumers.
Make consumers or users appreciate the quality of the products and services sold by the organisation.
Resolve specific cases that will help the organisation to improve customer relations and product
promotion.

Content

Marketing and company marketing activities. 
Marketing basics
The marketing process

Marketing opportunities analysis. 
Segmentation, positioning, growth and competitive strategies

Marketing policies planning.
Product decisions, product management and product identity
New product development and product life cycle
Price decisions and price management
Distribution decisions and management
Communication decisions and management .
Marketing communications tools

Marketing plan management.
Marketing plan implementation

Methodology

The subject of Introduction to Marketing will use a combination of teaching methods to promote student
learning.
1) Lectures: in these sessions the lecturers cover the basic concepts and notions of the subject.
2) Work sessions centred on case studies: the methodology of the case in question will be used to gain a
better understanding of the concepts and models covered in the lectures. Student will receive a case on which
they must compile a report to be discussed in class.
3) Practical activities and exercises: student must work individually or in small groups to solve practical
questions and exercises. Some of these activities will take place in the classroom and others will not.
4) Complementary activities: reading press articles, reviewing books that contribute to illustrating and clarifying
relevant aspects of the subject content.
5) Tutorials: students have access to lecturers in the subject at certain times which may help to clear up any
doubts that they may have about the subject or the specific questions they are dealing with.

Annotation: Within the schedule set by the centre or degree programme, 15 minutes of one class will be
reserved for students to evaluate their lecturers and their courses or modules through questionnaires.

Activities

Title Hours ECTS Learning Outcomes

2



Type: Directed

Case studies 15 0.6 1, 2, 4, 5, 7

Study 30 1.2 1, 2, 4, 5, 7

Theory classes 33 1.32 1, 2, 4, 5

Type: Supervised

Tutorials 27.5 1.1 2, 4, 5

Type: Autonomous

Work on case studies 19.5 0.78 1, 2, 4, 5, 7, 6

Work on the final project 25 1 1, 2, 4, 5, 7, 6

Assessment

Students must obtain a minimum mark of 4 in the exam (written test) to calculate the average mark of the
course. In this case, he/she will pass the subject if his/her final mark is 5 or higher; and fail if it is below 3.5.
Otherwise they will have the right to enter the retake process in the terms that can be seen below.

If the mark of the exam is less than 4 but the rest of the student's marks are higher enough such that if the
average were calculated, a mark of 5 or higher would be obtained, the student will also be able to retake.
However, if the student does not pass the retake exam, the final grade of the subject will be the of the final
test.

Students will be evaluated as "non evaluable" provided that they have not performed any of the evaluation
activities. Therefore, if a student participate on ANY of the evaluation components a "non evaluable" will not be
granted.

Calendar of evaluation activities

The dates of the evaluation activities (exercises, assignments ...) will be announced well in advance during the
semester.

The date of the final exam is scheduled in the assessment calendar of the Faculty.

"The dates of evaluation activities cannot be modified, unless there is an exceptional and duly justified reason
why an evaluation activity cannot be carried out. In this case, the degree coordinator will contact both the
teaching staff and the affected student, and a new date will be scheduled within the same academic period to
make up for the missed evaluation activity." Section 1 of Article 115. Calendar of evaluation activities
(Academic Regulations UAB).

Grade revision process

After all grading activities have ended students will be informed of the date and way in which the course grades
will be published. Students will be also be informed of the procedure, place, date and time of grade
revisionfollowing University regulations.

Retake Process

"To be eligible to participate in the retake process, it is required for students to have been previously been
evaluated for at least two thirds of the total evaluation activities of the subject." Section 3 of Article 112 ter. The

.recovery (UAB Academic Regulations)  Additionally, it is required that the student to have achieved an average
.grade of the subject between 3.5 and 4.9

The date of the retake exam is posted in the calendar of evaluation activities of the Faculty. Students taking
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The date of the retake exam is posted in the calendar of evaluation activities of the Faculty. Students taking
this exam and passing will get a grade of 5 for the subject. For the students that do not pass the retake, the
grade will remain unchanged, and hence, will fail the course.

Irregularities in evaluation activities

In spite of other disciplinary measures deemed appropriate, and in accordance with current academic
regulations, "whenever a student makes any irregularity that could lead to a significant variation in the grade of
an evaluation activity, it will be graded with a 0, regardless of the disciplinary process that can be instructed. In
case of occurrence of various irregularities in the evaluation 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).

Assessment Activities

Title Weighting Hours ECTS Learning Outcomes

Cases and exercises 30% 0 0 1, 2, 3, 4, 5, 7, 6

Written report 30% 0 0 1, 3, 4, 5, 6

Written test 40% 0 0 1, 2, 3, 5, 7, 6

Bibliography

BIBLIOGRAFÍA BÁSICA

DE-JUAN-VIGARAY, MARÍA D.: "Fundamentos de Marketing", Ed. Publicacions de la Universitat d´Alacant,
2017.

BIBLIOGRAFÍA COMPLEMENTARIA

Proctor, Tony, "Strategic Marketing: an Introduction", Ed. Taylor & Francis Group (Edición digital disponible en
la biblioteca de Ciencias Sociales)

El profesor facilitará en clase una relación de lecturas complementarias.

Software

Advanced skills of Microsoft Office.
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