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Objectives:

This course wants to develop the following skills:
Generic Skills
Ability to understand and apply marketing knowledge;
Ability to search, interpret and integrate different sources of information#s;
Ability to develop and implement creative solutions; and
Ability to work autonomously or in group, with initiative spirit and communicative effectiveness.
Specific Skills:
Understand, evaluate and propose product solutions;
Understand, evaluate and propose price solutions;
Understand, evaluate and propose place solutions;
Understand, evaluate and propose promotion solutions;
Articulate the different variables of the marketing mix, according to the objectives and marketing strategy; and
Propose an appropriate marketing plan, in accordance with the aims of the company.

Syllabus:

Part I - The marketing options related to the marketing mix and brand
1-The product
1.1-The product concept
1.2-The specificities of services
1.3-Decisions at the level of the product
1.4-The development of new products
1.5-The product life cycle
2.7-Product portfolio analysis
2-The Price
2.1-Objectives of pricing
2.2-Pricing strategies
2.3-Ways to adjust the base price
2.4-How to set the price for a product
3-The communication integrated marketing
3.1-Advertising
3.2-Public relations
3.3-The sales force
3.4-Sale promotions
3.5-The direct marketing
3.6-The digital marketing
4-The Distribution
4.1-The circuits and distribution channels
4.2-Functions of distribution channels
4.3-The definition, selection and management of distribution channels
4.4-The retail mix
Part II -.The marketing plan

Objectives:

The theoretical explanation intended for the understanding of basic and general concepts. Use of examples and the method of
cases relating to business situations that fit in different parts of the program and to allow the analysis and debate.

Assessment Methods:

Continuous assessment or final evaluation.
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