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SUBJECT DESCRIPTION

Marketing & Comercial management II is an extended course of preivous Marketing & Commercial Management II
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held on previous semester. First part had a intensive focus on marketing research, and strategic decision making.
But the second part of this course is oriented to develop a practical marketing mix work out of those previous
research and decisions.

GOAL

Building on the most important decisions of strategic marketing, target definition and positioning, and the logical
discourse of context evaluation and value proposition, the main goal of this subject is to make the student able to
design, develop and practice with the deployment of this strategy in the operating elements of the marketing mix

The specific aims of the subject are:

To develop and to spread the role of the marketing function into the firm

To acquire the skills and the abilities to work in the virtual area and In other learning collaborative spaces

To build the competence of team work

To design the functions, processes and people of the marketing department aligned with firm's main purpose and
objective

To work with tools and models of operating marketing in real life situations and firm's business case

PRIOR KNOWLEDGE

Marketing and Sales Management II needs from the previous knowledge of Strategic Marketing tools and models,
as marketing research, environmental analysis and targeting, segmentation and positioning, studied in Marketing
and Sales Management I
If the student has not passed this subject in the previous quarter, or comes from a different institution or grade, he
or she must make a special effort in order to understand and deploy these fundamental concepts,  in order to be
able to deploy them in the product and brand, communication, price and place policies in the sales chosen
channels

COURSE SYLLABUS

0.- Review of strategic marketing concepts
Brief summary of the main concepts studied in Commercial Management and Marketing I
Introduction to the operational variables of the Marketing Mix

1.- Decisions related to the Product and Brand.
1.1. Decisions on the value proposition: the product / service / experience of the firm/organization
- The attributes of the product. From needs to solutions (Kotler, Levitt)
- The brand as a special intangible resource and asset (Keller)
- Launch and development of new products (incremental and radical innovation)
- Marketing of services, experiential marketing
1.2. Product portfolio decisions:
- The product portfolio. Opportunities and limitations of portfolio expansion. Product line and product mix
- The interrelation of products seen through the BCG matrix. Diversification (Ansoff and Rumelt). International
marketing adaptation (Bartlett and Ghoshal)

2.- Pricing Decisions.
2.1. Price as a strategic variable.
2.2. Internal and external factors to consider in pricing.
2.3. Classic price construction methods (value, cost-based, competition)
2.4. New trends in dynamic pricing.
2.5. Pricing tactics in consumer markets

3. Integral communication of the company.
3.1. Communication and advertising communication. Definitions and types
3.2. Message, sender, receiver and media
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3.3. Communication process (8 steps of Kotler and Armstrong)
3.4. Advertising media, effectiveness and efficiency measures.
3.5. Digital marketing and other forms of communication. Administration and non-business organizations

4.- Decisions regarding the Distribution channel.
4.1. The distribution channel as a channel of interactive relationships with the customer.
4.2. Selecting the distribution channels in accordance to the product and consumer main variables (4 A's Seth and
Sisodia). Reach and coverage (easing accessibility)
4.3. The different distribution models, traditional and modern. B2B and B2C, e-commerce.
4.4. Problems of relations with modern distribution in the consumer market.

5.- Marketing Results.
5.1.  Marketing KPI's
5.2.  Application to the Marketing Plan of the notions on operating accounts and results.

6.- Commercial Management.
6.1. Sales Team Profile.
6.2. Organization of the sales force.
6.3  Sales Tracking Systems.

EDUCATION ACTIVITIES

The syllabus of contents consists of six didactic units with an estimated development of two weeks per
each unit. These units constitute the axis of both the presential activity, class exercises and team work,  and the
presentations and deliveries of results of developing PBL methodologies (problem-based learning), and the
development of part of the agenda through FCR (Flipped classroom) and Business Simulation, methods that help
the philosophy of Learning By Doing. Students will be also asked to fulfill individual and shared jobs activities as
homework that  is developed in parallel,
During the work on the didactic units there will be some continuous evaluation exercises.
Once the semester is close to be covered, and in accordance to the the class dynamics, there will be evaluation
tests and presentations of projects.
The usual working outline of each topic can have all or some of the following activities:
- Presentation of the topic by the teacher.
- Exercises or cases of application of individual or group resolution.
- Exercise with business simulation tools.
- Presentation or debate (in face-to-face or on-line mode)
- Personal theoretical study
- Development of the stage of the group project corresponding to the current topic.
INFORMATION ABOUT TUTORSHIPS
The tutorship schedules will be specified on the first day of class and / or the student will send an email to the
teacher.

DISTRIBUTION OF WORK TIME

CLASSROOM-BASED ACTIVITY INDEPENDENT STUDY/OUT-OF-CLASSROOM
ACTIVITY

60   hours 90   hours
  Lectures  20h
  In class case and projects presentations, individually or
team work  25h
  Work in the final course project (in teams) 12h
  Objective continuous evaluation exams and test 3h

  Individual study and class preparation 25h
  Individual homework 20h
  Individual contribution to team projects  20h
  Individual contribution to final course project (team
work) 25h

SKILLS

Basic Skills

Students must have demonstrated knowledge and understanding in an area of study that is founded on general
secondary education. Moreover, the area of study is typically at a level that includes certain aspects implying
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knowledge at the forefront of its field of study, albeit supported by advanced textbooks

Students must be able to apply their knowledge to their work or vocation in a professional manner and possess
skills that can typically be demonstrated by coming up with and sustaining arguments and solving problems within
their field of study

Students must have the ability to gather and interpret relevant data (usually within their field of study) in order to
make judgments that include reflections on pertinent social, scientific or ethical issues

Students must be able to convey information, ideas, problems and solutions to both an expert and non-expert
audience

Students must have developed the learning skills needed to undertake further study with a high degree of
independence

General Skills

Ability to carry out synthetic and analytical thought.

To have developed the necessary skills to ensure problems are solved and goals are reached.

To be able to apply relevant IT knowledge to the field of study.

To be able to learn autonomously and independently.

To enjoy a creative and entrepreneurial spirit.

Specific skills

To be able to design and manage projects.

To develop criteria for problem-solving and decision-making both professionally and personally.

To be able to effectively use those tools needed for giving presentations.

To be totally familiar with the procedures and contents of university work tools: text commentary, analysis,
summary and the preparation of a research project.

To be able to put knowledge into practice.

LEARNING RESULTS

The student acquires and handles, in a fluent and coherent way, the tools and models useful to manage the
marketing mix variables into the organization¡

The student is able to deploy Strategic Marketing objectives into Operations Marketing specific actions

The student recommendations are soundly based in a knowledge-driven analysis of the organization, using the
marketing tools and models, and always considering the impact in the rest of the organization

The student is able to develop a full Marketing Plan, integrating in a sequential and logic manner the different
knowledge and tools learnt while studying the subject

The student presents to a qualified audience the Marketing Plan in a convincing and professional way

The student is able to foresee and evaluate the ethic consequences of the Marketing actions

LEARNING APPRAISAL SYSTEM
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The evaluation system of the subject includes three possibilities:

A) Ordinary evaluation system (first enrollment students, continuous evaluation):
1. Evaluation by classroom activity: 15% of the final grade.
2. Preparation and presentation of papers, cases, and exercises: 35% of the final grade.
3. Final exam: 50% of the final grade
To pass the subject, students must obtain 5 out of 10 in the exams, and have completed the
all or most of the activities of the continuous evaluation. In no case can the subject be approved
only with examination.

B) Alternative evaluation system "Academic dispensation":
Students who have been granted "Academic Dispensation" or are in a situation of second or successive
enrolments, which exempt them from attendance, must deliver the activities determined by the teacher, and they
must also attend the mandatory face-to-face tests determined by the teacher responsible for the subject.
1. Preparation and presentation of papers, cases and exercises: 40% of the final grade.
2. Final exam: 60% of the final grade.
To average the grade of continuous evaluation and objective evaluation in the extraordinary call, the note of
objective assessment must be at least 5.

C) Extraordinary Call:
1. Preparation and presentation of papers, cases, and exercises: 40% of the final grade.
2. Final exam: 60% of the final grade.
To average the grade of continuous evaluation and objective evaluation in the extraordinary call, the note of
objective assessment must be at least 5.
UFV students in exchange will benefit from the alternative evaluation system (repeaters and
dispensation), being their responsibility to know it.

All students of the degree will be subject to the regulations of coexistence of the University.
Students are obliged to observe the elementary and basic rules on authenticity and originality in
any training activity or evaluation test. When a student has or uses illegitimate means in
the holding of an evaluation test, incurs plagiarism, or is improperly attributed the authorship of works required for
the evaluation, he or she will be sanctioned in accordance with the provisions of the Regulations of Evaluation and
Regulations of behavior and performance of the University.

BIBLIOGRAPHY AND OTHER RESOURCES

Basic

 Kotler,  Ph. and Armstrong, J.  Principles of marketing, international edition Ed. Pearson Int.

Kotler, Ph. Keller, K.L.  Marketing Management, international edition Ed. Pearson Int

Additional

 Aaker, D. Brand management

Boston Consulting G., McKinsey, Deloitte and JWT  On line publications, industry reports  and webs

European and National statistics bureau, Industrial federation and other organization Economic, social and
industrial reports
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