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TECHNICAL SHEET OF THE SUBJECT

Subject name Marketing management

Subject code FCEE-ADE-621

Mainprogram Bachelor's Degree in Business Administration and Management

Grado en Administracion y Direccion de Empresas y Master Universitario en Ingenieria Industrial [Sixth
year]

Grado en Administracion y Direccién de Empresas y Master Universitario en Ingenieria Industrial [Sixth
year]

Grado en Administracion y Direccion de Empresas (E-2) [Third year]

Involved programs Grado en Administracién y Direccion de Empresas y Grado en Derecho (E-3 16) [Fifth year]

Grado en Administracion y Direccién de Empresas con Mencion en Internacional (E-4) [Third year]
Grado en Administracion y Direccién de Empresas y Grado en Relaciones Internacionales [Fourth year]
Grado en Administracion y Direccion de Empresas y Grado en Anélisis de Negocios/Business Analytics
[Third year]

Grado en Psicologia y Grado en Administracion y Direccion de Empresas [Fourth year]

Level Reglada Grado Europeo

Quarter Semestral

Credits 6,0 ECTS

Type Obligatoria (Grado)

Department Departamento de Marketing

Coordinator M? Gabriela Salinas Fabbri

Schedule Consultar los diferentes horarios en la Intranet

Office hours Consultar los diferentes horarios en la Intranet

Analysis of the external marketing environment. Internal analysis. Segmentation, Positioning, Product,
Course overview Brand, Customers, Communication. Development of the strategic plan. Implementation of the strategic
plan: the annual marketing plan. Marketing control.

Name Maria Gabriela Salinas Fabbri

Department Departamento de Marketing

EMail mgsalinas@icade.comillas.edu

Name Alejandro Gémez Parra

Department Departamento de Marketing

EMail agparra@comillas.edu

Alfonso Pedro Fernandez del Hoyo



https://contenidos.comillas.edu/Documentos/MemoriasVerificacion/GR_E-2_21.pdf
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Teacher
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Teacher
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Teacher
Name
Department
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Teacher
Name
Department

EMail

Teacher

Name
Department

EMail

Departamento de Marketing

Alberto Aguilera 23 [OD-206]

fdelhoyo@icade.comillas.edu

2455

Antonio Tena Blazquez

Departamento de Marketing

Alberto Aguilera 23

atena@icade.comillas.edu

Clemente Hernandez Sanchez

Departamento de Marketing

chsanchez@icade.comillas.edu

Gloria Morcillo Garcia

Departamento de Marketing

gmorcillo@comillas.edu

Irene Vila Trepat

Departamento de Marketing

ivila@icade.comillas.edu

Rocio Holgado Gomez

Departamento de Marketing

rholgado@comillas.edu

Ulpiano José Vazquez Martinez

Departamento de Marketing

ujvazquez@icade.comillas.edu
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SPECIFIC DATA OF THE SUBJECT

Contribution to the professional profile of the degree

The marketing function plays a key role within business organizations. For graduates in Business Administration, it is essential not only to
understand marketing decision variables and methods for gathering information, but also to be able to design and implement a strategic
marketing plan. To achieve this, students acquire a methodology and a systematic approach that enable them to apply the sequential
process of planning effectively. This course also develops critical digital literacy, helping students navigate an increasingly Al-driven and

algorithmically mediated marketing landscape.

Competences
GENERALES
CG1 Adquirir una base de conocimientos sélida y relevante sobre la disciplina cientifica y empresarial
RA1 Identifica, define y explora las probleméticas concretas del area de estudio de manera logica y coherente
dentro de un marco analitico adecuado.
a2 Capacidad de gestionar informacion y datos provenientes de fuentes diversas para hacer un analisis critico y un correcto
diagnostico de la realidad empresarial.
RA1 A partir de la informacién y datos obtenidos de fuentes diversas, identifica problemas empresariales
determinando, el origen/las causas de los mismos
RA2 Es capaz de realizar dicho proceso de diagnostico dando y recibiendo feed-back de forma asertiva, que
ayude a incrementar la integracion y la confianza en los equipos de trabajo.
a3 Capacidad para la resolucion de problemas y toma de decisiones empresariales seleccionando y aplicando
adecuadamente las técnicas pertinentes de analisis de datos
RA1 Identifica, captura y analiza de forma eficiente datos de fuentes primarias y secundarias que sean
necesarios para el analisis del entorno competitivo de la empresa
Aplica los conceptos matematicos y técnicas cuantitativas y cualitativas de analisis de datos necesarios
RA2 para la resolucién de problemas empresariales y apoyar el diagndstico y toma de decisiones en la
empresa.
cea Capacidad para liderar de manera positiva personas y equipos de trabajo que, impulsen proyectos empresariales
innovadores dando respuesta asi, a las nuevas oportunidades de negocio, mediante soluciones creativas
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Lidera positivamente personas y equipos de trabajo generando soluciones innovadoras para los
problemas y oportunidades empresariales detectadas. RA2 Pone en practica estrategias y tacticas
creativas requeridas en los procesos de innovacién, en las que participan todos los miembros del equipo,

tratando siempre de alcanzar acuerdos y objetivos comunes.

G5 Desarrollar habilidades interpersonales que refuercen el aprendizaje de un trabajo auténomo, bien organizado y
planificado y que esté orientado a la accion y a la calidad.

Desarrolla habilidades académicas, interpersonales e instrumentales necesarias para la investigacion
RA1 independiente, relacionando los conocimientos adquiridos con las distintas aplicaciones profesionales o

practicas reales.

ESPECIFICAS

CE24 Saber elaborar un Plan Estratégico de Marketing y desarrollar su puesta en marcha a partir del conocimiento y

ce24 comprensién de conceptos basicos y herramientas utilizados en la Direccion Estratégica de Marketing
RA1 Conoce las diferentes etapas de elaboracion de un Plan Estratégico de Marketing
RA2 Aplica correctamente las herramientas de anélisis necesarias en cada una de las etapas
RA3 Extrae conclusiones estratégicas después de cada analisis

THEMATIC BLOCKS AND CONTENTS

Contents - Thematic Blocks

Chapter 1: Introduction

e 1.1 Concept and objectives of Strategic Marketing
e 1.2 Foundations of Marketing Strategy
e 1.3 Strategic Marketing vs. Operational Marketing

Chapter 2: Diagnosis

e 2.1 Diagnosis: Why it matters
e 2.2 Primary research
e 2.3 Secondary research

e 2.4 From research to insight

Chapter 3: Segmentation

e 3.1 Concept and objectives of market segmentation

e 3.2 Market segmentation criteria

Chapter 4: Targeting

e 4.1 Concept and objectives of Targeting
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e 4.2 The spectrum of the Targeting decision
Chapter 5: Positioning

e 5.1 Concept of Positioning
e 5.2 Positioning statements

e 5.3 Positioning techniques
Chapter 6: Objectives

® 6.1 Marketing objectives
® 6.2 SMART objectives

Chapter 7: Product

e 7.1 The product as a strategic variable

e 7.2 Product portfolio management
Chapter 8: Brand

e 8.1 Concept of brand
e 8.2 Evolution of the brand concept

e 8.3 Brand decisions
Chapter 9: Distribution

e 9.1 The relevance of the fourth "P": Distribution
e 9.2 Commercial distribution

e 9.3 Channel design
Chapter 10: Price

e 10.1 The importance and role of price in the marketing mix
e 10.2 Price and the 4Cs model

e 10.3 Pricing methods and tactics
Chapter 11: Communication

e 11.1 Communication as a strategic variable in marketing
e 11.2 Integrated Marketing Communications

® 11.3 The evolving communication landscape
Chapter 12: Implementing the Strategic Plan

e 12.1 The marketing plan: Design and implementation

e 12.2 Marketing control: KPIs and Performance tracking

Syllabus
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TEACHING METHODOLOGY

In-class Methodology: Activities

Lectures: Students are expected to complete a prior reading of the material to be developed in class. The

corresponding information will be provided in the course schedule. CG1, CG2
Individual challenges: After the lecture, the professor may ask students to respond to a set of theoretical and
practical questions aimed at assessing their level of understanding of the material presented. CG1, CG3

Guided projects: Students, working in groups, will develop throughout the course—and in parallel with the

lectures—the strategic marketing plan for a product-market pair. The purpose is to apply the concepts G4, CGS, CE24

learned to a situation analogous to reality and to make informed decisions.

Non-Presential Methodology: Activities

P ti f terial
reparation of course materials CG1, CG2

Supervised project: This involves both preparing the session to be carried out in class and, afterwards,

completing the task by incorporating the aspects that were reviewed and corrected during the session. CG4, CG5, CE24

SUMMARY STUDENT WORKING HOURS

CLASSROOM HOURS

Lecciones de caracter
expositivo

Exposicion publica de
temas o trabajos

Ejercicios y resolucion de casos y de
problemas

Trabajos monogréficos y de
investigacion, individuales o colectivos

16.00

10.00

NO

15.00

N-PRESENTIAL HOURS

15.00

Estudio individual y/o en

grupo y lectura organizada

Exposicion publica de
temas o trabajos

Trabajos monogréficos y de

investigacion, individuales o colectivos

Ejercicios y resolucion de casos y de

problemas

40.00

10.00

20.00

25.00

EVALUATION AND CRITERIA

ECTS CREDITS: 6,0 (151,00 hours)

The use of Al to produce full assignments or substantial parts thereof, without proper citation of the source or tool used, or

without explicit permission in the assignment instructions, will be considered plagiarism and therefore subject to the

University's General Regulations.
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Exam: To be taken on the dates established for this Content
onten
purpose by the Academic Dean'’s Office. 50

In-class challenges: Activities carried out during the . A
lect Instructions related to the subject under study 10
ectures.

The description of each assignment is provided in

Team project and in-class presentation
Moodle. 35

Questions and answers related to the topic under . o
tud Relevance and interest of the contribution. 5
study.

Ratings

To pass the course, students must obtain a minimum grade of 5.0 in each of the two components (theory and practice).

For students enrolled in a third or subsequent attempt, passing the course will require completing the exam on the program contents
during the official examination session, as well as carrying out a set of individual practical exercises. In this case, students must request the

assigned exercises and the special work plan from the professor during the first days of the course.

For exchange students who do not have the course validated, 100% of the final grade will be determined by the exam result.

Note: The improper use of ChatGPT or any other generative artificial intelligence (GAI) will be considered a serious offense in accordance
with the University's General Regulations, Article 168.2.¢, as: “actions aimed at falsifying or defrauding the systems of academic performance
evaluation” The consequences include “temporary expulsion of up to three months or prohibition from sitting the next examination session
following the imposition of the sanction, in one or several of the subjects in which the student is enrolled, [...] in addition to receiving a failing

grade (0) in the respective subject, [...] [and] being prohibited from taking the exam for that subject in the following session.”

In this regard, the use of ChatGPT or any other GAI will be deemed improper (and therefore prohibited) in the context of the final project
and case studies of the course, as such use would seriously undermine the capacity of these evaluation systems to assess whether the

student has acquired the competencies specific to the subject.

According to the General Regulations of the University, a student may be deprived of the right to take the final exam if they do not attend

at least two-thirds of the in-person classes.

BIBLIOGRAPHY AND RESOURCES

Basic Bibliography

Kotler, P., Keller, K. L., & Chernev, A., Marketing Management, Global Edition, Pearson, 17th Edition, 2025. ISBN: 978-1-292-46271-4.

Grewal, D., & Levy, M. Marketing. McGraw Hill, 2024 Edition. ISBN-13: 9781265081812 (hardcover)
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Complementary Bibliography

Marshall, G. W., & Johnston, M. W. Marketing Management. 4th Edition (2025 Release). McGraw Hill, 2025. ISBN-13: 9781264535248

(hardcover).
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