GENERAL INFORMATION FOR FOREING STUDENTS

CODE: 303411402
COURSE: Commercial Management I.

YEAR: 
1st  FORMCHECKBOX 


2nd  FORMCHECKBOX 


3rd  FORMCHECKBOX 


4th  FORMCHECKBOX 


5th  FORMCHECKBOX 



Optional  FORMCHECKBOX 


Complementary (Libre elección)  FORMCHECKBOX 

SEMESTER: 
1st  FORMCHECKBOX 


2nd FORMCHECKBOX 


Annual  FORMCHECKBOX 

CREDITS: 
Local:
4,5. 
ECTS 4,5
LANGUAGE:  Spanish  FORMCHECKBOX 

Galician  FORMCHECKBOX 

Other :      . 


BRIEF DESCRIPTION OF CONTENTS:


Part 1:  Conceptual bases of Marketing 

Chapter 1: The role of Marketing in business organizations
Chapter 2:  Relationship Marketing
Part 2. Strategic  Marketing: Developing Marketing Strategies and Plans

Chapter 3:Gathering Information and Scanning the Environment, and Conducting Marketing Researc

Chapter 4:Analyzing Consumer Markets and consumers behaviours

Chapter 5: Forecasting Demand

Chapter 6: Identifying Market Segments and Targets

Chapter 7: Strategic analysis. Dealing with Competition

Chapter 8: The Marketing Plan. The strategic complete planning, implementation, and control process.
BASIC BIBLIOGRAPHY
Kotler, P.  Marketing Management. 12 ed. Pearson-Prentice Hall.
.

ASSESSMENT STRATEGY (exam, essays, exercises…)

     
February: exam: Students who attend classroom lectures, participate in class and hand in and pass the assignments established by the teacher will pass the subject without doing an exam. Students who wish to have a mark higher than “pass” must do the exam.

Students who do not attend class and who do not take part in the continuous evaluation system must sit exams on the dates established by the centre. They will not be able to take the exam unless they hand in an assignment which will also be compulsory for those taking the September exam.

The contents of the assignment will be established at the beginning of the academic year.
.

