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Objectives and Contextualisation

Develop learning activities and apply knowledge in the areas of business strategy and marketing development and other techniques of marketing and customer knowledge

Competences

Communication.
Diagnose the sales, finance and human resources situations in businesses and organisations.
Personal work habits.
Thinking skills.
Use knowledge of the fundamental principles of mathematics, economics, information technologies and
psychology of organisations and work to understand, develop and evaluate the management processes
of the different systems in the aeronautical sector.
Work in teams.

Learning Outcomes

Accept and respect the role of the various team members and the different levels of dependence within
the team.
Adapt to multidisciplinary and international environments.

Adapt to unexpected circumstances.
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Adapt to unexpected circumstances.
Apply methods for analysing consumer behaviour and marketing-mix strategies.
Communicate knowledge and findings efficiently, both orally and in writing, both in professional
situations and with a non-expert audience.
Critically assess the work done.
Describe relationships between the company and its local market environment and the competition.
Develop critical thought and reasoning.
Develop independent learning strategies.
Develop scientific thinking skills.
Develop the ability to analyse, synthesise and plan ahead.
Evaluate the strategic options of the company from the perspective of the general management.
Identify, manage and resolve conflicts.
Make decisions.
Make efficient use of ICT in communicating ideas and results.
Manage time and available resources. Work in an organised manner.
Prevent and solve problems.
Work cooperatively.
Work independently.

Content

As regards the strategy and business policy part, the syllabus includes the following sections:

Topic 1. Business strategy:

Concept of company policy or strategy.
Content of the business strategy.
The strategic process.

Topic 2. Strategic diagnosis:

External analysis: Concept and levels of the environment.- Analysis of the general environment.
Analysis of the sectoral and competition environment.- Segmentation of demand.
Internal analysis: Functional analysis and strategic profile .- Value chain.
Analysis of resources and capacities.- Benchmarking.

Topic 3. Business strategies:

Nature and sources of competitive advantage.
Analysis of the competitive advantage in cost and differentiation Life cycle
Strategies for emerging sectors, in maturity and decline .- Strategies for innovation.

Topic 4. Corporate strategies:

Directions of strategic development.
Corporate strategies of: diversification, vertical integration, internationalization and cooperation.

Regarding the part of marketing the agenda includes the following topics:

(A): Marketing and business activity at the company.

Topic (1) Marketing basics
Topic (2) Commercial management and strategic sales management

(B): Analysis of marketing opportunities.

Topic (3) The business environment of the company
Topic (4) The analysis of consumer markets and their purchasing behavior

Topic (5) Information systems, commercial research
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Topic (5) Information systems, commercial research

(C): Planning of marketing actions.

Topic (8) The management of products, brands and packaging
Topic (9) The development of new products and life cycle
Topic (10) Price decisions
Topic (11) The development of integrated communication strategies
Topic (12) The tools of commercial communication
Topic (13) The management of the channels and strategies of distribution

(D): The Management of the Marketing Plan.

Topic (14) Marketing of relationships and new technologies
Topic (15) Implementation of the Marketing Plan

Methodology

The methodology combines teaching elements among those that include: teacher explanations, text reading, interaction, exercises, news contributions and current related information, group work, presentations and proactive participation in class.
                                                                Communication between students and teachers will be through the university's virtual campus and / or the teachers' mail.

Activities

Title Hours ECTS Learning Outcomes

Type: Directed

Marketing exercices 17.5 0.7

Marketing sessions 20 0.8 4, 10, 11, 8, 19

Strategy exercices 17.5 0.7 16, 14, 19, 12

Strategy sessions 20 0.8 7, 10, 11, 8, 12

Type: Supervised

Marketing plan fulfillment 25 1 2, 4, 1, 5, 15, 13, 18

Type: Autonomous

Study, lectures and analysis 120 4.8 4, 7, 10, 9, 11, 8, 16, 14, 19, 12

Assessment

Regarding the part of Politics and Strategy:

There is a mandatory final exam.
Practical exercises are carried out during the course
In order to overcome the part of the strategy, the student must obtain a mark equal to or greater than 4
in the final exam and have delivered a minimum of 2 practical cases.
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Regarding the part of Marketing

There is a mandatory final exam. There is also individual and group work.
The Marketing Plan is applied to the aeronautical sector (in groups of 4 to 5 people)
In order to overcome the marketing part and obtain a weighted final grade, the student must obtain a
mark equal to or greater than 4 in each of the sections of the assessment activities (exam, marketing
plan, ... .)

Disctintions:

Granting an Disctintion grade (A+) is a decision of the faculty responsible of the subject. The regulations of the UAB indicate that disctintions can only be awarded to students who have obtained a final grade of 9.00 or more. It can be granted up to 5% of the total number of students enrolled.
                                                                
No assesment possible criteria:
                                                                A student will be considered "No assesment possible" (NA) if it has not been presented in a set of activities whose weight equals to a minimum of two thirds of the total grade of the subject.
                                                                
Recovery process:
                                                                In accordance with the Academic Regulations of the UAB to be able to participate in the recovery the student must have been previously evaluated in a set of activities whose weight equals to a minimum of two thirds of the total qualification of the subject module. Additionally, the faculty responsible for the course can require students to have obtained a minimum grade in the average of the subject to be able to present themselves to the recovery.
                                                                
Evaluation of repeating students:
                                                                No differentiated treatment is required for repeat students.
                                                                
                                                                Irregularities by the student, copy and plagiarism:
                                                                Without prejudice to other disciplinary measures considered appropriate, the irregularities committed by the student that can lead to a variation in the rating of an evaluation act will be qualified with a zero. Therefore, copying, plagiarizing, cheating, copying, etc. In any of the assessment activities it will imply suspending it with a zero.

Assessment Activities

Title Weighting Hours ECTS Learning Outcomes

Marketing Exam 35% 2.5 0.1 4, 7

Marketing Exercices 15% 0 0 2, 3, 4, 1, 6, 5, 10, 9, 11, 15, 13, 14, 17, 18, 19

Strategy Exam 35% 2.5 0.1 7, 12

Strategy exercices 15% 0 0 7, 9, 8, 15, 16, 17, 12
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