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Competencies and objectives

This 6-credit ECTS course is listed as mandatory in the second semester of the third year of the Business Administration and
Management (ADE) degree, the fourth year of the TADE concurrent program, as well as the fifth year of the concurrent I2ADE and
DADE programs. It belongs to the "Marketing and Market Research" module and is related to courses in the same and previous years,
such as Introduction to Marketing, Marketing Management, and Market Research. Therefore, this course allows students to further
expand their knowledge in the field of marketing and market research, forming the commercial and marketing foundation for students.

This approach delves into marketing from the perspective of company management, as a system of thinking and operational
management of tools and procedures. To achieve this, a methodology is followed that enables the successful planning, execution, and
control of a strategic marketing plan. The aim is to provide students with the necessary knowledge to assume positions in organizational
management, in order to implement strategic marketing plans that serve as a guide for the company's long-term commercial actions.

Strategic Marketing contributes to the development of the students’ professional profile through the following competences:

The lectures involve student participation in the learning process through the search and analysis of information necessary to
complete the materials. This participation is implemented working as a team with other students in the classroom and also as a
self-learning process out of the classroom. CG1, CG2, CG3. 
The theoretical contents taught in the classroom will be enriched through the teacher-students discussion, the exchange of
information, and the search for a solution made by consensus. CG8, CGUA1, CE11. 
Practices will consist of real case studies that train the student in the development of strategic marketing plans. The purpose of
these practices is the development of a strategic marketing plan, which must be submitted as a written report and also be
presented during a 15 minutes communication. CG5, CG6, CGUA2, CGUA3, CE4, CE7. 
The student knows in advance the evaluation system of the subject and, therefore, he/she is able to determine the results
achieved in terms of effort. CG3.
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Course context for academic year 2025-26

Learning outcomes / Course competencies (verified by ANECA in official undergraduate and Master’s
degrees) for academic year {0}

General Competences (CG) CG1 : Capacity to find and analyse information.

CG5 : Capacity to take decisions by applying acquired knowledge to practical
situations.

Specific Competences (CE) CE11 : Understand the most common strategic analysis tools for analysing
companies in their context.

CE4 : Issue consultancy reports on specific business and market situations.

Exclusive skill taught in this course

Learning outcomes (Training objectives)
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To know some agile methodologies that allow for quick and flexible improvement, change, or reinvention of a project.
To be able to identify and analyze the necessary information to have a global view of the strategic decision-making process.
To understand the tools available in strategic marketing for planning long-term business operations.
To understand and analyze market demand, business competition, and other environmental elements from a marketing
perspective.
To understand the mechanism of strategic diagnosis of the company's product portfolio.
To be able to conduct strategic diagnoses of the company's product portfolio to develop a consulting proposal.
To acquire basic theoretical and conceptual knowledge of the main strategies of the company and their consequences.
To understand and provide control mechanisms for marketing strategy.
To know how to draft strategic marketing plans and audit reports.

Specific objectives stated by the academic staff for academic year 2025-26
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Content and bibliography

UNIT 1: STRATEGIES AND MARKETING

1. Concept of strategy

2. Concept of competitive advantage

3. Agile methodologies for project management

4. Strategic and operational marketing

5. Marketing planning in the context of the business plan

UNIT 2: MARKETING ANALYSIS

1. Extenal analysis: 1.1. Market analysis. 1.2. Consumer behavior. 1.3. Competitor analysis. 1.4. Analysis of oppportunities and threats.

2. Internal analysis: 2.1. Matrix of competitive advantages. 2.2. Strategic diagnosis of the product portfolio. 2.3. Analysis of strengths
and weaknesses.

3. Setting marketing goals

UNIT 3: STRATEGIC DECISIONS

1. Generic strategies

2. Growth strategies

3. Disinvestment strategies  

4. Competitive strategies  

5. Innovation strategy and creativity in business. Industrial property 

6. Segmentation and positioning strategies

7. Digital marketing strategies

UNIT 4: STRATEGIC MARKETING AUDIT

1. Measurement of results.

2. Analysis of results and identification of deviations.

3. Establishment of plans and corrective actions. 

4. Content of the marketing audit.

UNIT 5: OTHER PARTICULARITIES OF STRATEGIC MARKETING

1. Services marketing

2. Ethics in marketing

 

Assessment

The evaluation of the course is based on a total of 10 points. To pass the course, students must obtain a minimum of 5 points by
combining the grades from continuous assessment and the final exam. However, to pass the course, a minimum of 2.8 points (out of 7)
in continuous assessment and 1 point (out of 3) in the final exam must be achieved. Each instructor will assess only the students
enrolled in their respective groups.

Content for academic year 2025-26

Assessment procedures and criteria 2025-26
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The final exam will consist of a multiple-choice test with a maximum score of 3 points. This exam will be the same for all students,
regardless of their assigned groups. The test will have 3 answer options, of which only one is correct. Each incorrect answer will result
in a deduction of half a point from the correct answer. No points will be deducted for unanswered questions.

Extraordinary examination (C4). Students who take part in the C4 examination session will have two evaluation options to choose from.

OPTION 1: Maintain the grade obtained from continuous assessment throughout the semester. Under this evaluation option, the final
grade in this session will be the sum of the grade obtained in continuous assessment (70%) during the academic year and the grade of
the test (30%), structured similarly to the regular examination.

OPTION 2: Take a comprehensive exam covering the entire course, forfeiting the right to include the accumulated grade from
continuous assessment throughout the semester. This option is recommended for students who have obtained a low grade in
continuous assessment or those who, due to various circumstances, do not have a grade for continuous assessment. The exam will
consist of two parts: The first part, common to all students in the extraordinary examination session, will be an exam (30%) structured
similarly to the regular examination. The second part, exclusive to students who choose Option 2, will evaluate practical classes and the
final project (70%).

Students in special circumstances who are unable to regularly attend the theoretical and/or practical classes of the course should
contact the respective instructor during the first two weeks of the course. After that date, it will not be possible to find alternative
solutions regarding the continuous assessment component of the course.

Validity of partial test and practical class grades. Only the grades obtained from continuous assessment during the academic year in
which the student is evaluated will be considered in the final grade for both the regular and extraordinary examination sessions, and
these grades will not be carried forward to future academic years.

Description Criteria Type Weighting
system

Practice Clarity, coherence and the use of different
information sources to support the plan will be
graded:

Periodical controls of the Strategic Marketing
Plan (30%).

The written report of the Strategic Marketing
Plan (10%).

ACTIVITIES OF
EVALUATION DURING
THE SEMESTER

40

Active
participation

Students will be graded by active participation
as well as the quality of their contributions in
some specific tasks given by the teacher. 

ACTIVITIES OF
EVALUATION DURING
THE SEMESTER

10

Final
project

Oral presentation of the Strategic Marketing
Plan and the reply of an assigned strategic
marketing plan.

ACTIVITIES OF
EVALUATION DURING
THE SEMESTER

20

Test Multiple choice examination FINAL TEST 30

 

Exam session Date Time Group - Classroom(s)
allocated

Comments

(C1) Pruebas
extraordinarias de
finalización de estudios

03/10/2025

Official exam dates for academic year 2025-26
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(C3) Periodo ordinario
para asignaturas de
segundo semestre y
anuales

01/06/2026 12:00 -
15:00

A1/1-36X 
A1/1-37X 
A1/1-50X 
A1/1-51X 
A1/1-56M 

(C4) Pruebas
extraordinarias para
asignaturas de grado y
máster

16/07/2026 11:30 -
14:30

A1/0-04G 
A1/0-06X 
A1/0-07X 

   
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