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General

Code: 21527
Lecturer responsible:
Rodriguez Sanchez, Carla

Credits ECTS: 6
Theoretical credits: 1,2
Practical credits: 1,2
Distance-base hours: 3,6

Departments involved

= Dept: Marketing
Area: Marketing and Market Research
Theoretical credits: 1,2
Practical credits: 1,2
This Dept. is responsible for the course.
This Dept. is responsible for the final mark record.

Study programmes where this course is taught

= DEGREE IN MARKETING
Course type: COMPULSORY (Year: 3)

Competencies and objectives

Course context for academic year 2025-26

This course of 6 ECTS credits is compulsory in the second semester of the third year of the Degree in Marketing. It is related to subjects
in the Market Research area of previous courses (Marketing Research, 2nd year) and later (Marked Research Il, 4th year). This subject
allows a more in-depth investigation of those techniques of a more qualitative and exploratory nature when carrying out market
research.
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Learning outcomes / Course competencies (verified by ANECA in official undergraduate and Master’s

degrees) for academic year {0}

Transversal Competences

Specific Competences

Competencias Basicas y
Generales:>>Generales

Exclusive skill taught in this course

No data

Learning outcomes (Training objectives)

No data

CT1 : Leer y comunicarse en el ambito profesional en un idioma extranjero, en
especial en inglés.

CT2 : Usar habitualmente las herramientas informaticas asi como la tecnologia de
la informacion y las comunicaciones en todo su desempefio profesional.

CT3 : Capacity for oral and written communication.

CE17 : Mostrar capacidad para recoger e interpretar informacion, formular
hipotesis, asesorar y resolver problemas en el ambito del analisis de los mercados,
siguiendo el método cientifico y mediante la aplicacion de los enfoques analiticos,
instrumentos matematicos, métodos estadisticos y técnicas de prevision.

CE3 : Entender el entorno socioeconémico, tecnolégico, cultural e institucional, las
politicas sectoriales, asi como su impacto en las relaciones comerciales y
financieras, y el comportamiento psicosocial de los clientes.

CE4 : Saber elaborar informes de asesoramiento sobre estrategias de las
empresas y evolucién de los mercados.

CE?7 : Ser capaz de aplicar los conocimientos de marketing y las técnicas de
investigacion comercial, bien cualitativas o bien matematicas, estadisticas y
econométricas, en la definicion de soluciones de negocio.

CG1 : Adquirir capacidad para la busqueda y andlisis de informacién relevante que
permita interpretar la evolucion de los mercados de bienes y servicios y formular
una estrategia de marketing.

CG10 : Adquirir conocimientos basicos en economia general, economia de la
empresa y direccion de marketing, y comprender tanto los aspectos teérico-
practicos como la metodologia de trabajo.

CG2 : Adquirir capacidad para el trabajo en equipo y su liderazgo y motivacion
durante el trabajo profesional en la direccién de marketing.

CG4 : Aplicar, al analisis de los problemas, criterios profesionales basados en el
manejo de las estrategias empresariales y de marketing e investigacion de
mercados.

CGS5 : Ser capaz de tomar decisiones empresariales y en la direccién de marketing
aplicando los conocimientos a la practica, y haciéndolo desde una perspectiva
interdisciplinar e integradora de conocimientos.

CG6 : Ser capaz de derivar informacién relevante imposible de reconocer por no
profesionales a partir de datos socioeconémicos.
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Specific objectives stated by the academic staff for academic year 2025-26

Learning outcomes (educational objectives)

- To know the stages of the marketing research process based on qualitative techniques.
- To Learn how to design, carry out and analyze qualitative research.

- To know how to apply individual qualitative research techniques.

- To learn how to implement the main group qualitative techniques.

- To design an investigation supported by observational methods.

- To know how to write and present the results derived from qualitative market research.

Content and bibliography

Content for academic year 2025-26

Unit 1. Introduction to qualitative research methodology.
Unit 2. Individual qualitative research techniques.

Unit 3. Group qualitative research techniques.

Unit 4. Traditional observation techniques.

Unit 5. Advanced observation techniques.

Unit 6. Drafting and presentation of qualitative results.

Assessment

Assessment procedures and criteria 2025-26

1) Ordinary Call (C3). ORDINARY

The assessment of the course is continuous and is based on a maximum score of 10 points. A minimum of 5 points is required to
pass. The final grade is calculated as follows: 30% from coursework completed throughout the semester, 30% from active participation
in class, and 40% from the final exam.

Both coursework (preparation and submission) and the student’s active participation in class will be assessed throughout the academic
year and exclusively for students enrolled in their assigned group. The grades obtained by the student in both components will only be
valid for the two exam sessions within the academic year of enrolment.

The final exam will be the same for all students enrolled in the course and will consist of a multiple-choice test.
2) Resit Call (C4). EXTRAORDINARY

Students will have three evaluation options to choose from, and they may select their preferred option on the day of the exam, before
the test is handed out.

Option 1: The student retains the grades obtained during the course for coursework and active class participation. The final grade will
be calculated by applying a 60% weighting to the coursework and class participation components, and 40% to the resit final exam,
which will consist of a multiple-choice test.

Option 2 is recommended for students who received a low grade or were not assessed for coursework and/or participation and who
failed the final exam. The final grade will be the result of a resit of the continuous assessment (60%), consisting of a case study exam
with open-ended questions on the stages of qualitative market research, and a resit of the final exam (40%), which will consist of a
multiple-choice test.
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Option 3: The student retains the final exam grade from the C3 session. The final grade will be based on a resit of the continuous
assessment (60%), consisting of a case study exam with open-ended questions on the stages of qualitative market research, and the
final exam grade from the C3 session (40%).

A minimum of 4 out of 10 points is required in both the final exam and the combined coursework + active participation components to
pass the course, including in any resit assessments, if applicable.

Description Criteria Type Weighting
system
Active Completion and in-class submission of case ACTIVITIES OF 30
participation  studies and theoretical activities (e.g., EVALUATION DURING
Kahoot). THE SEMESTER

Student participation in the activities carried
out during class sessions will be assessed.
Mere attendance will not be considered as
active participation.

Coursework  Coursework requiring students to apply the ACTIVITIES OF 30
course content covered throughout the EVALUATION DURING
semester. THE SEMESTER

Class attendance is mandatory for the
completion of these assignments.

Multiple- In both the ordinary and extraordinary FINAL TEST 40
choice assessment periods, the grade "No Show

questions (NS)" will only be applied to students who

test have not completed any assessment activity

during the semester and who did not attend
the final exam.

The use of tablets, mobile phones, and any
other electronic devices (e.g., smartwatches)
is strictly prohibited during assessment
activities.

Official exam dates for academic year 2025-26

Exam session Date Time Group - Classroom(s) Comments
allocated

(C1) Pruebas 24/09/2025
extraordinarias de
finalizacion de estudios

(C3) Periodo ordinario 11/06/2026  09:00 - A1/0-07X
para asignaturas de 11:00

segundo semestre y

anuales

(C4) Pruebas 08/07/2026  08:30 - A1/0-08G
extraordinarias para 10:30

asignaturas de grado y

master
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