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2.1 Description  

The subject Commercial Management I introduces the main aspects of marketing strategy, 
from goal setting, through the main segmentation strategies, target audience and positioning, 
and marketing mix policies, to control of planning. Students will have a vision of the 
importance of marketing planning for the company and the management of the customer 
relationship. It is important for such planning to develop a good diagnosis of the current 
situation of the company and the market, as well as a thorough knowledge of the company’s 
main competitors, who have previously worked on marketing fundamentals. In addition, the 
commercial vision needs a control and contingency plan of marketing plans to monitor and 
propose measures in case the circumstances of the environment change. 

 

2.2 Relevant professional applications 

The student who takes the subject of commercial management develops important 
competencies for the performance of functions such as: Development of a marketing plan. 

• Determining the segmentation strategy for a product. 
• Determine the right positioning for the product. 
• Manage the commercial distribution policy of a product.  
• Develop a company’s communication plan.  
• Product portfolio management.  
• Product address.  
• Assistance to the Marketing Director 

 

 
 

• RAT1 - The graduate will be able to recognize the tasks of the different functional areas 
within a company or organization, taking into account previous theoretical learning 
about business structures.  

• RAT3 - The graduate will be able to identify economic, environmental, political, 
sociological and technological factors at the local, national and international levels and 
their impact on organizations through research-based learning in business 
environments.  

• RAT6 - The graduate will be able to understand the different data analysis techniques 
used to assess the feasibility of a business project.  
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• RAT9 - The student will be able to provide clear and precise explanations of any 
knowledge/information, both orally and in writing, in Catalan, Spanish and a third 
language, particularly English.  

• RAT10 - The student will be able to apply digital technologies (at the right time) in 
his/her field of expertise.  

• RAT12 - The graduate will be able to develop both traditional and digital marketing 
and promotional projects in a business environment.  

• RAT16 - The graduate will be able to understand the economic-financial information 
of business entities and institutions in relation to their environment.  

• RAT18 - The student will be able to provide innovative, creative and entrepreneurial 
solutions in professional situations.  

• RAT19 - The student will be able to evaluate the sustainability and social impact of the 
proposals presented, with ethical, environmental and professional responsibility.  

• RAT20 - The student will be able to apply the gender perspective in the professional 
tasks.  

• RAT24 – After completing the degree, the student will be able to design projects for IT 
services and systems in all business fields.  

 

 

• RAM1 - The student will be able to determine an appropriate pricing policy consistent 
with a company strategy and market reality. 

• RAM2 - The student will be able to accurately design a sales network for proper 
management, direction and remuneration in a written project. 

• RAM5 - The student will be able to correctly select the data analysis techniques, 
research techniques and parameters most suitable for the case raised in a written 
exercise. 

• RAM8 - The student will be able to properly use technological tools to promote the 
business and optimize sales by learning different sales software. 
 

 
 

• Marketing Overview  
• The market and its environment for business transformation  
• Customer journey 
• Segmentation, positioning and targeting 

• Marketing mix for organizational development 
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Learning outcomes 
developed 

 Teaching 
methodology 

Training activities 

Knowledge 

Master class Teacher’s presentations 

Instructional sessions Student’s presentations 

Tutoring 
Meetings for the 

resolution of doubts 

Learning based on 
readings 

Reading and analysis of 
documents 

Skill 

Learning based on 
projects 

Problem solving 

Learning based on 
audio-visual 

Audiovisual analysis 

Case-based learning 
Search and processing of 

information. Problem 
solving 

Competence Project-based work 
Reporting 

Submissions of reports or 
papers 

 

 
 

Evaluation system Weight 

Continuous evaluation: exercises, problems, reporting, 
papers, case studies 

40 % 

Mid-term exam  20 % 

Final exam 40 % 
 

When computing the final grade, the on-going activities (participation, in-class quizzes, 

seminar cases and group projects, midterm exam) will be weighted only if the final exam 

grade is equal to or greater than 4.0. Therefore, to obtain a passing course grade, the final 

exam grade must be equal to or greater than 4.0. If the final exam grade is less than 4.0, 

the final exam grade becomes the final course grade, irrespective of the other grades. 

Students must take the final exam if they want to receive a quantitative course evaluation. 

Students who do not sit the final exam will receive a “No Show” overall course grade.  
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"The maximum grade that students may obtain on the revaluation tests [...] shall be 5,0. In 

addition, "the grade of the revaluation tests will, in any case, constitute the final grade of 

the subject". Thus, only those students who having completed the partial exam, the final 

exam and have completed 100% of the activities of continuous assessment of the subject, 

are suspended (final grade of the subject less than 5) will be entitled to the exam." 

Single Evaluation: The single assessment consists of a single examination equivalent to 

100% of the grade of the subject. The exam, and therefore the subject, is passed with a 

grade of 5 out of 10 in this final test. 

To benefit from the single assessment, it is necessary to send the teacher a written request 

during the first 15 working days of the course. 

 

 
 

 
● Marketing Strategy and Competitive Positioning, 7th Edition, 7th Edition, Hooley, 
Nicoulaud, Rudd & Lee, Pearson, 2020 10.2  

 

 
● Principles of Marketing plus Pearson MyLab Marketing with Pearson eText, Global 
Edition, 18th Edition, Kotler & Armstrong, Pearson, 2020 


