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	X
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1. CICLO: 

(Marque con una cruz el ciclo correspondiente)
2. COMPOSICIÓN DE LA CÁTEDRA:
	Docente
	E-mail

	Paula Navarrete
	paula.navarretedaf@gmail.com

	
	


3. EJE/ÁREA EN QUE SE ENCUENTRA LA MATERIA/SEMINARIO DENTRO DE LA CARRERA:

Communication
4. FUNDAMENTACIÓN DE LA MATERIA/SEMINARIO EN LA CARRERA / :

This module aims to provide an introduction to marketing concepts and strategies to be applied in design processes. 

Create knowledge of value based marketing. 
Asses and incorporate research, analysis, investigation and strategy resources.  
5. OBJETIVOS DE LA MATERIA:
The module aims to enable the design student:

· To understand the main marketing concepts and basic marketing tools used to develop strategies to apply in the current market.

· To analyse the varied scenarios and target market that designers face. 
· To appreciate the importance of research and planning stages. 
· To identify the characteristics of the target market, consumer behaviour, as well as marketing channels, to achieve the best development of pieces and campaigns. 

· To be able to apply these concepts to promote their own professional design services – self promotion. 

· To gain  knowledge of modern tendencies in marketing strategies.
6. COMPETENCIAS A ADQUIRIR:

	Específicas  

	CE1 Demostrate and understand concepts of market, consumer behaviour, positioning and strategies. 
CE2 Identify and acquire skills to apply R&D techniques: analyse the changing buying and usage habits, segment consumer markets and define goals to achieve with design.
CE3 Collect and evaluate quality and quantity information.

CE4 Think analytically, reflectively and creatively based upon gathered data.
CE5 Develop proper communication skills – both orally and written -  and build a good client – designer relationship.


	Transversales  

	CT1 Work effectively communication and/or marketing team having incorporated their language and concepts. Be able to recognise and find solutions for problems arisen from team working. 
CT2 Tackle planning and problem solving
CT3  


7. ASIGNACIÓN HORARIA: (discriminar carga horaria teórica y práctica para carreras que acreditan ante CONEAU) NO CORRESPONDE
	
	Teórica
	Práctica
	Total

	Carga horaria
	0
	0
	0


8. ASIGNACIÓN DE CRÉDITOS: 

	
	Presencial

	Dedicación

	Total
	
	Créditos

	Carga Horaria asociada
	
	
	
	
	

	Porcentaje de Asignación
	34%
	66%
	100%
	
	


Distribución de las horas en las diferentes actividades 
(hacer doble click en el cuadro siguiente)


[image: image2.emf]Actividad Horas Horas de trabajo HORAS
presenciales auténomo TOTALES

Clases tedricas 36 48 84

Clases practicas

- en el aula 6 6

- en el laboratorio 0

- en el aula de informatica 0

- de campo 0

Tutorias 4 4

Actividades de Seguimiento online 16 16

Preparacion de trabajos 6 6

Lectura auténoma y rastreo bibliografico 48 48

Exdmenes 4 4

Otras actividades (especificar) tps diarios a partir del 16 16

segundo mes de cursada

TOTAL r 72 112 184










Actividad Horas 

presenciales

Horas de trabajo 

autónomo

HORAS 

TOTALES

Clases teóricas 36 48 84

Clases prácticas

-

   

en el aula  6 6

-

   

en el laboratorio 0

-

   

en el aula de informática 0

-

   

de campo 0

Tutorías 4 4

Actividades de Seguimiento online 16 16

Preparación de trabajos 6 6

Lectura autónoma y rastreo bibliográfico 48 48

Exámenes 4 4

Otras actividades(especificar)tpsdiariosa partirdel

segundo mes de  cursada

16 16

TOTAL 72 112 184


9. UNIDADES TEMÁTICAS, CONTENIDOS, BIBLIOGRAFÍA BÁSICA POR UNIDAD TEMÁTICA:

Unit I

Introduction to Marketing. Definitions of Market, Product, Business, Service, Experience. Core concepts of Marketing. Definition, Functions and Importance of Marketing. 
Customer Needs, Wants and Demands. The Marketing Process. Customer Value and Satisfaction. 
Marketing Management Orientation: Production Concept, Selling Concept, Marketing Oriented, Societal Marketing Concept. 
Consumer Buying Behaviour: Introduction, Characteristics. Types of Buying Behaviour. Buying Motives.  Steps in Buying Behaviour. Roles in Buying Behaviour Process. 

Segmentation, Targeting, Differentiation and Positioning: The Importance of Segmentation. Requirements for Effective Segmentation. The Process of Market Segmentation. Evaluating Market Segments. Market Niche Concept. Differentiation and Positioning Strategies.
Unit II 

Products, Services and Brands: Products and Services Classifications. Product Life Cycle. Nature and Characteristics of Service. 
Marketing Services.
Branding: Brand and Branding. Advantages and Disadvantages of Branding. Brand Equity. Brand positioning. Brand Name Selection. Building and Managing Brands. 
Unit III 
Communication Media. Types of Media. Integrated Marketing Communication. ATL, BTL, TTL.

Marketing mix. 

Las 4 Ps: Product. Promotion. Place. Price. The 7 Ps.: Product. Promotion. Place. Price. People. Process. Physical Evidence.

Unit IV
Introduction to Integrated Marketing communication. Media choice.

Communication Mix: Advertising. Promotion. Public Relations.
Merchandising. Personal Selling. Direct Marketing. Online marketing. Social media. Mobile marketing.
Marketing 3.0 
Marketing plan. Environment. Competitive environment. SWOT analysis.
An overall view on new models: digital marketing, e-commerce, design thinking, social marketing.
Bibliografía:

· “Marketing. An introduction” Twelfth edition.  Global Edition. Kotler & Armstrong 2015. Pearson.

·  “Advertising Media Planning”. Sissors and Bumba . Seventh edition 2010.  NTC Bussiness Books

·  “The new strategic brand management advanced insights and strategic thinking” Jean-Noel Kapferer, Dawsonera, London, Kogan Page, 2012, eBook.
10. RECURSOS METODOLÓGICOS: (incluir modalidad y lugares de prácticas, junto con la modalidad de supervisión y de evaluación de las mismas)
Classes include: 

Weekly case analysis and dissertation applying contents seen. 

Group work: students form a Marketing Consultant Team that will work together during all the course. 
Students will learn from individual and group exercises, case studies and online material. 
Students are expected to investigate, participate in class, provide ideas and considerations on the topics studied. They will assess knowledge by finding real-life cases themselves on the contents seen .

Students are expected to make use of Online resources, libraries, journals, and newspapers suggested either by them or/and the professor. 
11. CRITERIOS E INSTRUMENTOS DE EVALUACIÓN PARCIAL:
Weekly individual assigments.
Two group presentations working as a Marketing Consultant Team. 
12. RÉGIMEN DE EVALUACIÓN FINAL Y APROBACIÓN DE LA MATERIA:

Oral individual exam: prepare and deliver a 5-minutes presentation on a topic chosen by the student and varied questions on the studied syllabus.
13. BIBLIOGRAFÍA COMPLEMENTARIA:

· “The Graphic Designer´s Guide to Creative Marketing : Finding & Keeping your best clients” Linda Cooper Bowen. 1999
· “Youtility: Why smart Marketing is about Help not Hype”, Jay Baer, Portfolio Penguin. 2013.

· “Predictably irrational” Dan Ariely. Revised and expanded edition.  2010.
· “Museum as process: translating local and global knowledge” Raymond Aaron Silverman, Dawsonera. London. Routledge, Taylor & Francis Group, 2015.
14. ORGANIZACIÓN SEMANAL DE LA ACTIVIDAD PRESENCIAL (Orientadora) 
(Completar las unidades temáticas y marcar las columnas correspondientes con una cruz. Considerar la cantidad de semanas en función del régimen de cursada de la materia. Ej. 18 semanas para las materias cuatrimestrales; 36 semanas para las materias anuales.)
Nota: En aquellos casos que la materia tenga una modalidad intensiva, consignar detalle de la actividad según corresponda (jornada, días)
	Semana
	Unidad Temática
	Horas Teóricas
	Horas Prácticas
	Tutorías
	Evaluaciones
	Otras Actividades

	1
	1
	2
	
	
	
	Individual Assignment

	2
	1
	2
	
	
	
	Individual Assignment

	3
	1
	2
	
	
	
	Individual Assignment

	4
	1
	2
	
	
	
	Individual Assignment

	5
	1
	1
	1
	Group Project
	
	

	6
	1
	2
	
	
	
	

	7
	2
	2
	
	
	
	Individual Assignment

	8
	2
	1
	1
	Group Project
	
	

	9
	2
	1
	1
	
	Group Project presentation
	

	10
	2
	2
	
	
	
	

	11
	3
	2
	
	
	
	Individual Assignment

	12
	3
	1
	1
	Group Project
	
	

	13
	3
	2
	
	
	
	

	14
	4
	2
	
	
	
	

	15
	4
	2
	
	
	
	

	16
	4
	1
	1
	Group Project
	
	

	17
	 1 2 3 4
	
	2
	
	 Group Project
	

	18
	1 2 3 4
	
	2
	Exam
	Exam
	


15. OTROS REQUISITOS PARA LA APROBACIÓN DE LA MATERIA

16. FIRMA DE DOCENTES:
[image: image3.jpg]



       Paula Navarrete
17. FIRMA DEL DIRECTOR DE LA CARRERA
� Carga horaria que figura por plan de estudios (Resolución Rectoral)


� Trabajo autónomo del estudiante
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				Actividad		Horas presenciales		Horas de trabajo autónomo		HORAS TOTALES

				Clases teóricas		36		48		84

				Clases prácticas

				-   en el aula		6				6

				-   en el laboratorio						0

				-   en el aula de informática						0

				-   de campo						0

				Tutorías		4				4

				Actividades de Seguimiento online				16		16

				Preparación de trabajos		6				6

				Lectura autónoma y rastreo bibliográfico				48		48

				Exámenes		4				4

				Otras actividades (especificar) tps diarios a partir del segundo mes de  cursada		16				16

				TOTAL		72		112		184
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