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Objetivos de Aprendizagem

Os principais objectivos da unidade curricular de Marketing assentam na aprendizagem de conhecimentos
por parte do aluno de modo a:

- Perceber a evolucéo do conceito de marketing e identificar as vantagens da adog&o do marketing nas
organizacoes;

- Perceber os principais conceitos que compdem esta ciéncia social, colocando a énfase na definicdo precisa
do significado de cada termo exposto;

- Perceber o ciclo de planeamento, organizagéo, implementagéo e controlo em marketing;

- Descrever, classificar e analisar as estratégias e accdes que, a partir da analise de mercado e do seu meio
envolvente e utilizando os instrumentos do marketing (produto, preco, distribuicéo e

comunicacao), as organizacdes podem levar a cabo a fim de alcancar os objectivos propostos.

Learning Outcomes of the Curricular Unit

The Marketing course aims to empower students with the knowledge able to:

- Understand the evolution of the marketing concept and identify the advantages of its adoption in
organizations;

- Describe, classify and analyze the strategies and actions from the market analysis and its environments and
using the tools of marketing (product, price, place and communication), organizations can carry out in order
to realize the objectives.
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Conteudos Programaticos (Lim:1000)

1. Conceito e evolugéo do marketing

2. Andlise do meio envolvente e do mercado

- Analise do meio envolvente

- Caracterizacao, dimensao e estrutura dos principais tipos de mercado
- Analise da concorréncia

- O ciclo de vida de um mercado

3. Andlise do comportamento dos consumidores

- Métodos de recolha de informacao sobre os consumidores
- Mercados de consumo

- Mercados organizacionais

4. Segmentacdo do mercado, target e posicionamento do produto
- O processo geral de segmentacao

- A selecéo dos mercados-alvo

- O método e as estratégias de posicionamento

5. A gestédo do marketing-mix

- A politica de produto

- A politica de preco

- A politica de distribuicéo

- A politica de comunicagéo

6. A elaboracéo da estratégia de marketing

- Os objetivos da estratégia

- A analise e diagndstico da situacao

- A escolha do portfélio de atividades

- As opcodes estratégicas fundamentais

- A formulagdo do marketing-mix

7. Novas tendéncias de abordagem do marketing
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Syllabus (Lim:1000)

1. Concept and evolution of marketing

2. Analysis of the environment and market

- Analysis of the environment

- Characterization, size and structure of the main types of market
- Competitive Analysis

- The life cycle of a market

3. Analysis of consumer behavior

- Methods of collecting information about consumers
- Consumer markets

- Organizational markets

4. Market segmentation, product positioning and target
- The general process of segmentation

- The selection of target markets

- The method and placement strategies

5. The management of the marketing mix

- The product policy

- The pricing policy

- The place policy

- The communication policy

6. The development of marketing strategy

- The objectives of the strategy

- The analysis and diagnosis of the situation

- The choice of the portfolio of activities

- The fundamental strategic options

- The formulation of the marketing-mix

7. New trends in marketing approach

Metodologias de Ensino (Avaliagdo incluida; Lim:1000)

A metodologia de ensino assenta na leccionacdo de aulas teoricas e teorico-préticas, estudo de casos e na
realizacdo e apresentagéo de um trabalho de grupo pelos alunos.

Nas aulas tedricas e tedrico-praticas € privilegiada a exposicao oral, apoiada com projeccédo de esquemas e
gréficos e outro material relacionado com os temas a abordar. S&o ainda utilizados equipamentos de audio
para explorar melhor determinados temas referidos no programa.

Procura-se fomentar a participacéo dos alunos nos diferentes assuntos relacionados com as matérias do
programa, assentando numa forte interactividade quer entre o docente e os alunos, quer entre 0s proprios
alunos.
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Teaching Methodologies (Including evaluation; Lim:1000)

Classes are theoretical and practical, using a methodology exhibition for the presentation of the syllabus,
then supported a methodology of work carried out by the student, implementation and resolution of practical
cases distributed by the teacher, with the objective of consolidating the knowledge.

Throughout the semester, students are involved in making of a work group, referring to an organization in the
real world, where they apply the knowledge acquired in the theoretical and practical lessons. This working
group will be presented and discussed with the participation of all students in the UC.

Students are assessed by class participation, a written test or examination frequency and the completion and
submission of the working group, which will be considered in any evaluation time of the year in progress.

Bibliografia de Consulta (Lim:1000)

Principal:

Baines, P; C. Fill; K. Page (2017). Marketing. Fourth edition, Oxford University Press.

Baynast, A., Lendrevie, J., Lévy, J., Dionisio, P., & Rodrigues, V. (2018). Mercator 25 anos: O Marketing na
Era Digital. Lisboa: Publicagbes D.Quixote.

Kotler, P. & Armstrong, G. (2013). Principles of marketing. 15th ed., New Jersey, Publication Pearson,
Prentice Hall.

Complementar:

Antunes, J. & Rita, P. (2008). O Marketing Relacional como novo paradigma: uma analise conceptual.
Revista Portuguesa e Brasileira de Gestéo, Vol. 7(2).

Belch, G. & Belch, M. (2004). Advertising and Promotion: An Integrated Marketing Communications
Perspective (6th Edition). New York, International Edition, McGraw-Hill/Irwin.

Bricci, L., Fragata, A. & Antunes, J. (2016). The Effects of Trust, Commitment and Satisfaction on Customer
Loyalty in the Distribution Sector. Journal of Economics, Business and Management, Vol. 4 ( 2), pp. 173-177.
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Bibliography (Lim:1000)

Principal:

Baines, P; C. Fill; K. Page (2017). Marketing. Fourth edition, Oxford University Press.

Baynast, A., Lendrevie, J., Lévy, J., Dionisio, P., & Rodrigues, V. (2018). Mercator 25 anos: O Marketing na
Era Digital. Lisboa: Publicacées D.Quixote.

Kotler, P. & Armstrong, G. (2013). Principles of marketing. 15th ed., New Jersey, Publication Pearson,
Prentice Hall.

Complementary:

Antunes, J. & Rita, P. (2008). O Marketing Relacional como novo paradigma: uma andlise conceptual.
Revista Portuguesa e Brasileira de Gestao, Vol. 7(2).

Belch, G. & Belch, M. (2004). Advertising and Promotion: An Integrated Marketing Communications
Perspective (6th Edition). New York, International Edition, McGraw-Hill/Irwin.

Bricci, L., Fragata, A. & Antunes, J. (2016). The Effects of Trust, Commitment and Satisfaction on Customer
Loyalty in the Distribution Sector. Journal of Economics, Business and Management, Vol. 4 ( 2), pp. 173-177.

Observacbes

«Observacoes»

Observations

«Observations»

Observagfes complementares
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