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COURSE DATA

DATA SUBJECT

Code: 35910
Name: Communication and international distribution strategies
Cycle: Undergraduate Studies
ECTS Credits: 6
Academic year: 2025-26

STUDY (S)

Degree Center Acad. year Period
1314 - Degree in International Business Facultat d'Economia 4 First quarter

SUBJECT-MATTER

Degree Subject-matter Character
1314 - Degree in International Business International marketing tools ELECTIVES

COORDINATION

FRASQUET DEL TORO MARTA

SUMMARY

The subject Communication and International Distribution Strategy is optional and is scheduled to be
taught in the first semester of the fourth year of the Degree in International Business (GIB). Its content is
related to the subjects Commercial Management in the second year and International Marketing in the third
year, which generally address commercial and marketing planning in an international context. The
International Communication and Distribution Strategy subject is a specialized subject that delves into two
aspects of marketing planning: 1) the design and management of distribution channels and 2) the design
and management of marketing communication.The objective of the subject is for the student to acquire
knowledge related to the management of distribution and international communication in both its
theoretical and practical dimensions. With this objective, a content program has been designed that
consists of two clearly differentiated parts: a first part related to the international distribution strategy and a
second part related to the international communication strategy. In each of these two parts, the general
aspects and fundamental concepts are dealt with first, and secondly, specific activities, tactics or tools that
make up the communication and distribution strategies.

PREVIOUS KNOWLEDGE

RELATIONSHIP TO OTHER SUBJECTS OF THE SAME DEGREE

 There are no specified enrollment restrictions with other subjects of the curriculum.
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OTHER REQUIREMENTS
 
Fundamentals of Marketing (Dirección Comercial) and International Marketing (Marketing Internacional)

COMPETENCES / LEARNING OUTCOMES

 - 

Acquire the capacity to analyse, develop and control the commercial function of companies operating in
the world market.

Be able to work in multidisciplinary and intercultural teams.

Conocer los elementos básicos de la estrategia táctica y creativa de la comunicación y saber aplicarla aun
contexto internacional.

Conocer los fundamentos de la internacionalización en la distribución comercial y en la gestión de los
canales y redes de comercialización.

Develop the capacity to prepare and defend reports that contribute to the decision-making of public and
private agents.

Manage the design, coordination and control mechanisms of the company's international strategy.

Sensibilizarse con las diferencias culturales y tenerlas en consideración en el diseño y ejecución de la
estrategia de comunicación.

Understand and reflect on socio-economic and political contexts that affect business and economic
decision-making in an international environment.

DESCRIPTION OF CONTENTS

1. Topic 1. Introduction to International Distribution Strategy

2. Topic 2. Types of distribution channels

3. Topic 3. Online and omnichannel distribution
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4. Topic 4. Managing relationships in the distribution channel

5. Topic 5. Retailing 1

6. Topic 6. Retailing 2

7. Topic 7. Retailing 3

8. Topic 8. Introduction to the international communication strategy

9. Topic 9. Advertising

10. Topic 10. Sales promotion and personal selling

11. Topic 11. Other instruments of international communication 1

12. Topic 12. Other instruments of international communication 2

13. Topic 13. Online communication and Social networks

14. Topic 14. Branding and international communication: new trends
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WORKLOAD

PRESENCIAL ACTIVITIES

Activity Hours
Theory 30,00
Classroom practices 30,00

Total hours 60,00

NON PRESENCIAL ACTIVITIES

Activity Hours
Attendance at other activities 10,00
Individual or group project 0,00
Independent study and work 20,00
Preparation of lessons 60,00
Preparation for assessment activities 0,00
Resolution of case studies 0,00

Total hours 90,00

TEACHING METHODOLOGY

The subject seeks learning through a combination of teaching methods, which imply different degrees of participation of the teacher and the student. Likewise, some methodologies involve individual work and others involve team work, both inside and outside the classroom. As an example, it is planned to use the following teaching-learning methods:• Participatory master lesson: presentation by the teacher of the main theoretical contents of the topic, and participation of the student at specific moments of the presentation.• Classroom debate with the entire group: based on written or audiovisual materials.• Online tests on the contents learned• Oral response to questions in the classroom• Debate and resolution of practical cases• Preparation of answers to practical activities. 
In relation to the use of artificial intelligence in the tasks and activities to be carried out by the student, the student must declare in each case whether he or she has used any artificial intelligence tool to generate the content, also describing which tool he or she uses. it is, in what part or parts it has been used, and for what purpose.

EVALUATION

The evaluation of the subject complies with article 6.4 of the evaluation and grading regulations of the University of Valencia for the Bachelor's and Master's degrees, which verbatim indicates: "The overall evaluation of the students can be obtained as a result of a combination of the evaluation obtained in a final test together with that achieved in the different continuous evaluation activities carried out, in accordance with what the teaching guide includes in this sense.
The following table details the breakdown of the evaluation of the subject according to the different evaluation methods.
Evaluation method Weighting on final gradeFinal exam 50%Continuous evaluation         Individual work 15%        Group work 25%  Class participation 10%

Important notes regarding the evaluation:1. It is necessary to pass the final exam (obtain 5 points out of 10), as well as the continuous evaluation (obtain 5 points out of 10) in order to pass the subject.2. The final written exam will be on the official date established by the Faculty of Economics. The exam will not be taken on another date at the student's request outside of the reasons established by the Faculty (coincidence with another exam). 3. The final exam is recoverable, that is, there is a second call that can be taken in case of failing the exam or not having taken the first call. If you fail the exam in the first call or do not appear, the continuous evaluation grade will be respected (if approved) for the second call. 4. Continuous evaluation will be carried out through different types of activities or methods such as those set out in section "8. Teaching methodology".  These activities will be carried out both inside and outside the classroom, and must be delivered on the dates indicated by the teacher. For grading purposes, activities delivered after the deadline will not be considered. 5. Mere attendance at the sessions does not imply any contribution to the student's final grade. Failure to attend sessions in which there are continuous evaluation activities will result in the loss of points for said activities. If the number of said absences is less than three, the total continuous evaluation grade will be calculated considering the rest of the contributions without penalty; If it is higher than 2, the minimum grade (0 points) in said activity will be considered. When the practical activity has to be delivered outside of class hours, and is not delivered in a timely manner, the grade for said activity will be 0 points. 6. All individual practices have the same weight in the final grade. All group practices have the same weight in the final grade, except for the practices that are part of the joint work of Communication and Distribution, which have double the weight of a group practice. 7. The grade for continuous assessment activities cannot be recovered through a final test or exam. These activities are not recoverable given that "due to their nature, it is not possible to design a test that assesses the acquisition of learning results in the second call" (article 6.5 of the aforementioned regulations).5. Mere attendance at the sessions does not imply any contribution to the student's final grade. Failure to attend sessions in which there are continuous evaluation activities will result in the loss of points for said activities. If the number of said absences is less than three, the total continuous evaluation grade will be calculated considering the rest of the contributions without penalty; If it is higher than 2, the minimum grade (0 points) in said activity will be considered. When the practical activity has to be delivered outside of class hours, and is not delivered in a timely manner, the grade for said activity will be 0 points. 6. All individual practices have the same weight in the final grade. All group practices have the same weight in the final grade, except for the practices that are part of the joint work of Communication and Distribution, which have double the weight of a group practice. 7. The grade for continuous assessment activities cannot be recovered through a final test or exam. These activities are not recoverable given that "due to their nature, it is not possible to design a test that assesses the acquisition of learning results in the second call" (article 6.5 of the aforementioned regulations).8. If the student does not pass the continuous evaluation (5 points out of 10), he or she will fail the subject in the first call. You will be able to pass the subject in the second call, taking, in addition to the theoretical exam, an additional test to recover the individual work part of the continuous evaluation, losing the contribution of the group work (25% final grade).9. The student who, for a documented reason (e.g. work contract with hours incompatible with class attendance) cannot be evaluated continuously, must justify it before three weeks have passed from the start of the academic year. from the Faculty of Economics. To do this, you must send an email to the teachers through the virtual classroom, and receive confirmation of receipt of the email from the teachers. In this way, you will have the option to be evaluated through an exam, on the official date, of the continuous evaluation part related to individual works. This option implies the loss of the contribution of group work (25% of the total grade).
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