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SUMMARY

In the subject of Promotional Communication, the functioning of various communication variables other
than advertising will be analysed. An attempt will be made to show the student the importance of the
communication tools that are usually called below the line. Secondly, and more specifically, the study of
decisions involving the use of sales promotion, an important tool within the communication mix of the
company that leads, in many cases, to be part of the budget of the company. communication with
advertising. Third, the student will be introduced in the field of public relations, direct marketing,
sponsorship and patronage, and fairs and exhibitions. It is, in short, to familiarize the student with certain
communication tools that have gained momentum in recent years, as a result of advertising saturation,
such as direct marketing, as well as with others that, although they have a long tradition in the business
world, the student as a consumer may pass unnoticed but still represent an important value for the
company; it's about public relations, sponsorship or fairs.

The objective is to provide the student with the knowledge related to the Management of Promotional
Marketing Communication both in its theoretical and practical dimensions, in order to assist the marketing
management in the messages and means to be selected through various communication techniques
promotional
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PREVIOUS KNOWLEDGE

RELATIONSHIP TO OTHER SUBJECTS OF THE SAME DEGREE

There are no specified enrollment restrictions with other subjects of the curriculum.
OTHER REQUIREMENTS
No enrolment restrictions have been specified with other subjects of the curriculum.

In relation to other subjects of the same degree, no enrolment restrictions have been specified with other
subjects of the curriculum. The previous knowledge is that of access to the Master

COMPETENCES / LEARNING OUTCOMES

2114 - Master's Degree in Marketing and Market Research
Be able to integrate new technologies in their professional and/or research work.
Critically analyse one's own work and that of colleagues.

Disefiar mecanismos de control sobre las decisiones de marketing e investigacién comercial e
implementar posibles medidas correctoras.

Have a proactive attitude towards possible changes that may occur in their professional and/or
investigative work.

Know how to write and prepare presentations to present and defend them later.

Poseer las habilidades de aprendizaje que les permitan continuar estudiando de un modo que habra de ser
en gran medida autodirigido o auténomao.

Presentar documentos e informes en marketing e investigacion comercial.

Realizar una adecuada segmentacion y seleccién del publico objetivo.

Redactar documentos e informes en marketing e investigacién comercial.

Saber aplicar los conocimientos adquiridos y ser capaces de resolver problemas en entornos nuevos o
poco conocidos dentro de contextos mas amplios (o multidisciplinares) relacionados con su éarea de

estudio.

Saber comunicar sus conclusiones y los conocimientos y razones ultimas que las sustentan a publicos
especializados y no especializados de un modo claro y sin ambigiiedades.

Saber presentar en publico los objetivos del plan de marketing y responder a las criticas de otros, mediante
juicios argumentados y defenderse con rigor y tolerancia.

Saber realizar las labores propias de su profesion, tanto en empresas privadas como en organismos
publicos.
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Saber trabajar en equipo con eficacia y eficiencia.

Ser capaces de buscar, ordenar, analizar y sintetizar la informacion, seleccionando aquella que resulta
pertinente para la toma de decisiones.

Ser capaces de definir la estrategia de posicionamiento.

Ser capaces de integrar conocimientos y enfrentarse a la complejidad de formular juicios a partir de una
informacién que, siendo incompleta o limitada, incluya reflexiones sobre las responsabilidades sociales y
éticas vinculadas a la aplicacién de sus conocimientos y juicios.

Ser capaces de tomar decisiones tanto individuales como colectivas en su labor profesional y/o
investigadora.

Students should possess and understand foundational knowledge that enables original thinking and
research in the field.

DESCRIPTION OF CONTENTS

1. FIRST PART: COMPANY AND PROMOTIONAL COMMUNICATION

Topic 1 ; Promotional Communication: Evolution and New Trends
1.1. New trends in promotional communication

1.2. Communication: concept, process, and types

1.3. Promotional communication tools

1.4. Integrated marketing communication

1.5. The communication plan

2. SECOND PART: CLASSIC PROMOTION TOOLS

Topic 2 ; Sales Promotion and Its Techniques

2.1. Concept of sales promotion: objectives and types
2.2. Planning, evaluation, and control of sales promotions
2.3. Sales promotion techniques

Topic 3 ¢ Direct and Interactive Marketing

3.1. Concept of direct marketing and applications
3.2. Direct marketing formats

3.3. Design of viral marketing campaigns

Topic 4 ; Trade Fairs

4.1. Objectives of participating in trade fairs

4.2. Selecting the appropriate fair

4.3. The exhibition stand

4.4. Planning, organizing, and controlling trade fairs and exhibitions
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Topic 5 ¢ Public Relations and Sponsorship

5.1. Concept and objectives of public relations

5.2. Company audiences and types of public relations
5.3. Public relations techniques

5.4. Concept of sponsorship

5.5. Planning, evaluation, and control of sponsorships

Topic 6 ; Promotional Communication and Corporate Social Responsibility
6.1. Concept of Corporate Social Responsibility (CSR)

6.2. Communicating CSR initiatives

6.3. CSR communication techniques

3. SEMINAR: BRANDED ENTERTAINMENT

Branded Entertainment

1. Brand entertainment and marketing communications
Hybrid messages

Objectives and effectiveness measurement

2. Genres

From product placement to advertainment

Advergaming

Transmedia branding

3. Gamification

WORKLOAD

PRESENCIAL ACTIVITIES

Activity Hours
Theory 30,00
Seminar 9,00
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Group work 2,00
Total hours 41,00

NON PRESENCIAL ACTIVITIES

Activity Hours
Attendance at other activities 6,50
Individual or group project 10,00
Independent study and work 7,50
Preparation of lessons 45,00
Preparation for assessment activities 21,50
Resolution of case studies 0,00

Total hours 90,50

TEACHING METHODOLOGY

The teaching methodology will be based on:

* Theoretical classes through participatory lectures
« Discussion of articles (readings)

* Project development

« Expert conferences

+ Group work

The proposed methodology can be developed both in person and remotely if the circumstances require it.

Q
=]
\'%

EVALUATION

Final exam: 40%
Group work: 30% (including oral presentation)
Continous assesment: 25%

Seminar BRAND ENTERTAINMENT: 5%

If necessary, the weight of academic assignments may be increased, to adjust to possible teaching
situations until reaching 100% of the grade.

REFERENCES

Basic bibliography
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- Belch, G.E, y Belch, M.A. (2021). Advertising and Promotion. An Integrated Marketing
Communications Perspective, 12th edition (International Student Edition, ISE), McGraw Hill. Cap.
16.

- Clow, K. y Baack, C. (2021). Integrated Advertising, Promotion and Marketing Communications,
9th edition, Pearson Education, Cap. 12.

- Martin-Santana, J.D., Olarte-Pascual, C., Reinares-Lara, E., Reinares-Lara, P. y Samino-Garcia, R.
(2019). Gestion de la comunicacion. Un enfoque integral. ESIC, Madrid. Cap. 3.

- Ruiz, C. (2016). "Promociones de ventas". En Estrategias y Técnicas de Comunicacion.
Editorial: UOC, Barcelona

Additional bibliography:

«  Andrews, C.,y Shimp, T.A. (2018). Advertising, Promotion and other aspects of Integrated
Marketing Communications. Cengage Learning. Cap. 18,19y 20.

+ Bigné, E. (2003). Promocién Comercial, capitulos 10y 11.

« Jee, T. W. (2021). The perception of discount sales promotions;A utilitarian and hedonic
perspective. Journal of Retailing and Consumer Services, 63, 102745.

Keller, W.I., Deleersnyder, B. and Gedenk, K., (2019). Price Promotions and Popular Events. Journal
of Marketing, 83(1), pp.73-88.

+  Marti, J.; Ruiz, C. (2014). ; Comunicacion Viral y Youtube: El Caso de Coca-Cola Zero;. En
Tecnologias de la Persuasion. Uso de las TIC en Publicidad y Relaciones Publicas (Ed. Ramos, M.),
pp. 149-162. Universitat oberta de Catalunya (UOC), Barcelona.

+ Ruiz, C. (2014). Marketing digital. En Estrategias de marketing sectorial (Eds. Cubillo, J.M,;
Blanco, A.), pp.215-238 . Editorial: ESIC, Madrid.

+ Ruiz, C. (2014). Mobile marketing y marketing interactivo, ; Qué puedo hacer por ti?. En Marketing
Sanitario. Evolucion-Revolucion (Eds. Hernandez, A.; Martinez, J.M.), pp. 225-246. Editorial: ESIC,
Madrid.

Branded entertainment and convergent media (2015). (ed. Marti, J.; Ruiz, C.; Scribner, L.), IGI
Global, Hershey, PA.

+ Claves de Marketing en el nuevo escenario de la distribucion comercial (2016). (Ed. Trespalacios,
J.A., Vazquez, R; Estrada, E.; Gonzdlez, C.). Fundacién Ramoén Areces: Oviedo.

« Marketing insights: La respuesta del comercio a las tendencias sociales del consumidor (2017).
(Ed. Trespalacios, J.A.; Vazquez, R; Estrada, E. y Gonzalez, C.), Catedra Ramon Areces, Oviedo.

« Ballings, Michel, Heath McCullough, and Neeraj Bharadwaj. "Cause marketing and customer
profitability.” Journal of the Academy of Marketing Science 46, no. 2 (2018): 234-251.

+ Darmawan, A.,, Wong, H., & Thorstenson, A. (2018). Integration of promotion and production
dhttps://webges.uv.es/uvGuiaDocenteWeb/app#ecisions in sales and operations planning.
International Journal of Production Research, 56(12), 4186-4206.

+  Garcia, B.; Gutiérrez, A.M?2 (2013). Marketing de fidelizacion, Piramide, Madrid.

+ Keller, W.I., Deleersnyder, B. and Gedenk, K., 2019. Price Promotions and Popular Events. Journal
of Marketing, 83(1), pp.73-88.

Mullin, R. (2018). Promotional marketing. Routledge.
+ Tapia Frade, A. (2015). Fundamentos de las Relaciones Publicas, Pirdmide, Madrid
+ Vilaginés, Josep Alet. "Claves para desarrollar un programa de fidelizacién efectivo." Harvard
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