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General Optative subject included in the last course of the degree. Its main goal is to help the student to understand
description  why the decision-taking process (particularly those included in the commercial management) need additional

information provided by market researches.

Additionally to the why, how to execute this type of investigation will be analyzed: methods, sources,
technicians of collected of information, systems of analysis and interpretation of data.

The final aim is offering the student the knowledg and skills to perform an activity of this nature. English

friendly.
Skills
Code
Bl CGl. To acquire knowledge of management, instrumental techniques and the most advanced, innovative elements in

the study of commercial activity with the purpose of using them in commerce.

B2

CG2. To apply the knowledge acquired in professional practice in the future, developing the conceptual and operative
abilities of future business managers in the context of a dynamic global economy undergoing a continuous process of
change and innovation.

B3

CG3. To compile, process and interpret social, economic and legal data that will allow one to give an informed opinion
on relevant issues in the commercial field.

B4

CG4. To be able to communicate effectively, clearly, concisely and accurately both within the organization and with
external agents in national and international contexts.

B5

CG5. To acquire skills for leadership, independent learning, teamwork, motivation and flexibility, as well as for
responsible and ethical behavior in order to deal appropriately with all the agents working in the organization and in the
professional sphere.

B6

CG6. To be familiar with different economic, legal, social and cultural situations and to acquire a global, multicultural
perspective with the aim of guiding the strategies and operations targeting both national and international markets.

Cl

CE1. To be familiar with the fundamental concepts and the development of the economy and business activity from a
triple perspective: economic development, structural change and internationalization.

C4

CE4. To know the aims, functions and instrumental techniques of organizations[] different subsystems, as well as the
relationships existing between them from the perspective of a systems approach.

C6

CE®6. To be able to find, select and analyze information, documentation and other instruments of economic, juridical and
social character concerning domestic and international commerce, with the aim of guiding the design and
implementation of the strategy and the operative management of commerce.

C7

CE7. To be familiar with the interrelation between strategic marketing and strategic management from the perspective
of a market-oriented perspective, as well as the relationships between organizations and their milieus with the aim of
designing, with the help of marketing concepts and tools, goals and strategies that will be deployed in a comprehensive
marketing plan.

Cl1

CE11. To understand the concept of quality, its implications in the implementation of tasks and functions and its
influence in commercial reputation, as well as being able to assess and set up management systems and quality
standards.
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C15 CE15. To know and apply the quantitative methods of operations research for decision making in the area of
commerce, as well as the design and analysis of surveys through probabilistic sampling for carrying out market
research.

C25 CE25. To be able to choose and apply techniques of social research for the study of society with the aim of guiding the
commercial strategies of organizations, as well as being able to assess commercial policies.

C26 CE26. To be able to use the personal skills, attitudes and knowledge acquired in the academic context through
simulation of real situations of professional practice and through contact with the business world by means of the
experience acquired with internships.

D1 CT1. Oral and written communication skills both in the official languages of the respective Autonomous Communities
and in the chosen foreign language (English, French or German).

D2 CT2. Internet communication skills and use of multimedia tools.

D3 CT3. Ability to learn and work independently, and work planning and organization skills.

D4 CT4. Analysis, synthesis and critical-thinking skills.

D5 CT5. Ability to apply the theoretical and practical knowledge acquired in the academic context, in particular to apply
multidisciplinary knowledge and thinking.

D6 CT6. Ability to make decisions and solve problems.

D7 CT7. Ability to listen actively and skills for non-verbal communication, persuasion, negotiation and presentation.

D8 CT8. Leadership and teamwork skills.

D9 CT9. Tolerance. Ability to appreciate different points of view.

D10 CT10. Understanding of social, organizational and technical systems.

D11 CT11. Ability to adapt to new situations.

D12 CT12. Creativity.

D13 CT13. Ability to take on responsibilities and get fully involved at work.

D14 CT14. Firmness, determination, perseverance and ability to work under pressure.

D15 CT15. Commitment to professional ethics.

D16 CT16. Entrepreneurship.

D17 CT17. Attention to detail, precision, striving for continuous improvement.

D18 CT18. Ability to reflect on one[]Js own performance.

Learning outcomes

Expected results from this subject Training and Learning
Results
Development of working-group skills, communication and defense of proposals elaborated in a B2 D1
market research project B3 D2
B4 D3
B5 D4
B6 D5
D6
D7
D8
D9
D10
D11
D12
D13
D14
D15
D16
D17
D18
Understanding and know how to use the concepts of market research Bl Cl1
C7
Cl1
C15
C25
To solve complex problems commercial and marketing managers can face Bl C4
B2 C6
B6 C7
Cl1
C15
C25
C26
Contents
Topic
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1. The market research role

Concept.

Applications.
Limitations.

Ethical considerations.
Types of research.
Steps.

Sources of information.

2. Exploratory research. Qualitative
techniques

Characteristics.
Discussion groups.

In depth interview.
Technical projectives.
Observation.

3. Causal and descriptive research.
Quantitative techniques

Characteristics.
Experimentation.
Ad hoc surveys.
Periodic surveys.

4. Quantitative investigation

Measurement and properties of the scales.
Types of scales: creation and evaluation
Design of the questionnaire

Sampling: basic concepts

Types of analysis of data

5. Preparation of the report

Importance of the report.
Structure of the report.
Presentation.

6. Digital Marketing: Social networks and market
research

Introduction: the most popular social networks
The social networks as source of information
Results analysis in social networks: tools

Planning
Class hours Hours outside the Total hours
classroom
Laboratory practical 17 34 51
Lecturing 25 31 56
Laboratory practice 1 15 16
Problem and/or exercise solving 2 25 27

*The information in the planning table is for guidance only and does not take into account the heterogeneity of the students.

Methodologies

Description

Laboratory practical
computing.

The practical sessions will generally take place in seminars, occasionally in classrooms of

Each session has different aims related to the application of knowledges to different situations, and
of acquisition of skills related with the topic of study.

Lecturing

Professor's master session. It is recommended to students a prior reading of the material delivered

by the professor. It will help the students to follow the explanations, and will let them to actively
participate and discuss the questions posed by the professor. The material delivered must be
complemented with additional annotations derived of the explanation or of the included
bibliography in the sources of information.

Personalized assistance

Methodologies Description

Lecturing

Attention to doubts can arise during the sessions or that arose in previous tasks.

Assessment

Description

Qualification  Training and

Learning Results

Paxina 3 de 5



Laboratory practical  Assistance, attitude and performance during the practices, reflected 30 D1

especially by means of the delivered exercises. D2
D3
D4
D5
D6
D7
D8
D9
D10
D11
D12
D13
D14
D15
D16
D17
D18
Laboratory practice  Partial proof to develop in a master session class, in the middle of the 35 Cl
course C4
Cé
c7
C1l1
C15
C25
C26
Problem and/or Written and individual proof to realise once finalised the teaching. It 35 Bl C1
exercise solving includes open and short questions on the concepts studied. B2 C4
B3 C6
B4 C7
B5 Cl1
B6 C15
C25
C26

Other comments on the Evaluation

Students will be considered to follow the continuous evaluation if they attend, at least, 70% of the activities. It is possible to
renounce to the continuous evaluation by a request to the staff of the subject before the third week of teaching. Or if during
the course he / she accredits, in a documentary manner and in sufficient detail, a cause that objectively prevents the
continuous evaluation.

In the continuous evaluation modality, the final grade will be the result of the partial test scores (70% of the final grade) and
the performance of the tasks performed during the course (30% of the final grade). In case the development of the course
does not allow a partial test, this test will be included in the final exam of the subject. To pass the subject, the students must
obtain a minimum score of 5 points. The score obtained by the participation and the realization and delivery of the tasks
established by the teacher remains in the June and July session of the current academic yea,r but will not be maintained for
successive courses. Any student who during the course participates in 20% of the evaluation tests of the program will not be
able to obtain in any case the qualification of not presented.

Students who can not attend the continuous evaluation will be examined through a written test on the official date
established in the exam calendar. The final grade will be the one with the one of the exam and will be valued at 10 points,
considering that the approved grade is equal to or greater than 5. Students may have to provide a series of activities
depending on the contingencies.

The subject will encourage the participation of students in the academic activities organized by the school or the university,
which may be subject to an additional bonus to the activities of the course, with up to 0.3 points, provided that the
participation.

Sources of information

Basic Bibliography

Complementary Bibliography

Malhotra, N.K., Investigaciéon de mercados. Conceptos esenciales, 12, Pearson, 2016

Trespalacios Gutiérrez, J.A. [et al.], Investigacidon de mercados: el valor de los estudios de mercado en la era del
marketing digital, 12, Paraninfo, 2016
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Alonso Dos Santos, M., Investigacion de mercados: manual universitario, 12, Diaz de Santos, 2018
Trespalacios Gutiérrez, J.; Vazquez Casielles, R.; Bello Acebrén, L., Investigacion de mercados. Métodos de recogida y
andlisis de la informacidén para la toma de decisiones en marketing, 32, Thomson, 2005

Recommendations

Subjects that it is recommended to have taken before
Operational research in the trading company/V06G270vV01707
Social research techniques/V06G270V01708

Contingency plan

Description

=== EXCEPTIONAL PLANNING ===

Given the uncertain and unpredictable evolution of the health alert caused by COVID-19, the University of Vigo establishes
an extraordinary planning that will be activated when the administrations and the institution itself determine it, considering
safety, health and responsibility criteria both in distance and blended learning. These already planned measures guarantee,
at the required time, the development of teaching in a more agile and effective way, as it is known in advance (or well in
advance) by the students and teachers through the standardized tool.

=== ADAPTATION OF THE METHODOLOGIES ===

The subject will mantain the proposed methodologies and contents in a virtual environment to develop individual and group
activities. Students may provide the proposed tasks and project either individually or in group.

The exams will be in the virtual platform, and the students that do not attend the continuous evaluation will have to present
all tasks demanded by the professor and to prepare an exam that will be the 50% of their final qualification.

The mechanism to attend students will be e-mail, forums in Faitic and, if needed, a meeting in the platform (campus remoto)
with the professor.

=== ADAPTATION OF THE TESTS ===

The evaluation will be for those students that are following the continuous evaluation. The students that do not regularly
attend classes will have half of the evaluation (50%) from the qualification of an exam, and the other half associated to the
tasks suggested by the professor in the suggested date.
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