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1. GENERAL DESCRIPTION

The aim of the Master's Program in Marketing Management, Strategic Communication
specialisation, is to train the students and further develop their skills in the management of strategic
marketing and communication, in a digital context. The Final Master Thesis allows the students to
apply the knowledge gained as well as the skills and competences acquired during the different
courses which comprise the master.

Students will work on their Final Master Thesis, in teams (up to 4 members), under the supervision
of a lecturer. The Final Master Thesis must be presented to an academic committee (master thesis
defence). This project is expected to be of a high academic quality, present original and rigorous
research, and it must show that the candidates possess relevant knowledge, competence, and
judgement, aquired along the master program. Students can choose one of the following options
for their Final Master Thesis:

e Marketing Plan or Communication Plan
e Research Project

Each option will provide the students with different skills regarding the following issues:
planning, analysis, thought processing, problem solving and decision making, as well as, skills
related to interpretation, communication and assessment.

Hence, the students must be aware of the differences between the two options for their thesis
in order to choose the one which is a better fit for their interests. Likewise, the choice of topic
for the thesis, as well as the context, and methodology must be connected to the students’
preferences.
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2. OBJECTIVES

e To apply the knowledge gained and the skills acquired by the students after attending the
courses which comprise the Master's Program in Marketing Management.

e To be able to apply the knowledge acquired by writing a marketing plan and/or
communication plan based on a business opportunity or an already existing company or
start-up.

e To be able to use communication tools and apply communication techniques according to
the communication problem or opportunity faced, in the context of a company or
organization.

e Tofind aresearch topic which can be deemed relevant in the marketing and communication
area, providing findings and conclusions based on the knowledge acquired, and the thinking
process carried out.

3. CONTENTS

Learning outcome

= Know the different steps in the development of a marketing plan and/or communication
plan.

= Develop a marketing plan and/or communication plan.

= Be able to use correctly the primary/secondary research techniques as well as
qualitative/quantitative research.

= Identify and set research objectives correctly.

= Conduct a research on the environment aimed at identifying opportunities and threats.

= l|dentify sustainable competitive advantages.

= Manage the information and data as key elements in decision making.

* Make decisions at the tactical level.

= Apply critical thinking to a suggested marketing situation.

= Use the information correctly and integrate it into the marketing plan.

Contents
MARKETING PLAN
Executive summary

1. Introduction (explain why this topic is interesting for the research).
2. Analysis of the (external and internal) situation.
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Assessment of the situation.

Marketing objectives.

Marketing strategies.

Action plan.

Sales forecast, budget and viability.
Monitoring and control of the marketing plan.
Conclusions

Limitations, contribution, and future research
Bibliography

Appendix(es)
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RESEARCH PROJECT
Executive summary

Introduction

Explanation of the choice of research topic
Objectives (primary and secondary objectives).
Research questions or hypothesis.

Theoretical framework.

Methodology.

Findings.

Conclusions.

Limitations, contribution and future lines of research.
0. Bibliography.

Appendix(es).
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4. TEACHING AND LEARNING METHODOLOGY

Two teaching and learning methodologies are combined in this course - lectures and feedback.
Lectures will focus on how to choose the type of thesis and the research topic, as well as on the
process of writing a Final Master Thesis. The feedback sessions will provide guidance and will help
the students to improve their work, monitoring the progress and correct approach and development
of thesis, as well as including Q&A sessions.

5. ASSESSMENT

The assessment of the thesis will include the following aspects:

1. Positive contribution to class discussions. 5 % of the final grade. Individual grade.
2. Quality of the partial submissions. 15% of the final grade. Individual grade.

3. Quality of the final submission. 50 % of the final grade. Team grade.

4. Thesis defence to an academic committee. 30% of the final grade. Individual grade.
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In order to proceed to the thesis defence, the students must have the approval of their supervisor.

Qualifi
cation
NAME OF THE Complisubmis
ACTIVITY TO BE TYPE OF DELIVE[COMM| Start |etion| sion
EVALUATED ACTIVITY | % |RABLE| ENT | date | date | date
Campu 22/12/20(09/01/{13/01/2
Group formation 0% S 22 2023 1023
Final Master Thesis Campu 22/12/20|09/01/(13/01/2
proposal 0% S 22 2023 (023
1st submission:
Analysis of the context
and diagnosis  /
Objectives and Campu 09/01/20(14/04/ 18/04/2
methodology 2% S 23 2023 |023
2nd submission:
Objectives and
strategic choices /
Theoretical Campu 14/02/20(21/04/ |25/04/2
framework 2% S 23 2023 (023
3rd submission:
Action /
communication plans Campu 14/02/20|05/05/ |09/05/2
/ Analysis and results 2% S 23 2023 023
4th submission: Sales,
budget and ,
presupuesto and
viability / Analysis and Campu 14/02/20(12/05/|16/05/2
results 2% S 23 2023 023
5th submission:
Monitoring and Campu 14/02/20(19/05/ {23/05/2
control / Conclusions 2% S 23 2023 023
6th submission: First Campu 14/02/20{29/05/ 102/06/2
final draft 5% |s 23 2023 023
Campu 14/02/20|05/06/ 30/06/2
Final submission 50% |s 23 2023 023
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Presentation and 14/02/20{29/06/|30/06/2
defense 30% |Oral 23 2023 1023
Attendance and

attitude during Campu 14/02/20(22/05/ |23/05/2
tutoring sessions 5% S 23 2023 023
Sum of all activities

(out of 100%) 100%
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