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LEARNING OUTCOMES (knowledge, skills and competence)

Master the concepts, methods and food marketing and distribution techniques emphasizing its importance as a strategic tool for

the development of agri-business companies.

Providing students market analysis instruments, the consumer market knowledge, methods and targeting techniques and

positioning of food products on the market.

Developing the ability to solve problems and make decisions under the marketing and agri-food distribution.

CONTENTS

1. Concept of marketing

2. Market segmentation and positioning
3. Elements of development effectiveness of marketing:
3.1. The international marketing

3.2. Marketing and the Internet

4. Product policy

4.1. Concept Product

4.2. Strategy of product range and brand
4.3. Strategy for developing new products
4.4. Trademark policy

4.5. Common packaging

5. Price policy

5.1. Determining the price

5.2. Principles of price changes

6. Communication policy

6.1. The communication model

6.2. The promotion model. The promotion mix
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6.3. The advertising decisions

7. Distribution policy

7.1. General

7.2. The economic utility of food distribution: strategic elements
7.3. Foreign producers / distributors

7.4. Point of sale

8. Strategy, planning and control of agro-food marketing

8.1. Overview of the planning process of agro-food marketing

8.2. Action plan and control
DEMONSTRATION OF THE CONTENTS COHERENCE WITH THE COURSE UNIT’S LEARNING OUTCOMES

The domain of the basic concepts and techniques of marketing and food distribution as a strategic element for the development
of agri-food businesses allows developing skills for problem solving and decision making within the agri-food market in a value
creation perspective and increased competitiveness.

The syllabus allow developing integrated and interdisciplinary vision of food sectors, with emphasis on marketing and distribution
activities, meet the food supply chain and agro-food chain. Developing skills in the context of the market analysis, the
relationship producer / processor / distributor of market segmentation, function and marketing policies, planning and control of
marketing. There is the food distribution, its strategic elements and key trends in the value chain.

TEACHING METHODOLOGIES

Lectures to present the basics of marketing and food distribution interspersed with case studies and problem solving;
- Analysis of scientific articles;

- Analysis and discussion of case studies; a practical component where it is intended to illustrate real situations through case
studies and problem solving;

- A methodology of active participation in classes where it fosters the discussion of ideas and opinions with the aim of developing
reasoning skills and decision-making;

- Encouraging research and monitoring of the research work for the development of a marketing plan.

DEMONSTRATION OF THE COHERENCE BETWEEN THE TEACHING METHODOLOGIES AND THE LEARNING
OUTCOMES

The exhibition part of the classes is aimed at presenting the basic concepts, methods and techniques of marketing and
distribution chain;

- The practical part of classes aimed at the theory of illustration with case studies and real examples for analysis and discussion
aimed at an active participatory methodology in order to develop reasoning and the development of creative ideas in the agri-
food marketing;

- The link between theory and practice aims to develop problem-solving skills and decision making within the agri-food market.
EVALUATION METHODS

Written test with individual weighting of 50% and a working group to present and discuss outside of contact hours with 50%
weighting.
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