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A, Objetivos de aprendizagem
Objetivos de aprendizagem (conhecimentas, aptidGes e competéncias a desenvolver pelos estudantes; 1000 caracteres méx.)

Objetivos:
1.  Dominar os conceitos de Marketing e da Marca;
2. Conhecer a forma como ¢ compertamento do consumidor se processa e conseguir aplicar este conceito &
realidade imobilidria;
Conhecer ¢ aplicar os critérios de segmentagio e posicionamento;
Dominar e aplicar os conceitos das politicas de Marketing;
Aplicar os competéncias adguiridas na formulagsio e execucdo das Cstratégias de Marketing;
Percecionar o marketing e o marketing pessoal como ferramenta fundamental na actividade imobiliaria.
Competéncias:
Compreender o papel do marketing na estratégia das empresas;
Compreender como ¢ comportamento do consumidor se processa;
Saber utilizar os conceitos de segmentagiic e posicionamento do mercado;
Compreender as principais ferramentas para realizar pesquisas de marketing;
Compreender o Marketing Pessoal e com implementa-lo;
Coempreender 0s componentes do marketing-mix e o contexto em que cada um deles deve ser utilizado.
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A. Learning cutcomes of the curricular unit
Learning outcomes (knowledgs, skills and competences to be developed by students} {1000 characters max.)

Objectives:
Mastering the marketing and Brand concepts;
Knowing haw consumer behavior is performed and be able to apply this concept to real estate;
Knowing and apply the concepts of segmentation and positioning;
Master and apply the concepts of marketing politics;
Apply the skills acquired in the formulation and implementation of Marketing Strategies;
Seeing the marketing and personal marketing as a fundamental tool in real estate activity.
Competences:

1. Understand the role of marketing in business strategy;
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' T-Ensino tedrico; TP-Ensino tedrico-prético; PL-Ensino prético e |aboratorial; TC-Trabalho de campe; $-Seminérie; E-Estégio; OT-Orientagio

tutorial; O-Outro.
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2. Understand how consumer behavior is procassed;
3. Knowing how ta use the concepts of market segmentation and positioning;
4. Understand the main tools to conduct marketing research;
5. Understand Perscnal Marketing and how to implement it;
6. Understand the components of the marketing mix and the context in which each one must be used,

B. Contetdos programiaticos
Contetdos programaticos {1000 caracteres max.)

1. Conceitos Bésicos
1.1 - Conceito de marketing
1.2 - Marketing estratégico e marketing operacional
2. Comportamente do cansumidor
2.1 - Varidveis explicativas individuais
2.2 - Varigveis explicativas sociais
2.3 ~ Anélise do processo de decisdo
3. Segmentacio e posicionamento
3.1 - Definicdo e critérios de segmentacio
3.2 - Posicionamento
4. A Marca
4.1 - Definigao e caracteristicas intrinseca
5. Marketing Pessoal
6. Marketing mix
6.1 - Produto e servigo
6.2 - Preco
6.3 - Distribuicdo
6.4 - Comunicacéo

B. Syllabus
Syllabus (1000 characters max.)

1. Basic concepts
1.1 - Marketing concept
1.2 - Marketing strategic and operational marketing
2. Consumer behavior
2.1 ~individual varizbles
2.2 - Social variables
2.3 - Analysis of the decision process
3. Market segmentation and positioning
3.1 - Segmentation criteria
3.2 - Positioning
4.Branding
4.1 - Definition and characteristics
5. Personal Marketing
&. Marketing mix
6.1. - Product and service
6.2 - Price
6.3 - Place
6.4 - Communication

C. Coeréncia dos contetidos programaticos com os objetivos de aprendizagem
Demonstragdo da coeréncia dos contetidos programéticos com os objetivos de aprendizagem da unidade curricular. (3000

caracteres max.)

Objetivos (conteddos programaticos):

1. Dominar conceitos de marketing (1),

2. Conhecer a forma como o comportamento do consumidor se processa e conseguir aplicar este conceito a realidade
imobiliaria (2); e

3. Conhecer e aplicar os critérios de segmentacio e posicionamentc (33,

4.  Dominar e aplicar os conceitos de marketing mix (4);

5. Aplicar as competéncias adquiridas na formulacio e execugio das Estratégias de Marketing (todos);
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4. Percecionar o marketing e o marketing pessosl como ferramenta fundamental na atividade imobiligria (todos).

C. Syllabus coherence with the curricular unit's objectives
Damonstration of the coherence between the syllabus and coherence with the curricular unit’s objectives {3000 characters max.)

Objectives (syllabus).

1. Mastering the marketing concepts (1);

2. Knowing how censtimer behavior is performed and be able to apply this concept to real estate (2);
3. Knowing and apply the concepts of segmentation and positioning (3

4. Master and apply the concepts of marketing mix (4);

5. Apply the skills acquired in the formulation and implementation of Marketing Strategies (all);

6. Seeing the marketing and personal marketing as a fundameantal tool in real estate activity (all).

D. Metodologias de ensino
Metodologias de ensino (1000 caracteres méx.}

1. Desenvolvimento de trabalho individual sobre a criagio de um Plano de Marketing Pessoal;
2. Apresentacio;

3. Exercicios;

1| 4. Estudos de caso;

5. Debates,

D. Teaching methodologies
Teaching methodologies {1000 characters max.}

1. To develop a group work about creating a Personal Marketing Plan;
2. Presentations;

3. Exercises;

4. Case studies;

5. Debates.

E. Coeréncia das metodologias de ensino com os objetivos de aprendizagem
Demonstragdo da coerdncia das metodologias de ensina com os objetivos de aprendizagem da unidade curricular. (3000

caracteres max.)

Todas as aulas t&m as componentes de Saber-Saber (Exposicdo, Explicagio, Didlogo e Debates) e de Saber-fazer (Estudo de

Casos):
| 1. Dominar os conceitos de marketing;
2. Conhecer a forma como o comportamento do consumidor se processa e conseguir aplicar este conceito  realidade
imohiliaria;
Conhecer e aplicar os critérios de segmentacio e posicionamento;

3
4.  Dominar e aplicar os conceitos de marketing mix;

5. Aplicar as competéncias adquiridas na formulagio e execu¢so das Estratégias de Marketing (Plano de Marketing);
)

E.

Percecionar o marketing e o marketing pessoal como ferramenta fundamental na atividade imobiliéria.

Teaching methodologies coherance with the curricular unit's objectives
Demonstration of the coherence between the teaching methodologies and coherence with the curricular unit's objectives (3000

characters max.)

All classes have the components of Know-know {Exposition, Explanation, Dialogue and Debate) and Know-how (Case Study):

Mastering the marketing concepts;
Knowing how consumer behavior is performed and be able to apply this concept to real estate;
IKnowing and apply the concepts of segmentation and positioning;

Master and apply the concepts of marketing mix;
Apply the skills acquired in the formulation and impiementation of Marketing Strategies (Marketing Plan};

Seeing marketing and Personal marketing as a fundamental taol in real estate activity.
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F. Métodos de avaliagio
Assinalar, em percentagem, os métodas de avaliagde (1000 caracteres max.)

Avaliagdo Continua: (Nota minima de 9 valores)
{501% Teste + [50]% Trabalho prétice ou
Avaliagdo Unica:
[1001% Exame Final

F. Assessment methods
Tick, in percentage, the evaluation methods {1000 characters max.}

Continuous Evaluation: (Minimum score of 9 values)
[50]1% Test + [50]% Practical work or

Single Evaluation:
[1001% Final Exam
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FPrincipal /main (1000 caracteres méx./1000 characters max.)
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