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PLANNED SUBJECT DESCRIPTION

1. LEARNING OBJECTIVES

With the study of this curricular unit, it is intended to achieve the following educational objectives:

¢ Understand key concepts in marketing;

¢ Develop the analytical capacity of the pharmaceutical market and the consequent development
of business strategies and procedures;

¢ Develop concrete actions in the marketing of pharmaceutical products;

¢ Understand the importance of the communicational process in the health area;

¢ |dentify the main barriers to communication;

¢ Develop communication skills;

¢ Develop communication strategies in the different contexts of the activity in the area of pharmacy;

2. PROGRAMME

1. Pharmaceutical Marketing and its Strategies

1.1 From Commercial to Marketing Management

1.2 Key Concepts in Marketing

1.3 Market Studies and its Environment

1.4 Strategic Marketing

1.5 Operational Marketing

1.6 Merchandising in pharmaceutical context

2. The Communication Process

2.1 Communication in Health

2.2 Organizational and Institutional Communication.

2.3 Specifics of Communication in Pharmacy

2.3.1. Communication with the User

2.4 Communication between Professionals
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2.5 Communication with the User/Customer

2.6 Regulation of Pharmaceutical Marketing

3. COHERENCE BETWEEN PROGRAMME AND OBJECTIVES

The syllabus addresses the entire communication process and the marketing process in health and
pharmacy. Communication strategies between professionals and patients are discussed, as well as
communication in marketing, allowing the student to develop skills in the area of communication,

interpersonal relationships and promotion of health products and services.
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5. TEACHING METHODOLOGIES (INCLUDING EVALUATION)

The learning process of this curricular unit is student-centered, using pedagogical methodologies of an
interactive nature in which the teacher guides the students in the development of marketing and
communication strategies and in the research of information that bases those strategies. The
methodologies also include process observation, debate, problem solving and individual research and
group research.

EVALUATION

Continuous evaluation consists of carrying out group work (two to three elements), with 100%
weightings and mandatory oral defense.

It also includes the performance of work in the classroom context.

Students who have not opted for continuous evaluation or who have not obtained a minimum score of

ten (10) values will be subjected to examination.
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6. COHERENCE BETWEEN TEACHING METHODOLOGIES AND OBJECTIVES

The teaching methodologies and evaluation are consistent with the goals, as are active methodologies

that contribute to the development of communication skills, interpersonal skills and developing

marketing strategies.

The 1st Chapter fulfills the objectives of the marketing scope and the 2nd Chapter the necessary skills

for an efficient communication process.

7. ATTENDANCE

The attendance regime to be observed by students complies with the general rules in force in the ESS.

DATE
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Professor

Ana Margarida Oliveira

(signature)

Professor

Cristiana Midoes

(signature)
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