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DOCENTE TIPO DE AULA TURMAS TOTAL HORAS DE CONTACTO (*)
Dora Lucia Miguel Agapito OT; TP TP1; OT1 18TP; 180T
* Para turmas lecionadas conjuntamente, apenas é contabilizada a carga horaria de uma delas.
ANO | PERIODO DE FUNCIONAMENTO* HORAS DE CONTACTO HORAS TOTAIS DE TRABALHO ECTS
1° S1 24TP; 90T 168 6

* A-Anual;S-Semestral;Q-Quadrimestral; T-Trimestral

Precedéncias

Sem precedéncias

Conhecimentos Prévios recomendados

Nao aplicavel

Objetivos de aprendizagem (conhecimentos, aptiddes e competéncias)

O objetivo geral desta unidade curricular é proporcionar aos mestrandos um enquadramento tedrico a partir do qual deveréo ser capazes de
analisar e desenvolver projetos de marketing social nas diferentes organizagdes. Apds frequéncia e aprovagdo na unidade curricular
pretende-se que os estudantes sejam capazes de: 1 - compreender o conceito de marketing social, a sua relagdo com outras abordagens de
marketing, com os principios de ética e de responsabilidade social, assim como o seu papel nas diferentes organizacoes; 2 - refletir sobre
teorias e modelos no ambito da mudanga de comportamentos em sociedade; 3 - tomar decisdes estratégicas orientadas para a fixagédo de
objetivos no ambito de projetos de marketing social; 4 - definir politicas de marketing mix social; 5 - analisar as componentes de gestao de
um projeto de marketing social; 6 - desenvolver competéncias no ambito da andlise critica, criatividade, comunicacdo oral e escrita e
interatividade.
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Conteldos programaticos

1. Conceito e principios

1.1. Relacdo do marketing social com outras abordagens de marketing
1.2. Relagao entre marketing social, ética e responsabilidade social
1.3. O papel do marketing social nas organizacoes

1.3.1 Organizag6es néo lucrativas e setor publico

1.3.2 Corporate social marketing

2. Teorias e modelos no ambito da mudanca de comportamentos
3. Decisfes estratégicas

3.1. Anélise do meio

3.2. Targeting e segmentacéo de publicos

3.3. Objetivos

3.4. Posicionamento

4. Marketing mix social

4.1. Produto

4.2. Prego

4.3. Distribuicado

4.4. Comunicacao

4.5. Parcerias e politicas

5. Gestao de projetos de marketing social

5.1. Monitorizacéo e avaliagédo

5.2. Orgamento e implementagéo

Metodologias de ensino (avaliag&o incluida)

A unidade curricular de Marketing Social para as Organizag6es adota como métodos de ensino a exposi¢do e discussdo de estudos de
caso, dindmicas de grupo, apresentacao e analise de trabalhos de grupo.

A unidade curricular funcionara no regime de avaliagao estabelecido para os Mestrados da Faculdade de Economia, de acordo com as
Normas de Funcionamento e Regime de Avalia¢éo dos Cursos de Mestrado:

- Trabalho pratico e sua apresentacdo: 40%. O trabalho é facultativo (os estudantes terdo acesso a um guido detalhado com linhas de
orientacdo para a elaboracéo dos trabalhos e respetivos critérios de avaliacéo).

- Teste individual escrito (a realizar na data do exame de época normal): 60%. Para os alunos que ndo optem pela realizacdo do trabalho, a
prova individual escrita terd uma ponderacédo de 100%

- Exame de recurso e de melhoria: 100%

Bibliografia principal

Andreasen, A. (2006). Social Marketing in the 21st century . Thousand Oaks: Sage.
French, J., Merritt, R., & Reynolds, L. (2011). Social Marketing Casebook : Thousand Oaks: Sage.
Hall, C. Michael (2014). Tourism and Social Marketing . Ooxon: Routledge.

Hastings. G. & Domegan, C. (2014). Social Marketing: From Tunes to Symphonies , (2 nd ed.). Oxon: Routledge.

Kotler, P. & Nancy, L. (2012). Social Marketing: Influencing Behaviors for Good (4 ™ ed.). Thousand Oaks:
Sage. Weinreich, N. (2011). Hands-On Social Marketing: A Step-by-Step Guide to Designing Change for

Good (2 " ed.). Thousand Oaks: Sage.

Nota: Ao longo do semestre, serdo ainda disponibilizados estudos de caso, artigos cientificos e uma sebenta em portugués considerados
fundamentais para o0 acompanhamento da unidade curricular.
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Academic Year

2016-17

Course unit

MARKETING SOCIAL PARA AS ORGANIZAGOES

Courses

MARKETING MANAGEMENT (*)

(*) Optional course unit for this course

Faculty / School

Faculdade de Economia

Main Scientific Area GESTAO
Acronym
Language of instruction

Portuguese
Learning modality

Presential

Coordinating teacher

Dora Lacia Miguel Agapito

Teaching staff Type Classes Hours (*)
Dora Lucia Miguel Agapito OT; TP TP1; OT1 18TP; 180T
* For classes taught jointly, it is only accounted the workload of one.
| Unidade Curricular: [17941008] MARKETING SOCIAL PARA AS ORGANIZACOES | DATA: 15-11-2016 | 4/6



@ UAlg

UNIVERSIDADE DO ALGARVE
Contact hours
T TP PL TC S E oT (@] Total
0 |[24 [0 o 1o [0 |E [0 | 168

T - Theoretical; TP - Theoretical and practical ; PL - Practical and laboratorial; TC - Field Work; S - Seminar; E - Training; OT - Tutorial; O - Other

Pre-requisites

no pre-requisites

Prior knowledge and skills

N/A

The students intended learning outcomes (knowledge, skills and competences)

The main aim of this subject is to introduce the students to the field of social marketing, by presenting a theoretical framework through which
students should be able to analyze and develop social marketing projects in different organizations. It is intended that the students
acquire/develop the following knowledge, skills and abilities: 1- to understand the concept of social marketing and its connection with other
marketing approaches, ethics, and social responsibility in different organizations; 2 - to discuss theories and models on behavioral change 3 -
to make strategic decisions oriented to social marketing goals; 4 - to develop a social marketing-mix; 5 - to understand the components of a
social marketing project; 6 - to develop critical and creative thinking skills, oral and written communication skills, and the capacity of
interactivity.

Syllabus

1. Concept and principles

1.1. Marketing and other marketing approaches
1.2. Social marketing, ethics, and social responsibility
1.3 The role of social marketing in organizations
1.3.1 Non profit organizations and public sector
1.3.2 Corporate social marketing

2. Theories and models in behavioral change
3. Strategic decisions

3.1. Environment analysis

3.2. Targeting and segmentation of publics

3.3. Objectives

3.4. Positioning

4. Marketing-mix

4.1. Product

4.2. Price

4.3. Distribution

4.4, Communication

4.5. Partnerships and policies

5. Managing social marketing programs

5.1. Monitoring and evaluation

5.2. Budgets and implementation
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Teaching methodologies (including evaluation)

This subject follows the theoretical/practical classes format, where students are encouraged to participate by discussing case studies, as well
as developing practical assignments.

The course evaluation is in accordance with the regulations for evaluation followed by the Masters Courses in the Faculty of Economics:

- Practical assignment and its oral presentation: 40%. The assignment is optional (students will have access to a detailed guide with
instructions and evaluation criteria).

- Individual written test (to be held during the scheduled exams period): 60%. (for students who do not opt ??to develop the assignment,
individual written test weights 100% .

- Special season exams: 100%

Main Bibliography

Andreasen, A. (2006). Social Marketing in the 21st ~century . Thousand Oaks: Sage.
French, J., Merritt, R., & Reynolds, L. (2011). Social Marketing Casebook : Thousand Oaks: Sage.
Hall, C. Michael (2014). Tourism and Social Marketing . Oxon: Routledge.

Hastings. G. & Domegan, C. (2014). Social Marketing: From Tunes to Symphonies , (2 nd ed.). Oxon: Routledge.
Kotler, P. & Nancy, L. (2012). Social Marketing: Influencing Behaviors for Good (4 ! ed.). Thousand Oaks: Sage.

Weinreich, N. (2011). Hands-On Social Marketing: A Step-by-Step Guide to Designing Change for Good (2 nd ed.). Thousand Oaks: Sage.
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