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OBJECTIVES:  
  

A large part of economic activity, and therefore of economic relations at the global level, takes place in 
the sphere of intra-industry trade and the so-called institutional market, outside the more familiar 
environment of the mass consumer market. A country's provision of major infrastructures (transport, 
water, energy, telecommunications, etc.) or investments in technology are developed in the commercial 
sphere of B2B (Business to Business) or B2G (Business to Government).  
  
It is in this environment that companies in the engineering, construction, consultancy and ICT industries 
operate. While there are differences between the B2B and B2G markets, there are certainly many 
similarities that mean that their approach from a commercial, international management point of view 
requires similar knowledge, experience and “ways of doing business”.  
  
The objective of this subject is to convey to the students the main characteristics of these markets, the 
factors to be analysed and the knowledge necessary to help in decision-making for the international 
commercialisation of goods and services corresponding to these industries.  
  
This conceptual framework will be used to examine in depth the aspects relating to: Characteristics and 
similarities and differences between B2B and B2G and between B2B and B2C (Business to Consumer), 
with their correspondingly different approaches to business management. Organisational models and 
international implementation. International marketing of industrial goods and services. Analysis of 
customers and their motivations, negotiation techniques and customer loyalty. Competitive analysis. 
Management of the international commercial network The diversity of goods and services, the “tailor -
made” offering. Success and failure factors in international trade management: the importance of “lessons 
learned”.   
  
Of particular relevance for the industry, in its present and future, is the new competitive scenario, marked 
by a new industrial revolution, the digital transformation of companies and businesses and Industry 4.0. 
Special emphasis will be placed on the application of new technologies and Artificial Intelligence and their 
impact on the engineering and construction sector.  

  
LEARNING OUTCOMES:  

  
Students will know and have the theoretical and practical criteria that will help them to make decisions in 
the different aspects that affect international commercial management in goods and services companies 
for the sectors covered by the subject, specifically:  

  
• The engineering and construction industry, the impact of new technologies  
• Organisational models and international implementation.   
• International marketing planning and actions for industrial goods and services.   
• Customer analysis.  
• Competitive analysis.   
• Commercial networks.  
• Commercial management, negotiation and international sales.  
• Success and failure factors in international business management.  

  
METHODOLOGY:  

  
The module will be based on the following methodological structure:  

  
• Practical classes based on business cases from Spanish and multinational companies in the 

engineering, consultancy and construction industries.  
• Teamwork on the internationalisation strategy of an engineering, consultancy and/or construction 

company.  
• Student participation in class will be encouraged by means of continuous questions from the 

lecturer that provoke reflection and sharing of the topics analysed in each session.  
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CONTENTS:  

  
The contents of the course are summarised in the following points:  

  
• B2B and B2G market definition and characteristics. The difference in approaches to the B2G 

market.   
• Description and characteristics of the engineering, construction, consultancy and ICT industries.  
• The impact of new technologies on the engineering and construction industry: Digital 

transformation, Industry 4.0 and circular economy  
• Commercial approach to the internationalisation of goods and services in these sectors: 

Organisational model and international implementation model.  
• International marketing of industrial goods and services: Business opportunities.  
• Customer management: Analysis, identification, selection, commercial management and 

negotiation.  
• The competitive environment: The diversity of international competition. Positioning.  
• Management of the international commercial network.  
• Diversity of goods and services in these industries: Supply and the “made -to-measure” approach  
• Success and failure factors and lessons learned.  
• Analysis of a case study on international marketing of goods and services in these industries.  

  

TEACHING SESSIONS:  
 

Session I:  
• INTRODUCTION TO THE SUBJECT AND APPROACH TO A PRACTICAL CASE STUDY ON 

INTERNATIONALISATION  
• CHARACTERISTICS OF THE INDUSTRY: B2B and B2G market definition and characteristics. 

The difference in approaches to the B2G market.  Description and characteristics of the 
engineering, construction, consultancy and ICT industries. Business case: Analysis of an 
engineering and construction project.   

Session II:  
• NEW TECHNOLOGIES IN THE ENGINEERING AND CONSTRUCTION INDUSTRY: Impact of 

new technologies on the industry’s transformation: Digital transformation, Industry 4.0, Artificial 
Intelligence, Big Data, IoT, robotics, etc., as factors for gaining a competitive advantage. Business 
case: Use of new technologies in engineering and construction projects.  
 

Session III:  
• INTERNATIONAL ORGANISATION AND STRATEGY: Commercial approach to the 

internationalisation of goods and services in these sectors: Organisational model and international 
implementation model. Management of the international commercial network. Business case: 
Organisation and strategy of an engineering and construction company  

  
Session IV:  

• CUSTOMER MANAGEMENT AND COMPETITIVE ENVIRONMENT: Customer management: 
Analysis, identification, selection, commercial management and negotiation. The competitive 
environment: The diversity of international competition. Positioning. Business case: Competitive 
strategy  

 
Session V:  

• THE BUSINESS OPPORTUNITY: International marketing of industrial goods and services: 
Business opportunities: Pipeline generation.   

• SUPPLY STRATEGY AND LESSONS LEARNED: Diversity of goods and services in these 
industries: Supply and the “made -to-measure” approach.  
Negotiation. Success and failure factors and lessons learned.   
Business case: Pipeline and international bid management  
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Session VI:  

• INTERNATIONAL MARKETING CASES: Presentation and discussion of team work.  
  
  
 
 
 
EVALUATION SYSTEM:  
  

Students' final grades in the ordinary exam session will be determined on the basis of three concepts: 
the final exam, a project on the internationalisation strategy of a company in the industries studied and 
class participation.  

  
1) The final exam consisting of the mixed type, with multiple-choice and open-ended 

questions, will account for 100% of the final grade.  
  
The written examination to assess the theoretical knowledge acquired by students will consist of 20 
multiple-choice questions, with four answers for each question, but only one valid answer. The multiple-
choice part of the exam is worth 80% of the total grade. Correct answers will be awarded 0.5 points. No 
points will be deducted for unanswered questions, and incorrect answers will lead to a deduction of 0.166 
points. In addition, an open-ended question will be included with a weighting of 20% of the total grade. 
The duration of the exam is 45 minutes.  
  
Most of the answers will be derived directly from the documentation provided during the course and/or 
from the explanations given in class by the lecturer. However, some may require a personal effort of 
reflection on the part of students and the application of their own judgement.  
  

  
2) Teamwork on a company's internationalisation strategy.   

  
Work, to be done in a group, in order to allow the student to increase their final grade by up to 10%. In 
order to be eligible for this promotion, the student must obtain a minimum score of 3.5 in the final exam.  

 
3) Class participation.   

 
The lecturer may increase or decrease the final grade achieved by up to +/- 10% according to the 
participation of each student, both quantitatively (number of interventions) and, mainly, qualitatively 
(timeliness and quality of interventions), as well as the attitude and attention given during the teaching 
sessions. 
 
In the 2nd and subsequent exam sessions, 100% of the grade will depend exclusively on the exam. The 
type of examination may be a multiple-choice or essay type, oral, mixed or assignment. The student will 
be informed of the type(s) of test(s) in good time. 

 
 
 
COMPULSORY REFERENCE MATERIAL:  

  
• “Student Handbook” (202 5-2026) prepared by the lecturer containing the content for the subject.  

 
• PowerPoint presentations for each of the sessions with the main points and phases of 

internationalisation of engineering and construction companies.  
  

  
 
 
 
 
 
 



 
 

MÁSTER UNIVERSITARIO EN GESTIÓN INTERNACIONAL DE LA EMPRESA 2025-2026                                        10 | 62 

 

 
 
 
FURTHER RECOMMENDED READING:  
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BUSINESS AND CORPORATE 
COMMUNICATIONS  

 
 
 
 

ECTS 1 
 
 
 

TEACHING STAFF: 
 
 
 

• Dr Arturo Gómez Quijano (Lecturer & Coordinator) 
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OBJECTIVES: 
 

For all types of corporations, business or institutional, communication is part of their day-to-day strategy, whether 
seen in a traditional way or from social networks. It is therefore a strategic tool, although it is sometimes forgotten 
by Spanish companies (mainly SMEs) and institutions, which in many cases lack specialised human and/or 
financial resources to tackle a communication policy, beyond traditional advertising. 
 
The aim of this subject is to encourage students to reflect theoretically and practically on the difference between 
journalism, corporate communication and public relations; to establish the concept of corporate communication, 
the definition of its recipients and, depending on them, the communication model where, of course, the so-called 
Social Media play an increasingly important role. 
 
 

LEARNING OUTCOMES: 
 

• To know the basic concepts of communication and be able to integrate this tool in their future 
professional projects. 

• To identify the different objectives of communication actions carried out by public institutions and 
companies. 

• To be able to draw up a short strategic communication plan for all areas. 
 
 

METHODOLOGY: 
 

Presentation and analysis of academic and/or industry texts with the main concepts of communication. In addition, 
great importance will be given to exercises and case studies, both individual and in groups, which visualise and 
allow for better understanding of the concepts. 
 
All sessions will be based on the Mamma Mia! case study, which students should have read before the start 
of class. They must request the case in writing (email) from the ICEX-CECO Library. 
 
 

CONTENTS 
 

Session 1:  INTRODUCTION TO COMMUNICATION  

• Key communication concepts 

• Business, strategy and communication 

• The map of audiences 

• Communication objectives 

• Communication techniques 
 

Session 2:  CORPORATE COMMUNICATIONS  

• Corporate vs. operational communication 

• The three distances of communication in organisations  

• Communication management – the DirCom 

• The corporate narrative 

• Journalism vs. Communication 
 

Session 3:  COMMUNICATION PLAN 

• Strategic plan and communication plan 

• Steps for creating a communication plan 

• Objectives, resources and deadlines 

• Audiences, messages and channels 

• Indicators and performance measurement 
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Session 4: PUBLIC RELATIONS TECHNIQUES 

• Public relations, a key tool for corporate communication 

• Types and principles of internal communication  

• Keys to external communication 

• Media relations 

• 90 public relations techniques 
 

Session 5: COMMUNICATION AT ICEX / BRANDING, CORPORATE IMAGE AND SOCIAL MEDIA 

• Communication objectives at ICEX 

• ICEX Corporate Identity 

• Preparation of the general communication and marketing plan 

• Construction of the sustainability communication plan at ICEX 

• Construction and execution of ICEX's communication strategy for PR. 
 

Session 6:  CRISIS COMMUNICATION AND CSR 

• Definition, types and strategy 

• Crisis audit 

• Crisis Handbook 

• Importance of information flow for decision-making 

• Corporate social responsibility 
 
 

EVALUATION SYSTEM  
 

Students' final grades will be determined on the basis of three concepts: the final exam, the individual work and 
the student's active participation. 
 
1) Final exam (70%) 
 

Written exam to assess the theoretical knowledge acquired by students through: 

• 25 multiple-choice questions (with four possible answers and only one valid answer). The assimilation 
of the theoretical knowledge on which the programme is based and which will have been the subject of 
reflection and work throughout the course will be assessed. It will also focus on the student’s ability to 
apply this theoretical knowledge to finding a resolution for controversial practical situations.  

 

• Correct answers score 0.40 points, blank answers 0 points, and incorrect answers lead to a deduction 
of 0.10 points.    

 

The estimated duration of the examination is a maximum of 45 minutes. 
 
Most of the answers will be derived directly from the documentation provided during the course and/or from the 
explanations given in class by the lecturer. However, some may require a personal effort of reflection on the part 
of students and the application of their own judgement. Questions on the compulsory reading document “Los 
diez pasos de un discurso” (The ten steps for a speech) will also be included in the exam.  
 
The student must achieve a minimum mark of 3.5 points in the final exam in order for the rest of the tests to count 
towards their final grade. 
 

2) Individual work (30%) 
 
Students will have to apply the knowledge from the course to a practical case relating to international business. 
The aim is to complete a brief and schematic communication plan to publicise a specific action. The paper must 
be uploaded to the resource prepared on the virtual campus before 11.55 p.m. on the day before the exam takes 
place.   
 

The plan may be a maximum of 500 words and will account for 30% of the final grade for the subject. Practical 
and precise application of the concepts developed during the course will be especially valued. Excessive wording 
will be penalised. 
3) Active student participation 
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The lecturer may increase or decrease the final grade achieved by up to +/- 10% according to the participation of 
each student, both quantitatively (number of interventions) and, mainly, qualitatively (timeliness and quality of 
interventions), as well as the attitude and attention given during the teaching sessions. 
 
Concise interventions that are able to connect the theoretical concepts presented in the lectures with the problems 
analysed, which contribute novel elements to the discussion, will be especially valued.  
 
Whether students display an appropriate attitude will be taken into account, with active participation in the 
sessions, always paying attention to the teaching during the sessions, as well as consideration and respect 
towards the lecturer and their classmates. Inappropriate behaviour in class, such as carrying out work and tasks 
unrelated to the subject, managing messages or emails, and any other activity that could hinder the normal 
functioning of the class, should be expressly avoided. 
 
In this subject there is no optional work to raise the grade. 
 
Second and subsequent exam sessions 
 
In the 2nd and subsequent exam sessions, 100% of the grade will depend exclusively on the exam. The type of 
examination may be a multiple-choice or essay type, oral, mixed or assignment. Students will be informed of the 
type(s) of test(s) well in advance. 
 
 

DOCUMENTATION  
 

For the exam, in addition to the class presentations, students will be required to read and analyse the required 
reading document “Los diez pasos de un discurso” (The Ten Steps for a Speech) by Public Communication 
Advisors on the introduction of the book Lend Me Your Ears by William Safire. 
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INTERNATIONAL BRAND CREATION 
AND MANAGEMENT: A MADE IN 

SPAIN PERSPECTIVE 
 
 
 
 
 

ECTS 1 
 
 
 
 
 
 
 
 

LECTURER: 
 

• Julio Cerviño (Lecturer & Coordinator) 
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OBJECTIVE: 
 
 
The international competitiveness of companies moves in the field of innovation and value creation in the supply 
of products and services. For Spain, this approach is critical, as a change of mentality is needed in the process 
for international marketing of products and services. A shift from the current perspective of “Sellers” to one of 
“Marketers” is needed. This new vision of international competitiveness will have to be based, among other factors, 
on intangible assets that generate sustainable competitive advantages. One of these critical assets is branding, 
both of products and services, and ultimately the “Country Brand” or “Made in Effect”.  
 
This seminar will analyse the policies and strategies for creating and developing strong brands at national and 
international level. A first approach will focus on consolidating a brand in the local market, in order to position the 
brand in international markets as a second approach. In this regard, the module will cover the different alternatives 
available to companies for implementing their brands abroad. Within the concept of brand value, the procedure 
for the economic and financial valuation of brands will also be analysed, which will be the subject of optional work 
by the students. The seminar will also analyse the important relationship between the “Made in Spain” factor or 
effect (or its more modern conceptualisation of Made by) and international brand strategy.  
 
Finally, and with the aim of clearly establishing the relationship between commercial and/or corporate brands and 
the Country Brand, the last phase of the seminar will focus on analysing the Spain Brand, its strengths and 
weaknesses and the two-way relationship that is created between the strategies of companies and the country 
brand in order to consolidate a strong and competitive country brand in the international sphere. Several cases of 
Spanish companies will be analysed with regard to their “Made in ef fect” strategy, which will allow us to understand 
the reasons for such extreme options as, for example, Adolfo Domínguez versus Roberto Verino (whose real name 
is Manuel R. Mariño), or the strategy implemented by Mango, when it took over the Mango Barcelona benchmark. 
To this end, several videos produced by the Leading Brands of Spain Forum and other institutions will be shown, 
as well as a benchmarking analysis with country image strategies implemented by other countries, such as 
Germany, Colombia or Hong Kong, among others.  

 
 

LEARNING OUTCOMES: 
 

• To understand and analyse the perspective of international competitiveness from the point of view of 
intangible assets, and especially the branding of products and services, as well as the importance of the 
“Country Brand” or “Made in Effect”.  

• To understand the process of brand valuation, both from a consumer perspective (Brand Equity) and 
from an economic-financial perspective (Financial Value). 

• To be able to relate the bidirectional effect between Spanish brands, both commercial and corporate, 
with the Spain Brand, and to assess the synergies created between the “made in / made by Spain” effect 
and the positioning of Spanish brands in international markets. 

• To analyse the processes of brand migration and portfolio consolidation. 
 

METHODOLOGY: 
 
The module will be based on the following methodological structure: 

 
• Masterclasses based on mini case studies of Spanish and foreign companies. 
• Audiovisual support for communication campaigns of Spanish brands abroad and cobranding of Spanish 

brands and country image of the Leading Brands of Spain Forum, as well as other reference countries 
(Germany, Colombia, Hong Kong, South Korea, etc.). 

• Individual and/or group work on one of the proposed lines of research. 
• Presentation and analysis of recent research carried out by the Leading Brands of Spain Forum-ICEX, 

the Elcano Royal Institute and other organisations working on Made in Spain and the Spain Brand. 
• Student participation in class will be encouraged by means of continuous questions from the lecturer that 

provoke reflection and sharing of the topics analysed in each session.  
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CONTENTS: 

 
• The importance of intangible assets in the 21st century economy: Brand orientation 
• Branding strategies. 
• Branding in international markets: from exporting to acquiring local brands. 
• International co-branding and brand migration processes 
• The economic-financial value of brands: valuation methods and their application 
• The effect of “Made in Spain” on international brand management and strategy.  
• The two-way relationship between the “Spain Brand” and internationalised Spanish brands: analysis of 

recent empirical studies carried out by ICEX and the Leading Brands of Spain Forum. 
• Benchmarking analysis of other Country Image programmes in countries within the Spanish competitive 

environment. 
• Possible measures and actions to improve Spain's image abroad. 
• General Index: 6 sessions 

 

⎯ Session I: The importance of intangible assets 

⎯ Session II: Phases of trademark creation 

⎯ Session III: Branding strategies in the international sphere and the creation of international-
global brands. 

⎯ Session IV: The economic and financial value of brands 

⎯ Session V: The Made in Spain effect in brand management 

⎯ Session VI: The two-way relationship between the “Spain Brand” and Spanish brands  
 
 

EVALUATION SYSTEM  
 

Students’ final grades in the ordinary exam session will be determined on the basis of  two (2) concepts: (I) the 
final exam (multiple-choice and open questions) and (II) an individual and/or group work (max. 4 students). The 
grade obtained may vary by +/- 10% depending on the student's participation and attitude during the course 
sessions.  
 
1) The final exam with a multiple-choice test and two open questions will account for 75% of the final grade. 
 
The written exam to assess the theoretical knowledge acquired by the student will consist of 25 multiple-choice 
questions – with four answers per question, but only one valid answer; plus two essay questions on aspects 
covered in the module, one on branding strategy and issues and the other on Country Branding. The space for 
the questions to be answered will be half a sheet of A4 paper. The exam is worth 75% of the final grade, with the 
test being worth 50% of the final grade and the open questions worth 12.5% each. In the multiple-choice test, 
correct answers will be awarded 0.4 points. No points will be deducted for unanswered questions, and incorrect 
answers will lead to a deduction of 0.133 points. The duration of the exam is 45 minutes 
 
Most of the answers will be derived directly from the documentation provided during the course (slides and articles) 
and/or from the explanations given in class by the lecturer. However, some may require a personal effort of 
reflection on the part of students and the application of their own judgement. 
 
2) The individual or group work will consist of a short project on one of the following options: Brand audit and 
consolidation; international brand strategy for a Spanish company to be selected for this purpose; or the creation 
of a branding project in a commodities sector.  The project/work is worth 25% of the final grade. Students must 
achieve a minimum mark of 3.75 points in the final exam (point 1 above) in order for the rest of the tests to be 
weighted in the final grade. 
 
3) Student participation: maximum +-10%. 
 
The lecturer may increase or decrease the final grade achieved by up to +/- 10% according to the participation of 
each student, both quantitatively (number of interventions) and, mainly, qualitatively (timeliness and quality of 
interventions), as well as the attitude and attention given during the teaching sessions. “  
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This concept cannot be reviewed at the exam and assignment review session. In the 2nd and subsequent exam 
sessions, 100% of the grade will depend exclusively on the exam. The type of examination may be a multiple-
choice or essay type, oral, mixed or assignment. The student will be informed of the type(s) of test(s) in good 
time.” 
 
RECOMMENDED READING AND REFERENCE MATERIAL: 

 
• PowerPoint presentation on the main points and phases of branding. 
• Various reports on the creation of “good brand names” and branding projects/phases.  
• Cerviño, J. and Baena, V. (2011): “Gestión Estratégica de la Marca en el mundo del vino”, Spanish Journal 

of Rural Development, Vol. II, no. 4, 2011, pp. 1- 17. 
• Cerviño, J. and Baena, V. (2011): “La Globalización de las Marcas y la Competitividad: Tendencias y 

Retos para las Marcas Españolas”, Economía Industrial Magazine, issue 279, pp. 93 -106. 
• Douglas B. Holt, John A. Quelch, and Earl L. Taylor (2012): How Global Brands Compete, Harvard 

Business Review. 
• McKinsey Quarterly (1997): Brand consolidation makes a lot of economic sense, no. 4. 
• Salinas, Gabriela (2007): “De la Jungla al Jardín del Edén – Buscando una medida confiable de valor de 

marca”, MK + Sales, Issue 228, October, pp. 34 -38. 
• Yuval Atsmon, Jean-Frederic Kuentz, and Jeongmin Seong (2012): Building brands in emerging Markets, 

McKinsey Quarterly, September. 
• (Optional) Interbrand and Millward Brown economic brand valuation reports (latest published). 
• (Optional) ISO 10668. “Brand Valuation. Requirements for monetary Brand valuation”, First Edition, 2010.  
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EXPORTACIÓN DE FRANQUICIAS 
 

 / 
 

EXPORTATION OF FRANCHISES 
 
 
 
 
 
 
 

ECTS 1 
 

 
 
 
 
 
 
 
 
 
 
 
 
 

LECTURER: 
 

• Enrique Luque Albarracín (Lecturer & Coordinator) 
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OBJECTIVE: 
 
The franchise system has boosted the international growth of some of Spain's best brands. Spanish companies, 
such as Tous, Singularu, Koker, Inditex, Mango, El Naturlista, Simón, Pronovias, Pikolinos, Camper, open shops 
all over the world on a daily basis. These companies rely partly or wholly on the franchise system to establish their 
presence on the five continents. The success of this expansion opens the doors to the rest of the Spanish 
franchisors, from various sectors, who are committed to consolidating their national network in order to expand 
abroad. 
 
After years of expansion and consolidation, Spanish franchises have had to manage ordinary critical moments, 
such as cyclical economic crises, and extraordinary ones, such as the pandemic or the war in Ukraine. 
Digitalisation, partly accelerated by the aforementioned crises, has led to a change in consumer behaviour, new 
sales channels, payment methods and communication with the end customer. The transformation of the franchise 
system to take on new challenges is one of the most interesting elements in analysing the cases of franchises that 
are more or less affected according to their industry.  
  
Do you want to know the specific characteristics of an internationalisation system that is clearly different from 
exporting?   
 
The franchise enters international markets through an international agreement with local investors who will develop 
the Spanish brand and sell the products and services created in Spain. The module introduces you to international 
franchising, through case studies from various sectors (textile, catering, food, services, etc.). We will learn about 
a different approach to exporting products or services or opening a branch office in the international market. 
 
In addition to being able to apply the skills acquired in the export of products and services in the Master's course, 
ICEX professionals will be able to acquire the knowledge that will allow them to assess the strategy of franchise 
expansion in foreign markets, to know how to sell the franchise, which profiles are the buyers and which markets 
are the most successful for the development of Spanish franchises.  
 
The module will address the business strategy, the assessment of markets for expansion, as well as the 
commitments made by the parties in terms of rights and obligations. 
 
Their learning allows the professionals to always have an advantage in business development and growth with 
external resources increasingly used in the international market. This will also allow them to combine this strategy 
with traditional exporting or to discard its use given the characteristics of the industry, the legislation, the 
destination market or because of its costs and profitability.  
 
Finally, given its current importance, we will look at how the pandemic has affected the pulse of international 
franchising life. In practical business cases, we will study how the franchisor and the franchisees have adapted 
the business model to the reality of the situation. Business models will not function in the same way as in the 
period before the advent of COVID-19. But franchise systems are ready to apply the lessons learned to emerge 
from the pandemic with new and improved business models, ready to meet the needs of post-COVID consumers. 
 
LEARNING OUTCOMES: 
 

• To learn about franchising as a business strategy model for the growth of companies in international 
markets and how it is financed.  

• To analyse the negotiation with the local investor (franchisee or master franchisee) as a necessary 
element to meet the objective of exporting to the target market.  

• To implement the necessary strategy by addressing two different markets: the market of the product 
or service to be exported and the market of franchise and Master Franchise investors.  

• To know the legal relations involved in transferring the trademark and know-how to a third party, the 
measures for protecting industrial and intellectual property rights, formulas for controlling the proper 
use of the trademark, etc. 

• To take advantage of both traditional communication and advertising channels and the new digital 
marketing tools (franchise 2.0) to study the internationalisation of the franchise. 
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METHODOLOGY: 
 
The course will be based on analysing and presenting the different theoretical sections with face-to-face classes, 
with the presence of professionals from the industry, supported by analysing successful cases of Spanish 
franchises, audiovisual material and debates and personal discussion with the lecturer, with the support of 
speakers who are specialised in the exportation of franchises. Cases of internationalised companies will be 
analysed, which will allow for an in-depth analysis of many of the theoretical aspects developed.  
 
The contents are updated annually and take into account the latest developments up to the start of the course. 
 
CONTENTS: 
 
1st and 2nd sessions: Franchising: a formula for business growth. 

• Emergence of the modern franchise in the United States.  

• Franchisor's vision:  
o Creation of the franchise from a successful model.  
o Expansion and home market strategy. 
o Profitability of the franchise.  
o Legal relationship between franchisor and franchisee.  

• Presentation of case studies. 
 
3rd session: The internationalisation of the Spanish franchise. 

• Formulas for internationalisation. 

• Organic growth. 

• Franchise growth/ area developer/ Master franchise. 

• Setting up a franchise abroad. 
 
4th and 5th sessions: The challenge of internationalisation in franchising. 

• Case studies by groups.  
o Presentation of cases by the groups 

• International markets. 
o Franchising in Europe 
o Franchising in Latin America 
o Franchising in Asia 
o Franchising in Africa 

 
6th session: Experiences of Spanish franchises in the international market. 

• Success and failure strategies 

• Food / beverage franchise 

• Fashion franchise 

• Services franchise. 
 
EVALUATION AND GRADING SYSTEM 
 
The student's final grade in the ordinary exam session will be determined on the basis of two concepts: the final 
exam on the one hand and, on the other, their participation in work during the sessions and the student's voluntary 
contributions during the teaching of the subject. 
 
The final exam will be a combination of multiple choice and two open-ended questions. There will be 20 multiple-
choice questions, each with four possible answers, but only one valid answer. The estimated duration is a 
maximum of 45 minutes. 
 
Work during the sessions: Students will receive PDF information through the virtual campus on the 
internationalisation of franchises to work on before and during the sessions. Students will send their work to the 
lecturer after the sessions (the date and method of sending it either through the campus or by email will be 
confirmed by the lecturer). In any case, even if the work is sent by email, it must be uploaded to the virtual campus. 
The final score will take into account the following results: 
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• The final exam will account for 60% of the final grade. 

• The test will be worth a maximum of 10 points. 

• The two open-ended questions will also carry a maximum score of 10. 

• For multiple-choice questions, correct answers will be awarded 0.50 points, blank answers will score 
zero points, and incorrect answers will lead to a deduction of 0.10 points. 

• Work during the sessions will be evaluated with a maximum score of 10. Students’ score will be 
40% of the final grade 

• Students must achieve a minimum mark of 3.5 points in the final exam in order for the rest of the 
tests or assignments to count towards the final grade. 

 
Most of the answers will be derived directly from the documentation provided during the course and/or from the 
explanations given in class by the lecturer and from the information provided by the speakers participating in the 
module. However, some may require a personal effort of reflection on the part of students and the application of 
their own judgement. 

 
The lecturer may increase or decrease the final grade achieved by up to +/- 10% according to the participation of 
each student, both quantitatively (number of interventions) and, mainly, qualitatively (timeliness and quality of 
interventions), as well as the attitude and attention given during the teaching sessions. 
 
In the 2nd and subsequent exam sessions, 100% of the grade will depend exclusively on the exam. The type of 
examination may be a multiple-choice or essay type, oral, mixed or assignment. The student will be informed of 
the type(s) of test(s) in good time. 
 
 
RECOMMENDED READING AND REFERENCE MATERIAL: 
 

• Consult the ICEX country reports on franchising (www.icex.es). 

• See IFA's country reports on franchising (http://franchise.org). 

• Websites for reference: www.franquiciadores.com 

• Social media:  

• Groups of international professionals on LinkedIn: Franchising in Spain. Franchise Forum 
(http://www.linkedin.com/groups?mostPopular=&gid=1816873) 

• Franchising in Latin America 

• (http://www.linkedin.com/groupInvitation?groupID=2418324&sharedKey=0AFC5A3CEAFA 

• Bibliography:  
 

o El Contrato de Máster Franquicia. Jaume Martí Miravalles. Published by Aranzadi. 
o Master Franchising. Carl E. Zwisler. Published by CCH Incorporated. Chicago USA. 
o La Franquicia. Carlos Terrazas. Comentarios Jurídicos y Normativa. Published by Selina Olmedo. 

Madrid. 
o Manual de Contabilidad de Gestión para Empresas Franquiciadoras y de Retail. Pilar Soldevila and 

Magdalena Corobes. Published by Profit. Barcelona.  
o El Contrato de Franquicia Internacional. Alfonso Ortega Giménez. Published by ICEX. Madrid 
o The New Rules of Marketing & PR. How to use social media. David Meerman Scott. Published by 

Wiley. USA. 

 
 

http://www.icex.es/
http://franchise.org/
http://www.franquiciadores.com/
http://www.linkedin.com/groups?mostPopular=&gid=1816873
http://www.linkedin.com/groupInvitation?groupID=2418324&sharedKey=0AFC5A3CEAFA


 
 

MÁSTER UNIVERSITARIO EN GESTIÓN INTERNACIONAL DE LA EMPRESA 2025-2026                                        23 | 62 

 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 



 
 

MÁSTER UNIVERSITARIO EN GESTIÓN INTERNACIONAL DE LA EMPRESA 2025-2026                                        24 | 62 

 

 
 

GESTIÓN INTERNACIONAL DE 
RR.HH.  

 
/ 
 

INTERNATIONAL HUMAN 
RESOURCE MANAGEMENT 

 
 
 
 

ECTS 1 
 
 
 
 
 
 

TEACHING STAFF: 
 

• Ángel García (Coordinator & Lecturer) 
• Ana Lostalé 

 
 
 
 
 

 
 
 
 
 
 
 

 



 
 

MÁSTER UNIVERSITARIO EN GESTIÓN INTERNACIONAL DE LA EMPRESA 2025-2026                                        25 | 62 

 

OBJECTIVES: 
 
  
The main objectives of the course are:  
  

• To acquire basic knowledge of how organisations manage their human resources, with partic
ular emphasis on international organisations.  

• To know and understand how human resources policies and practices are designed, empha
sising the link with the company's strategy and the management issues that may arise in this
 process.   

• To analyse the people management practices of various organisations in order to understand
 the challenges they face by studying real cases.   

• To deepen the effects of human resource management on the attitude and behaviour of emp
loyees, as well as on the current and future performance of organisations.   

  
LEARNING PLAN:  
  
Training activities  
  

• Lectures: Note-
taking, study of the subject, raising of queries. Lectures are defined as teaching time that is 
mainly taken up by the lecturer’s  continuous teaching. Students are able to participate, ask q
uestions or express their opinion, but generally they listen and take notes.  

• Practical classes: application of theoretical content to the analysis of specific problems that a
llow students to understand and assimilate the content. These include presentations, lecture
s with managers/professionals who are experts in the area or case study, seminars, debates 
and discussions with analysis of the contents developed in the theoretical sessions. They are
 carried out through workshops, case studies, problem-solving exercises with active 
student participation.  

• Individual 
and group work: independent development of theoretical content (information research, anal
ysis and recording, writing documents and reports, questionnaires) 
and its application to case studies, with public presentation of the conclusions individually or 
in groups.  

• Active participation in the discussion of problems and 
case studies, analysis and reading of case studies and exercises, resolution of exercises, dis
cussion of queries and sharing of the work completed. Development of oral 
and written expression skills.  

• Independent student work: this considers students’  activities for studying the subject, search
ing for information, analysing and recording, writing documents, designing presentations, par
ticipating in reading groups, 
and studying and preparing for exams. It includes the use of the virtual campus 
and students’  activities in using ICTs, computer tools and documentary material.  

  
LEARNING OUTCOMES:  
  
At the end of the course the student will be able to:   
  

• Assess whether an organisation's human resources practices are adapted to its strategic ch
allenges.  

• Design human resources strategies adapted to the needs and context of the organisation.    
• Understand the work carried out by the human resources area and establish links with it fro

m the business to respond to the needs of the business.   
  
METHODOLOGY:  
  
Teaching methodology:   
  

• Expository lecture: the lecturer explains the key notions and state-of-the-art in the discipline 
in question.  
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• Individual student work: readings, reports, technical notes, self-assessment questionnaires, 

and research for additional information.  
• Teaching assignments - face-to-face interactive classes: discussion seminars and 

workshops  
• Case studies, problem-

solving and practical exercises in groups or individually: resolution, sharing and discussion in 
class.   

• Teaching assignments – personalised tutorials: Group and 
individual work and presentations (field work, development of business projects, etc.).  

  
CONTENTS:  
  
SESSION 1:   
1. Introduction and context  

• Introducing what HRM is  
• Describing the importance of HRM in managing the employment relationship.  
• Presenting the characteristics of the “high-performance”  or “high-

engagement”  approach to human resources.  
• Discussing the contextual factors affecting the design and implementation of HR strategy  
• Understanding the dimensions of the employment relationship and the role of HR 

in managing them.  
  
2. Recruitment and selection  

• Understanding the workforce planning process and associated activities.  
• Presenting and discussing the systematic approach to recruitment and selection.  

  
SESSION 2:   
1. Recruitment and selection  

• Identifying ethical dilemmas arising during the recruitment and selection process.  
• Recruitment and selection case study  

  
2. Performance evaluation  

• Understanding how to design an effective performance 
management system and being able to advise management in implementing it.  

  
SESSION 3:   
1. Performance evaluation  

• Outlining the contribution that an effective performance 
management system can make to achieving corporate objectives.   

• Discussing the role of the performance 
management system in designing the human resources strategy.  

• Case study performance appraisal  
  
2. Compensation and benefits  

• Identifying the various ways in which companies can reward their employees and understand
ing their advantages and disadvantages.  

• Discussing the core elements to be considered when implementing a performance-
related compensation system.   

SESSION 4:   
• Compensation and benefits  
• Compensation and benefits case studies  
• Exploring the challenges relating to compensation systems and how they fit into the human r

esources strategy.  
SESSION 5:   

• International personnel management  
• Discussing the different approaches to recruiting and managing staff for international operati

ons.  
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• Applying the concepts worked on earlier in the course (selection, evaluation, compensation) t
o the case of expatriate employees.  

• Discussing the pros 
and cons of the expatriation process and analysing the reasons for its frequent failure.   

• Expatriation case study   
  
SESSION 6:   

• International personnel management  
• Finalising the expatriation case study   
• Review  
• Review for the exam  
• Resolving queries  

  
EVALUATION AND GRADING SYSTEM  
  
Students’ final grades 
in the ordinary exam session will depend on: group work, the final exam and class participation.  
  

• The exam will account for 50% of the final 
grade. The student must achieve a minimum mark of 3.5 points in the final exam in order for 
the rest of the tests to count towards their final grade. The examination shall consist of:  

  
o Two open-ended questions relating to a case (60% of the exam grade)  
o 10 multiple-choice questions (40% of the exam grade)  
• The evaluation of the group work will account for 30% of the final 

grade. The group work will focus on one of the cases to be discussed during the practice se
ssions. The grade will depend on the ability to analyse and solve the problem posed.  

• Individual participation will account for 20% of the final 
grade. Such participation will be assessed by each student's contributions to the class discu
ssion. Students will receive a grade between 0 and 3 
at each session, which will be indexed to establish the final grade.   

  
In the 2nd and subsequent exam sessions, 
100% of the grade will depend exclusively on the exam. The type of examination may be a multiple-
choice or essay type, 
oral, mixed or assignment. Students will be informed of the type(s) of test(s) well in advance.  
  
RECOMMENDED READING AND REFERENCE MATERIAL:  
Class readings  
Students should read the following documents for each class session.  
  
Session 1  

• Walton, R.E. (1985). From control to commitment in the workplace. Harvard 
Business Review, March 1985.   

• Chartered Institute for Personal Development. CIPD 
(2018). The psychological contract. https://www.cipd.co.uk/knowledge/fundamentals/relatio
ns/employees/psychological-factsheet. Accessed 7/5/18   

Session 2  
• Case study: WoodCorp Inc. Extracted from “Canadian  University Tournament in HR”   
• Woods, S.A. and West, M.A. 

(2014), The Psychology of Work and Organisations (2nd edition), Cengage, chapter 6, pp. 
159-199.   
   

  
Session 3  

• Case study: “Imaginative Software  Solutions”.  Adapted from Wilton, 
N., An introduction to Human Resource Management, 3rd Edition, Sage Publications, London, 
2016.  

https://www.cipd.co.uk/knowledge/fundamentals/relations/employees/psychological-factsheet
https://www.cipd.co.uk/knowledge/fundamentals/relations/employees/psychological-factsheet
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• Lussier, R. And Hendon, J. (2016) "Performance Management and Appraisal", 
Fundamentals of Human Resource Management, SAGE Publications, 2016. Chapter 8, pp. 
188-214  

  
  
  
Session 4  

• Case study: Wrap it Up. Harvard Business School Case  
• Roberge, M. (2015) 

"The Right Way to Use Compensation. To shift strategy, change how you pay your team", 
Harvard Business Review, April 2015, pages 70-75  

  
Sessions 5 and 6  

• Case study: International Mobility and Managing Expatriates. Harvard Business School Case  
• Mark Alan Clouse and Michael D. Watkins, 

“Three  Keys to Getting an Overseas Assignment Right,” Harvard Business  Review, 87 
(October 2009), pp. 115-119. Available at: https://hbr.org/2009/10/three-keys-to-getting-an-
overseas-assignment-right  

• Andy Molinsky and Melissa Hahn, 
“Five Tips for Managing Successful Overseas Assignments,” HBR Online  Article, March 16, 
2016, https://hbr.org/2016/03/5-tips-for-managing-successful-overseas-assignments  

  
Textbooks   
  
There are many textbooks for this discipline, which could be useful for following up on the subject.   
  
The following book is particularly recommended, Wilton, N. 
(2016). An Introduction to Human Resource Management. Sage Publications: London  
  
The rest of the books (listed in alphabetical order and not in order of importance) may be interesting source
s of reference.   
  

• Baron, J. and Kreps, D. (1999). Strategic Human Resources: Frameworks for General 
Managers. Wiley: New York.   

• Boxall, P and Purcell, J. (2008). Strategy and 
Human Resource Management. Palgrave: Basingstoke.   

• Boxall, P; Purcell, J. and Wright, P. (Eds.) (2009). 
Oxford Handbook of Human Resource Management. Oxford University Press: Oxford  

• Legge, K. (2005) 
Human Resource Management: Rhetorics and Realities, Anniversary edition, Palgrave: Basin
gstoke  

• Lussier, R.N., Hendon, J.R. (2016). 
Human Resource Management: Functions, Applications, Skill Development. 
Sage Publications: London.  

• Marchington, M. and Wilkinson, A., Donnelly, R., Kynighou, A. (2016). 
Human resource management at work, CIPD: London.   

  
Specific links  
  
Given the intrinsically changing and dynamic nature of the subject, specific links to specialised websites/blo
gs will be included in each of the sessions contained in the programme.  
  
  
  
  
  
  
  
  
  

https://hbr.org/2009/10/three-keys-to-getting-an-overseas-assignment-right
https://hbr.org/2009/10/three-keys-to-getting-an-overseas-assignment-right
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CO1 CO2 CO3 CO4 CO5 CO6 CO7 CO8 CO9 CO10 CO11 CO12 CO13 CO14 CO15
CG3 CG5 CG9 CE1 CE4 CE10 CE11 CE12 CE16 CE17 CE18
✔ ✔ ✔ ✔ ✔ ✔ ✔ ✔ ✔

H1 H2 H3 H4 H5 H6 H7 H8 H9 H10 H11 H12 H13 H14 H15 H16
CG1 CG2 CG4 CE2 CE3 CE7 CE8 CE9 CE14
✔ x ✔ ✔ ✔ ✔ ✔ x
C1 C2 C3 C4 C5 C6 C7

CG6 CG7 CG8 CE5 CE6 CE15
✔ ✔ ✔ ✔ ✔ ✔

Resultados del Proceso de Formación y de Aprendizaje
Asignaturas/Cursos Lectivas

CONTENIDOS

HABILIDADES

COMPETENCIAS
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• María Luisa Castaño Marín 
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OBJECTIVE: 
 
Technological innovation is the ability to generate and use new technological knowledge to transform it 
into higher value-added products. Today, this production factor has become a strategic element for 
companies, enabling them to maintain and improve their competitiveness in the medium and long term. 
 
Being innovative is not a sufficient requirement; companies need to be able to plan, structure, manage, 
capture and transfer these activities appropriately in order to bring them to fruition and maximise the 
results obtained. Therefore, an efficient management of innovation activities, as well as the adequate 
financing of innovation, in which the search for public funding adjusted to needs can play an important 
role, can have a very significant impact on the results obtained and on the competitive development of 
the company itself. 
 
This subject aims to explain the dynamics and fundamentals of innovation processes in companies, as 
well as the effects it has on their competitiveness in the medium and long term. In this way, students 
will learn about the strategic importance of innovation, its different facets, the different ways of 
approaching it and the basic elements for managing this process within organisations. It also details the 
different mechanisms for protecting the technology. As a complement, the different mechanisms of 
public funding of business RD&I activities are reviewed and analysed, with practical cases that facilitate 
the assimilation of the concepts analysed and place the participants in front of the problems and the 
real context of companies in the face of innovation. 
 
LEARNING OUTCOMES: 
 

⎯ To understand the nature of technological innovation processes: characteristics, conditioning 

factors and the different existing typologies. and their problems in terms of risk management. 

 

⎯ To know how to identify strategic business motivations towards innovation, and analyse and 

understand the importance of decisions to achieve sustainable competitive advantages and 

maintain long-term leadership positions, knowing the most current strategic responses that 

leading companies are developing in the face of the growing globalisation of markets and 

competition. 

 

⎯ To have a solid and well-defined body of conceptual, technical and procedural knowledge of 

the innovation process, as well as being able to develop and approach, from a general 

perspective, a short project for a new company based on technological innovation, 

distinguishing three main sections or modules: technological module, market module and 

financing module. 

 

⎯ To understand the financing schemes for innovative business activities and the public funding 

opportunities to carry them out. To identify the possibilities of protecting the results obtained in 

technological innovation processes. 

 

⎯ To understand the characteristics and peculiarities of technological knowledge that affect and 

condition its transfer and distribution at an international level. 

 
⎯ Understand that talent is the key factor that activates the necessary creativity for innovation and 

it is capable of identifying the skills to lead companies to successfully cross borders in a 

sustainable internationalization.To learn about examples and analyse practical cases of 

companies that are successfully implementing technological innovation strategies. 
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METHODOLOGY: 
The module will be based on analysing and presenting the different theoretical sections with face-to-
face classes, supported by the analysis of case studies, audiovisual material and personal discussion 
with the lecturer on situations in real companies that carry out technological innovation activities. In 
addition, students will be placed in a simulation process to defend and justify, before potential investors, 
the robustness and coherence of a future business based on a project that involves a process of 
technological innovation. 
 
Sessions for the subject: 
 
There will be 6 sessions or classes of 2 hours each, i.e. the course will have a total of 12 teaching hours. 
 
CONTENTS: 
 
1st Session 

A. Definitions and historical developments 

⎯ Innovation system actors 

⎯ Definitions of RD&I 

⎯ How the innovation system works 

⎯ Technological paradigms (incremental and radical innovation) 

⎯ Relevance of talent in innovation and internationalization 

⎯ Brief historical review of innovation 

B. Presentation of the working material needed for the practical group exercise on 

crowdfunding for entrepreneurship (Block G). 

 

2nd Session 
C. The innovation process in the company 

⎯ The current innovative process 

⎯ Effects of the innovation process on the company and the economy 

⎯ Types of innovation 

⎯ Characteristics of the innovative process 

D. Innovation in business strategy 

⎯ Integrating innovation into business strategy 

 
3rd session 

⎯ Successful strategies for business innovation 

⎯ Technological cooperation 

⎯ Figures on innovation in Spanish companies 

E. Financing RD&I for business 

⎯ Types of aid 

▪ Ex-ante (Regulation: Framework, National Aid) 

 
4th Session 

▪ Ex-post (Regulation: Rules, Allowances, Deductions) 

⎯ Support for international technology cooperation 

⎯ European and regional aid 

⎯ Other mechanisms: Venture capital and equity loans  

▪ Case study: calculating the possible aid volume for an RD&I project 

 
 
 
 



 
 
 
 

MÁSTER UNIVERSITARIO EN GESTIÓN INTERNACIONAL DE LA EMPRESA 2025-2026                                        33 | 62 

 

 
 
5th Session 

F. Management of the ownership of technological knowledge and its transfer  

⎯ Information vs. knowledge 

⎯ Characteristics of technological knowledge 

⎯ Properties of technological knowledge 

⎯ Industrial property instruments 

⎯ International commercialisation of technology 

6th Session 
G. Practical crowdfunding exercise: group presentation of the business plans for the 

proposed venture.  

 
EVALUATION AND GRADING SYSTEM 
 
Students’ final grade in the ordinary exam session will be determined on the basis of three concepts: 
the formative assessment, the final exam and the student's participation. 
 
1.  Formative assessment will account for 25% of the final grade.  

 
The assessment will be carried out through an intermediate group exercise consisting of the 
presentation of a short business plan to start up a new technology-based company, according to 
the indications given at the beginning of the course, and a short crowdfunding exercise will be 
simulated. 
 

2. The final exam will account for 75% of the final grade.  
 
This examination is graded out of a total of 10 marks, which are divided into 20 multiple-choice 
questions, weighing 80% of the examination mark, and 2 open-ended questions with delimited 
answer space, accounting for the remaining 20% of the examination grade.  

 
A.- The 20 multiple-choice questions have four possible answers each and all of them have only 
one correct answer. These questions are marked as follows: 
 

⎯ Correct answers will be awarded 0.5 points each. 
⎯ Incorrect answerswill lead to a deduction of 0.16 points each. 
⎯ Unanswered questions will not count (0 points): they neither contribute to the mark nor 

incur a penalty. 
 
B.- The 2 open-ended questions will be graded as follows: 
 

⎯ The maximum mark for each question is 5.0 points each. 
⎯ Unanswered questions do not count (0 points): neither contribute to the mark nor incur a 

penalty. 
 

The estimated duration will be a maximum of 45 minutes.  
 
Most of the answers will be derived directly from the documentation provided during the course 
and/or from the explanations given in class by the lecturer. However, some may require a personal 
effort of reflection on the part of students and the application of their own judgement. 

 
3. The lecturer may increase or decrease the final grade achieved by up to +/- 10% according to the 

participation of each student, both quantitatively (number of interventions) and, mainly, qualitatively 
(timeliness and quality of interventions), as well as the attitude and attention given during the 
teaching sessions.  

 
 



 
 
 
 

MÁSTER UNIVERSITARIO EN GESTIÓN INTERNACIONAL DE LA EMPRESA 2025-2026                                        34 | 62 

 

 
 

In the 2nd and subsequent exam sessions, 100% of the grade will depend exclusively on the exam. 
The type of examination may be a multiple-choice or essay type, oral, mixed or assignment. The student 
will be informed of the type(s) of test(s) in good time. 
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OBJECTIVE: 
 
 
  
This course aims to provide the student with an understanding of a new marketing channel for the company, 
which is the one provided by participation in projects funded by multilateral financial  agencies.  These are 
increasing in number and in allocation, and are accessible to companies of different sizes or activities, as long 
as they have gone through the types of projects called, have verified that the activity the company offers is 
included, and have learned the mechanisms and procedures for participating in a formal and competitive 
process. So it is based on presenting, discussing and learning about these procedures, but also on 
presenting   the different multilateral funding bodies providing funds for these projects  and how they work, 
their objectives, how they operate, and the type of projects in which they are involved. Basics on how 
to formulate  proposals for these projects will also be advanced.    
  
The aim is therefore to:   
  

• Present  and explain business and marketing opportunities  arising for companies 
when participating in projects funded by multilateral funding agencies.   

• Present and introduce to the different Multilateral Institutions, their objectives and their project 
funding mechanisms, as well as their procedures and the type of projects in which they are 
involved.   

  
Different phases of tendering process will be worked through, understanding, searching 
for, identifying opportunities and the basics for inhouse company preparation, as well as finding partners for a 
joint proposal preparation by forming consortia. The main Multilateral Institutions will be discussed in order to learn 
about their fields and scope of action, and finally, some brief notions on project management will be mentioned.  
   
LEARNING OUTCOMES:  
  

• To understand the motives and objectives that different multilateral organisations have to fulfil, and 
why they fund projects that companies can access.  

• To know the multilateral funding agencies that tender projects, who they are, the mechanisms, 
means and templates they use. Internal operating as part of the project life cycle.  

• To understand the different managing mechanisms, the parties involved in the process and how 
the company accesses the projects.  

• To learn the process for searching and selecting projects, the different phases of information 
spread out  and proper receipt of information at the proper time.  

• To understand the process of finding necessary partners for consortia.  
• To analyse the development of the bid preparation process.  
• To be able to coordinate and organise within the company the operation circuits and to be 

prepared for a complete compliance of the bid.  
• To learn the basics of proposal preparation, and to gain a brief understanding of project 

management.  
  
  
METHODOLOGY:  
  
Face-to- face classes will consist in presentation of theoretical sections  with team handling of case studies  
  
  
 presented to the lecturer, who will permanently present examples and different  company situations.  
  
CONTENTS:  
  
The course is divided into six sessions comprising the following modules and contents  
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MODULE 1: Definition and tender operation. Searching and locating opportunities  

• Tenders: definition and types   
• Understanding the Multilateral Market and its procedures  
• The actors involved and their role.  
• Project Identification and Selection Processes  

  
MODULE 2:  Databases. The project life cycle.  

• The Databases  
• Case Study  
• Internal organisation of the company. Tasks  
• The project cycle: its phases  

  
MODULE 3: Funding agencies. Main multilateral institutions:   

• World Bank, IDB, AfDB, AsDB, CAF, EBRD, AIIB, EU External Action. One by one handling of such 
agencies: Objectives and Procedures.  

• The references  
• Case Study  

  
 MODULE 4: UN Agencies. Expressions of interest   

• UN Procurement Agencies: scope and mechanisms  
• Objectives and characteristics of agencies  
• Expressions of interest and their importance: Application and contents of the Calls for Expressions 

of Interest  
• Case Study  

  
MODULE 5: Forming consortia and preparing proposals:  

• The search for partners and forming consortia   
• Critical negotiating points   
• The terms of reference   
• Case Study  

  
MÓDULO6: Proposal preparation and contents  

• Technical proposal, financial proposal   
• Brief notions on Project Management  

  
  
EVALUATION AND GRADING SYSTEM  
  
Students’ final grades in the ordinary exam session will be  determined on the basis of the final exam, which will 
account for 100% of the final grade.  
  
The assessment will be carried out by means of an exam consisting of 10 multiple-choice questions, with the 
mark out of 10 representing 70% of the final grade for this test, with only one valid answer. Correct answers will 
be awarded 1 point, blank answers will be awarded 0 points, incorrect answers will lead to a deduction of 0.333 
points, and 3 open-ended questions, marked out of 10, will account for 30% of the final grade for this test and 
must be answered in no more than 20 lines. The maximum mark for these questions is 10 points. The estimated 
duration will be a maximum of 45 minutes.   
  
Most of the answers will be derived directly from the documentation provided during the course and/or from the 
explanations given in class by the lecturer. However, some may require personal effort of reflection on the part of 
students and the application of their own judgement.  
  
From the 2nd call, the qualification will depend on the test(s), (written tests, essays, assignments, oral tests, 
etc.), which will be determined by the teachers and communicated sufficiently in advance to the students.   
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RECOMMENDED READING AND REFERENCE MATERIAL:  
  
  

• La localización y Gestión de Proyectos y Licitaciones Internacionales. Instituciones Financieras 
Multilaterales. Manual. Begoña Albizu AVU, SL.  

• 2022 Annual Statistical Report on UN Procurement. UNOPS. United Nations  
• Guía sobre Organismos Internacionales y de Desarrollo 

2023. Multilateral Organisations Department. Directorate for Infrastructure, Health and 
ICT.  ICEX Spain Trade and Investment.  

• Guidance How to draw up your H2020 Consortium Agreement. Version 2.2, 07 
January 2020.  European Commission. Directorate General for Research and Innovation  

• African Development Bank (AfDB) Business Guide 2018. Mora Fernández, Jennifer. Spanish 
Economic and Commercial Office in Côte d'Ivoire  
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INTERNATIONAL TAX OPTIMISATION 

 
 

 

ECTS 1 
 
 
 
 
 
 
 

 
LECTURER: 

 

• Álvaro de la Cueva (Lecturer & Coordination) 
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OBJECTIVES: 
 
 
Give students the necessary knowledge to be able to:  
 

• Explain to foreign investors the tax framework applicable to foreign investment in Spain, and 

• Understand the tax impact of international investment decisions. 
 
In this course, we will discuss the main practical issues relating to the tax treatment of Spanish investments abroad 
and foreign investments in Spain.  
 
The objective is for students to acquire the theoretical and practical knowledge necessary to be able to correctly 
analyze the tax impact of key decisions regarding the internationalization process, by studying practical cases of 
companies that are successfully applying international expansion strategies and the main special regimes of the 
Corporate Income Tax used in international investment. 
 
COURSE OUTCOME: 
 
Know the tax impact of business internationalization in Spain and abroad.   
 
Be able to work in a team with the rest of the company’s professionals in charge of the different aspects of the 
investment process abroad, in order to prevent risks and unnecessary tax costs. 
 
METHODOLOGY: 
 
The module will be based on the analysis and presentation of the different theoretical sections at sessions held in 
person, and supported by case studies, audiovisual materials and personal discussions with the professor.  
 
Course sessions: 
 
There will be 6 two-hour sessions or classes; in other words, the course will be made up of a total of 12 class 
hours.  
 
CONTENTS: 
 
Brief review of basic tax legislation on internationalization of companies. (Sessions 1 and 2) 
 

• Brief review of basic legislation. 
 
Spanish investments abroad. (Sessions 2/3 and 4) 
 

• Special reference to the most complicated aspects of the tax credit for international double 
taxation. 

• Identification of the tax areas with the greatest impact on investment decisions.  

• Commonly used investment structures: the use of holding companies and financial institutions by 
multinational groups, as well as Joint Ventures. 

 
Foreign investments in Spain and taxation of the main commercial agreements. (Sessions 5 and 6) 
 

• Identification of the tax areas with the greatest impact on investment decisions.  

• Structures habitually used by foreign groups that invest in Spain: direct investments or through 
third jurisdictions; asset purchase as compared to share purchase, as well as main Corporate 
Income Tax special entities with tax benefits. 

• Main tax aspects around the implantation and non-implantation structures. Special attention to be 
paid to distribution, agency and franchising agreements. 

• Work with audiovisual material and self-evaluation test (not gradable). 
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EVALUATION AND GRADING SYSTEM: 
 
The student’s final grade during the final exam period will be determined on the basis of two components: the 
final exam and participation in class. 
 
The final exam will compose 100% of the final grade. 
 
The evaluation will consist of an exam to be answered in English, composed of 10 multiple choice questions 
(with four possible choices and one right answer) and two essay questions. The multiple choice questions and 
the two essay questions have the same weight (each weighing 50% of the grade). 
 
 
The estimated duration of the test will be a maximum of 45 minutes. The exam is worth 10 points. Every correct 
answer to the multiple choice questions will be worth 1 point, questions left blank will be zero points and 0.20 
points will be subtracted for incorrect answers.  
 
The essay questions will be worth 5 points each. The response to each of the essay questions may not be 
longer than one page, as the aim is to summarize and explain the essential aspects of the issue raised. 
 
Most of the answers will come directly from the documentation provided during the course and/or from the 
professor’s explanations given in class. However, some may require students to make a personal effort to reflect 
and use their own judgement. 
 
The professor may increase or decrease the final grade achieved by up to +/- 10% according to the participation 
of each student, both quantitative (number of interventions) and, mainly, qualitative (timeliness and quality of 
interventions), as well as by the attitude and attention given during the teaching sessions. 
 

In the 2nd and subsequent exams, 100% of the grade will depend exclusively on the exam. The modality of the 
exam may be multiple-choice or essay-type, oral, mixed, or work-based. The student will be informed of the 
modality or modalities of the tests sufficiently in advance. 
 
RECOMMENDED READING AND REFERENCE MATERIAL: 
 

• Calderón Carrero, J. M. y Ruiz García, J. R. (directores) Comentarios a los CDIs concluidos por 
España, Fundación Barrié de la Masa, La Coruña, 2004. 

• Carmona Fernández, Nestor: Fiscalidad de no residentes y convenios sobre doble imposición, 
Edit. Aranzadi, 2025. 

• VVAA.: Manual de Fiscalidad Internacional, 4ª ed, Instituto de Estudios Fiscales, 2016, Capítulo 
32. 

• VVAA.: Fiscalidad Internacional, Dir. Serrano Antón, F. Centro de Estudios Financieros,8ª ed., 2022 
Capítulos 31, 32 y 33. 

• http://www.oecd.org 

• http://www.ibfd.org 

• https://www.hacienda.gob.es/es-ES/Paginas/Home.aspx 

• https://sede.agenciatributaria.gob.es/ 
 
 

 
 

 
 
 
 
 
 
 
 
 

https://www.hacienda.gob.es/es-ES/Paginas/Home.aspx
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PROTECTION OF INDUSTRIAL AND 
INTELLECTUAL PROPERTY IN THE 
INTERNATIONAL MARKETPLACE 

 
 

 

ECTS 1 
 
 
 
 
 
 
 
 
 

TEACHING STAFF: 
 

• Iban Díez López (Lecturer & Coordinator) 
 

• María González Gordon. 
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OBJECTIVE: 
 
Once students are familiar with the basic legal concepts on industrial and intellectual property and technology 
transfer, this course aims to address the main theoretical and practical aspects involved in all phases of the 
creative process of the company's intangible assets, in particular, in the creation, registration, exploitation and 
protection against third parties, with special indication and emphasis on the internationalisation of these assets 
and their exploitation as a source of income for the company. 
 
On the one hand, the aim is for students to acquire the essential criteria that any company with an international 
vocation must take into account to correctly protect its industrial property rights in order to (i) avoid conflicts with 
third parties and (ii) be in a better position to defend its own rights when third parties infringe or invade them. 
 
In addition to presenting the essential ideas to be taken into account for the protection of intangible assets, we 
will try to focus on those problems/conflicts that companies in foreign markets, in particular in internationalisation 
processes, most frequently suffer in the field of industrial property rights, intellectual property and technology 
transfer contracts. 
 
In the field of industrial property, the general knowledge to be considered in order to establish the best strategy 
for protecting exclusive rights, the different ways of exploitation and registration, and their defence in case of 
infringement by third parties will be examined. The most common problems encountered by companies when 
internationalising will also be analyzed. 
 
In the field of intellectual property, the basic concepts of copyright in the international, European and Spanish 
spheres will be explained, as well as the relevance of its protection as a strategic asset of the company. The 
particularities of moral and economic copyright will be analysed, as well as all the issues that need to be taken 
into account in order to negotiate and conclude a copyright assignment correctly. Current issues and challenges 
in this field will also be addressed, including the impact of artificial intelligence and the legal challenges this entails. 
 
 
LEARNING OUTCOMES: 
 

• To understand the different types of Intellectual Property and intangible assets of a company, their 
function, their creation and optimised registration process, the benefits they generate for the 
company, the main conflicts that arise, and the essential issues in the negotiation processes for 
their exploitation. 

• To know how to optimise the company's resources to obtain more rights and broader protection 
at a lower cost, using the appropriate international registration systems. 

• To analyse, within the process of business internationalisation, business strategies for protecting, 
acquiring, transferring and exploiting intangible assets. 

• To analyse and understand the importance of strategic internationalisation decisions in achieving 
competitive advantages in the face of increasing globalisation of markets and competition. 

• To be able to understand and decipher when and what to protect, how to deal with a conflict with 
a third party, and design an international growth strategy for the company based on an effective 
portfolio of RD&I assets. 

• To develop the capacity to locate new businesses that increase profits and contribute to the growth 
and expansion of the company through the international exploitation of RD&I assets, as well as to 
discard those opportunities that do not present excessive risks or may pose subsequent conflicts. 

• To be able to understand and design the correct implementation of a system of registrations and 
obtaining rights that is in line with the real commercial interests of the company in its 
internationalisation process. 

• To identify and avoid risks related to the misuse or infringing use of industrial and intellectual 
property rights. 

• To know and negotiate alternative ways to self-creation for obtaining and exploiting intangible 
assets generated by third parties. 
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METHODOLOGY: 
 
The module will be based on analysing and presenting the different theoretical sections with face-to-face classes, 
supported by the analysis of cases, audiovisual material and personal discussion with the lecturer of examples 
and practical cases. Once the theory has been presented, students will discuss, from a practical point of view, 
the best way to protect intangible assets in the context of internationalisation. 
 
Sessions for the subject: 
There will be 6 sessions or classes of 2 hours each, i.e. the course will have a total of 12 teaching hours. 
 
CONTENTS: 
 

• Distinctive signs: protection and defence 

• Substantive and formal inventions and trade secrets: protection and defence 

• Technology and know-how transfer agreements 

• Intellectual property 
 
 
EVALUATION AND GRADING SYSTEM 
 
Students’ final grades in the ordinary exam session will be determined on the basis of two concepts: the final 
exam and the students’ participation.  
 
The final exam will account for 100% of the final grade. 
 
The examination is graded out of 10 points. 
 
The exam will be a multiple-choice test, with two open-ended questions to be answered. The multiple-choice part 
consists of 20 questions, divided into thematic blocks. Each correctly answered question scores 0.4 points and 
each incorrect answer 0.1 points, for a maximum total of 8 points. No penalty will be incurred for unanswered 
questions. The two open-ended essay questions are worth 1 mark each, up to a maximum total of 10 marks. 
 
Most of the answers will be derived directly from the documentation provided during the course and/or from the 
explanations given in class by the lecturer. However, some may require a personal effort of reflection on the part 
of students and the application of their own judgement. 
 
The estimated duration will be a maximum of 45 minutes.  
 
The lecturer may increase or decrease the final mark achieved by up to +/- 10% according to the participation of 
each student, both quantitatively (number of interventions) and qualitatively (timeliness and quality of interventions) 
during the teaching sessions, as well as the attitude and attention given during the teaching sessions.  
 
In the 2nd and subsequent exam sessions, 100% of the grade will depend exclusively on the exam, which may 
be a multiple-choice and/or essay type, oral, mixed, or work-based. The student will be informed of the type(s) of 
test(s) in good time.  
 
 
RECOMMENDED READING AND REFERENCE MATERIAL: 
 

• MANUAL DE LA PROPIEDAD INDUSTRIAL. Carlos Fernández-Novoa, José Manuel Otero Lastres 
and Manuel Botana Agra. Ed. Marcial Pons 2017. 
 

• MANUAL DE PROPIEDAD INTELECTUAL (10th ED.) Bercovitz Rodriguez-Cano, Rodrigo. Tirant lo 
blanch 2023 
 

• COMENTARIOS A LA LEY DE PROPIEDAD INTELECTUAL. Coor. Rodrigo Bercovitz. TECNOS. 2019 
 

 

http://www.unilibro.es/find_buy_es/result_editori_id.asp?editore=20884&idaff=0
http://www.unilibro.es/find_buy_es/result_editori_id.asp?editore=20884&idaff=0
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CHALLENGES AND OPPORTUNITIES 

ASSOCIATED WITH CLIMATE 
CHANGE 

 
 

ECTS 1 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

TEACHING STAFF: 
 

 
 

• Urko Diez Webster (Lecturer & Coordinator) 
• Vera Estefania Gonzalez 
• José Carlos Villena 
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OBJECTIVES:   
  
Climate change has become a key aspect in the development of a sustainable economy. 
Understanding the context of the international negotiations on climate change, the tools and 
financial instruments established, as well as the European and national regulatory 
framework, allows the identification of business opportunities in several areas such as energy, 
water, infrastructure, transport, waste, agriculture, insurance, etc. These opportunities can be of 
interest to all companies that participate in the different stages of the project cycle, from 
consulting & engineering to construction, equipment, operation, and financing, also including the 
monitoring and certification of projects and carbon credits.   
  
The main goal of this course is to focus on the international and national context of the fight 
against climate change and the challenges and opportunities generated for the business sector. 
The course will also deepen into the “so -called” carbon markets a nd on the international climate 
finance architecture, with special attention to the Green Climate Fund. Case studies and the role 
that Economic and Commercial Offices can play will be analyzed.  
  
LEARNING OUTCOMES:  
  

• Analyzing the main results of international negotiations within the United Nations 
system and the European Union framework as well as implications at the national 
level.  

• Understanding of the legislations, policies, and initiatives of the Spanish administration 
at the national and international level.   

• Deepening into the different types of carbon markets and how they work, the current 
financial programs at the international level and opportunities for the business sector.  

• Deepening into the concept of international climate finance and the existing 
international climate funds, with special attention to the Green Climate Fund  

• Analyzing the potential of the Spanish private sector in this field and the role of 
OFECOMES in the identification of opportunities.  

 
 
METHODOLOGY:  
  
The course is based on classroom-based teaching where the different sections will be explained 
from the institutional, theoretical, and practical point of view, analyzing examples of cases where 
there is potential for private sector participation. In addition, students, in working groups, will have 
to elaborate a case study to identify potential business opportunities and associated climate 
finance in a specific country. Teaching and examination of this course will be in Spanish while 
most of the documentation as well as the development and presentation of the case study will be 
in English.  
  
CONTENTS:  
  

1. INTERNATIONAL, EUROPEAN, AND NATIONAL CONTEXT OF THE FIGHT AGAINST 
CLIMATE CHANGE – (One session of two hours)   

• The Intergovernmental Panel on Climate Change   
• The United Nations Convention on Climate Change, the Kyoto Protocol, 

and the Paris Agreement   
• The European Union and Spanish regulatory framework   
• Practical cases and opportunities for the private sector   
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2. CARBON MARKETS – (Two sessions of two hours each)  

• Basic notions and key concepts. The economic impact of Climate Change.   
• Types of existing carbon pricing and carbon market instruments   
• The evolution of carbon markets at Global, European, and National Scales  
• Opportunities for the private sector and working examples  

  
3. INTERNATIONAL CLIMATE FINANCE AND GREEN CLIMATE FUND – (Two sessions of 

two hours each)  
• Main climate change international funds  
• Green Climate Fund   
• Practical cases and opportunities for the private sector   

  
4. CASE STUDY – (One session of two hours)  

  
  
EVALUATION:  
  
The student's final grade in the ordinary examination session will be determined based on two 
concepts: the final exam (90%) and a practical case (10%) which will be explained during the 
course.  
   

• To develop the exam, students will have a maximum time of 45 minutes.  
• The exam will include a total of 18 questions, of which 16 will be of multiple choice 

(with 3 possible answers each, of which only one will be valid), being the remaining 2 
open-ended questions.  

▪ The exercise will score up to 10. For the 16 multiple choice questions, each of the 
correct answers will be rated with 0.625 while blank answers will score 0 and the wrong 
answers will subtract 0.165 points. The weighting for the multiple-choice questions will 
be 60%. The answers to each of the two open-ended questions will be valued between 
0 and 5 points (and will have a maximum length of 25 lines), with the weighting, in this 
case, of 40%.  
  

• The answers will be derived directly from the documentation provided during the 
course, the explanations given in class by the teachers and the recommended 
readings. However, some of them may require a personal effort of reflection on the part 
of the student and the subsequent application of their own criteria.  

• The teacher can increase or decrease the final grade mark attained by +/- 10% 
according to the participation of each student, both quantitative (number of 
interventions) and qualitative (opportunity and quality of interventions) as well as for the 
attitude and the attention given during the sessions.  

• In its second and following rounds of evaluations (in the case that the students miss or 
fail the first round) 100% of the qualification will be a result of an exam. The modality of 
the exam may be a multiple-choice type, open-ended question/s, oral, mixed, 
or documentary work. The student will be informed of the modality or modalities of 
the exam well in advance.  
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READINGS AND SUGGESTED REFERENCE MATERIAL:   
  
Intergovernmental Panel on Climate Change: www.ipcc.ch   

▪ 1.5ºC Special Report  https://www.ipcc.ch/sr15/  
▪ 6th Assessment Report: Summary for policy 

makers https://www.ipcc.ch/report/ar6/wg1/downloads/report/IPCC_AR6_WGI_SPM.pdf  
  
United Nations Convention on Climate Change: www.unfccc.int   

▪ Paris Agreement: https://unfccc.int/es/process-and-meetings/the-paris-agreement/el-acuerdo-
de-paris  

▪ Global Climate Action Agenda https://unfccc.int/climate-action  
▪ EU Climate action https://climate.ec.europa.eu/eu-action_en  
▪ Introduction to international climate finance: https://unfccc.int/topics/climate-finance/the-big-

picture/introduction-to-climate-finance    
▪ Market and non-market mechanisms https://unfccc.int/topics/what-are-market-and-non-

market-mechanisms   
  
  
Ministry for the Ecological Transition and Demographic Challenge: www.miteco.es     

▪ Climate Change  
  
World Bank. State and Trends of the carbon pricing:   
https://openknowledge.worldbank.org/collections/d9ab9a14-0168-54e9-9ff2-
b84a1c83fb43?spc.sf=dc.date.issued&spc.sd=DESC  
International Emissions Trading Association (IETA):  https://www.ieta.org/resources/ghg-market-
report/  
International Carbon Action Partnership (ICAP):    
https://icapcarbonaction.com/en/publications/emissions-trading-worldwide-icap-status-report-
2025  
  
Green Climate Fund: www.greenclimate.fund      
  
Climate change articles from ICE Journal: www.revistaice.com      
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OBJECTIVES:  
  
The general objective of the course is to provide students with knowledge, techniques and 
business tools, both theoretical and practical, applied to the tourism industry, with special 
emphasis on internationalisation. Specifically, the following objectives are proposed, bearing in 
mind that students have other complementary subjects available to them:  
  

• To understand the importance of the tourism industry.  
• To know the life cycle in tourism.  
• To understand the factors favouring the expansion of tourism activity.  
• To understand the main global trends in the tourism industry.  
• To apply the theoretical knowledge learnt in practical cases.   
• To encourage teamwork and analytical skills.  
• To foster students’ analytical and operational skills by reading and discussing 

specific documentation on the contents of the programme.  
  
TRAINING ACTIVITIES  
 
They may consist of:  

• Lectures (face-to-face or online): development of theoretical content and subject 
concepts. Lectures are defined as teaching time that is mainly taken up by the 
lecturer’s continuous teaching. Students  are able to participate, ask questions or 
express their opinion, but generally they listen and take notes.   

• Practical classes: application of theoretical content to the analysis of specific 
problems that allow students to understand and assimilate the content. These 
include presentations, lectures with managers/professionals who are experts in the 
area or case study, seminars, debates and discussions with analysis of the contents 
developed in the theoretical sessions. They are carried out through workshops, case 
studies, problem-solving exercises with active student participation.   

• Individual and group work: independent development of theoretical content 
(information research, analysis and recording, writing documents and reports, 
questionnaires) and its application to case studies, with public presentation of the 
conclusions individually or in groups.   

• Independent student work: this considers students’ activities for studying the 
subject, searching for information, analyzing and recording, writing documents, 
designing presentations, participating in reading groups, and studying and preparing 
for exams. This includes the use of the virtual campus and the students’ activities on 
it, as well as the use of ICTs and computer tools, carrying out various tasks such as 
self-assessment exercises or participation in forums and consultation of databases 
to obtain bibliography and documentary material.  

  
TEACHING METHODOLOGIES  
They may consist of:  

• Expository master class: the lecturer explains the key and cutting-edge notions for 
the discipline in question.   

• Individual student work: readings, reports, technical notes, self -assessment 
questionnaires, and research for additional information.  

• Teaching assignments – interactive face-to-face classes: discussion seminars and 
workshops.  
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• Case studies, problem-solving and practical exercises in groups or individually: 

resolution, sharing and discussion in class, through seminars, of previously chosen 
case studies.  

  
LEARNING OUTCOMES IN EACH SESSION:  
They may consist of:  

• To understand the importance of the tourism industry.  
• To understand the tourism industry at a global level and its international expansion 

process.  
• To understand the life cycle of tourist destinations.    
• To know the fundamental tools in the international marketing mix policy applied to 

the tourism industry.   
• To develop the analytical capacity to solve problems derived from implementing the 

strategy and marketing of companies in the tourism industry.   
• To understand the main trends in the global tourism industry   

  
CONTENTS:  

• Introduction to the tourism industry. Implications of the tourism industry and its 
importance.  

• Life cycle and tourist motivations.    
• Tourism marketing mix.  
• Global tourism trends.  
• Case studies in the tourism industry  

  
SESSIONS (each 2 hours face-to-face)  
  
Session 1: Introduction to tourism – 2 hours  

• Presentation of the subject.   
• Origin and evolution of tourism.  
• Tourism as a socio-economic phenomenon.  

  
Session 2: Life cycle.  – 2 hours  

• Supply and demand in the tourism industry.  
• Life cycle of a tourist destination.   

  
Session 3: Designing a tourism experience – 2 hours  

• Tourism marketing mix.   
• Customer Journey.  

  
Session 4: Tourism trends – 2 hours  

• Types of accommodation: the rise of holiday homes   
• Tourism trends.   
• Digital transformation.  
• Group case study: mentoring.   

  
Session 5: Tourism Trends II and Tourism Sources – 2 hours  

• Sustainable tourism.  
• Sources of information on Tourism.   
• Group case study: mentoring.   

  
Session 6: Case study – 2 hours  

• Oral presentation of group case studies.  
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EVALUATION SYSTEM  
  
Evaluation Criteria (E.C.)  
The assessment process requires the use of appropriate measurement techniques to obtain the 
information necessary to assess the acquisition of competences by students.   
  
Thus, the assessment activities represent the organised set of techniques, situations, resources 
and specific procedures used to carry out the assessment of the competences acquired by the 
students at each point of the assessment. In the case of this subject, the acquisition of 
competences will be assessed on the basis of the following criteria and sources of assessment:  
  
E.C.1. Presenting the contents of the subject in written form and with accuracy.    
Evaluation source (ES1): Written tests that allow all levels of student knowledge to be assessed, 
as they require students to reflect on the questions posed and to structure their answers. The 
content of the written tests will be coherent with the objectives and learning outcomes for the 
subject. The content of the written tests will be oriented towards reasoning and comprehension 
and will be in line with the competences to be assessed. Written tests may include the following 
types of content:  

• Multiple-choice and short-answer questions: This type of content allows the level of 
conceptual knowledge and comprehension of the students to be assessed. It 
consists of concrete questions on a specific aspect aimed at demonstrating certain 
properties or applying certain principles. The questions can be marked quickly and 
easily, which allows for reinforcement of the students’ learning of the assessed 
concepts.  

• Development questions: As well as allowing the assessment of the conceptual 
knowledge acquired by the students, this type of open-ended content allows them 
to evaluate their organisational capacity for summary and written communication, as 
well as to respond deductively to questions. On the contrary, they are slower to 
mark and more subjective.  

• Cases of discussion or problems: The aim of this type of question is for the student 
to apply theoretical knowledge learnt to the discussion of a business problem in 
such a way as to provide possible solutions to it, based on the basic concepts 
assimilated.  

  
C.E.2. Participating actively in classroom work and attending regularly.    
Evaluation source (FE2): Participation, case studies worked on in class, or attendance control.   
  
Evaluation systems  
In accordance with the objectives to be achieved and the teaching methodology to be applied, 
the assessment system to be used in the ordinary (1st) exam session will be composed of:   

• Knowledge tests: final exams  
• Content of the group work and, where appropriate, of the oral presentation  
• Evaluation of participation in classroom and/or on-line activities.  

  
The final exam will be face-to-face and may be theoretical-practical, and may consist of multiple-
choice questions, developmental questions, discussion questions, problem-solving, cases, oral 
tests, etc. Specific criteria may be established for passing the exam.  
  
In this sense, in the first ordinary exam session for the same academic year, the assessment 
criteria to be applied will be the following:   

• Knowledge tests: final exams (50% of the final grade).  
• Assessment of practical activities and, where appropriate, of the oral 

presentation (50% of the final grade). This includes group work.   
  



 
 

MÁSTER UNIVERSITARIO EN GESTIÓN INTERNACIONAL DE LA EMPRESA 2025-2026                                        55 | 62 

 

For the two grades to be counted, a minimum of 5 out of 10 points must be obtained on 
the practical activities. From the 2nd call, the qualification will depend on the test(s), (written tests, 
essays, assignments, oral tests, etc.), which will be determined by the teachers and 
communicated sufficiently in advance to the students.  
  
The lecturer may increase or decrease the final grade achieved by up to +/- 10% according to 
the participation of each student, both quantitatively (number of interventions) and, mainly, 
qualitatively (timeliness and quality of interventions), as well as the attitude and attention given 
during the teaching sessions.  
  
  
RECOMMENDED READING AND REFERENCE MATERIAL  

• Arteaga Ortiz, J. (2023), Coord. Manual de internacionalización, 3ª ed. ICEX. 
Madrid. España.  

• Hollensen, S. y Arteaga Ortiz, J (2010). Estrategias de Marketing Internacional. 
Pearson. Madrid, España.  

• Hollensen, S. (2025) Global Marketing, 9th ed. Pearson.   
• Kotler, P., Bowen, J. T., Makens, J. C., & Baloglu, S. (2020). Marketing for 

hospitality and tourism, 8th ed. Pearson.  
• Mármol Sinclair, P. y Ojeda Garcia, C. D. (2022). Marketing turístico 3 

ed. Ediciones Paraninfo.  
• World Tourism Organization (UNWTO) (2025). Panorama OMT del 

turismo internacional. UNWTO.  
 
 
 

  

CO1 CO2 CO3 CO4 CO5 CO6 CO7 CO8 CO9 CO10 CO11 CO12 CO13 CO14 CO15
CG3 CG5 CG9 CE1 CE4 CE10 CE11 CE12 CE16 CE17 CE18
✔ ✔ ✔ ✔ ✔ ✔ ✔ ✔ ✔

H1 H2 H3 H4 H5 H6 H7 H8 H9 H10 H11 H12 H13 H14 H15 H16
CG1 CG2 CG4 CE2 CE3 CE7 CE8 CE9 CE14
✔ x ✔ ✔ ✔ ✔ ✔ x
C1 C2 C3 C4 C5 C6 C7

CG6 CG7 CG8 CE5 CE6 CE15
✔ ✔ ✔ ✔ ✔ ✔

Resultados del Proceso de Formación y de Aprendizaje
Asignaturas/Cursos Lectivas

CONTENIDOS

HABILIDADES

COMPETENCIAS
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Results of the training and learning process 
 
 
 

Skills and abilities 

 

S2 
To apply the analytical skills acquired in defining and approaching new problems and in searching for 
solutions, both in a national and international business context. 
 

S3 

To be able to collect, record and interpret macroeconomic data, country information, industry and 
business information, financial and accounting data, statistical data, and relevant research results to 
systematise business decision-making processes in international environments. 
 

S4 
To apply the appropriate procedure in order to achieve an international business objective. 
 

S5 
To assess the relationship between companies and the institutional framework in which they operate. 
 

S6 
To manage digital platforms, technological, audiovisual and computer media to search for information 
and for effective communication of business projects. 
 

S7 
To handle software and statistical programmes for data recording and analysis.  
 

S8 
To analyse the results of market and competition research in order to propose strategic orientations and 
operational actions. 
 

S9 
To manage a business internationalisation project and assume managerial responsibilities. 
 

S12 
To integrate theoretical and practical knowledge in internationalised professional environments.  
 

S13 
To develop specific practical skills in the area of international business and/or project management and 
leadership. 
 

S14 
To encourage entrepreneurship in business projects with an international focus and ambition.  
 

S15 
To understand the ecosystem of investors and support entities that enable the financing and economic 
viability and implementation of new ideas in the field of international business management. 
 

S16 

To implement Business Analytics, Big Data and Artificial Intelligence tools in the field of business 
organisations in order to improve efficiency, decision-making, innovation, customisation and customer 
service, and cyber security.  
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Competences 
 

C1 
To work in multidisciplinary and multicultural teams, in highly demanding situations in terms of time 
(project and case design and execution deadlines) and results.  
 

C2 
To develop business and personal activities within the strictest ethical and socially responsible 
behaviours, as well as to develop sensitivity to social and environmental issues.  
 

C3 
To express themselves correctly, both orally and in writing, in Spanish and English, maintaining an 
appropriate image in their professional activity. 
 

C4 
To lead the process of designing the international strategy.  
 

C5 
To work in a team, prioritising the precision of the results and the soundness and originality of the 
proposals. 
 

C6 
To lead and develop international business negotiation processes. 
 

C7 
To apply the experience gained in problem-solving using advanced decision-making tools.  
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Knowledge or contents 
 

CO1 
To learn about analytics for business management in dynamic and complex environments, such as 
the international environment. 
 

CO2 

To acquire a body of theoretical and practical knowledge and learning skills that will enable those who 
remain interested to pursue further, more specialised studies in the field of advanced research or 
doctoral studies.  
 

CO3 
To master the basic tools of information and communication technologies for exercising their 
profession and for learning. 
 

CO4 
To understand the concepts, theories and instruments for analysing and developing business 
internationalisation plans. 
 

CO5 
To understand the nature of the problems in the organisation and therefore the application of suitable 
tools by developing analytical skills.  
 

CO6 
To acquire the skills for professional document drafting and reporting in the field of international 
business.  
 

CO7 
To know the structure and functioning of the organisations and institutions that support companies’ 
internationalisation. 
 

CO8 
To know the main legal and fiscal aspects that directly or indirectly affect business internationalisation 
processes.  
 

CO10 

To understand the internal processes, interdepartmental relations and the different roles that exist in 
the organisations of the supplying companies and in the purchasing bodies and companies, and their 
impact on the negotiation of international contracts. 
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Knowledge or contents 
 

CO1 
To learn about analytics for business management in dynamic and complex environments, such as 
the international environment. 
 

CO2 

To acquire a body of theoretical and practical knowledge and learning skills that will enable those who 
remain interested to pursue further, more specialised studies in the field of advanced research or 
doctoral studies.  
 

CO3 
To master the basic tools of information and communication technologies for exercising their 
profession and for learning. 
 

CO4 
To understand the concepts, theories and instruments for analysing and developing business 
internationalisation plans. 
 

CO5 
To understand the nature of the problems in the organisation and therefore the application of suitable 
tools by developing analytical skills.  
 

CO6 
To acquire the skills for professional document drafting and reporting in the field of international 
business.  
 

CO7 
To know the structure and functioning of the organisations and institutions that support companies’ 
internationalisation. 
 

CO8 
To know the main legal and fiscal aspects that directly or indirectly affect business internationalisation 
processes.  
 

CO10 

To understand the internal processes, interdepartmental relations and the different roles that exist in 
the organisations of the supplying companies and in the purchasing bodies and companies, and their 
impact on the negotiation of international contracts. 
 

CO11 To learn to assess the risks for companies when dealing with complex international projects, as well 
as to understand some of the essential aspects that determine the success or failure of projects.  
 

CO12 To learn the theoretical foundations and put into practice the tools of Business Analytics, Big Data and 
Artificial Intelligence. 
 

CO13 To learn to incorporate the concept of sustainability in business and institutional projects, identifying 
its specific areas of practical application. 
 

CO14 To learn how to incorporate other SDG concepts, which are also relevant for international companies, in their 
projects, identifying their specific areas of practical application.  
 

CO15 To know the necessary tools for obtaining, manipulating and interpreting all accessible data that are relevant for 
modern company management, with special emphasis on data analytics and artificial intelligence. 
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Teaching methodologies 
 

MD1 
Expository master class: the lecturer explains the key and cutting-edge notions for the discipline in 
question.  
 

MD2 
Individual student work: readings, reports, technical notes, self-assessment questionnaires, and 
research for additional information. 
 

MD3 
Teaching assignments - face-to-face interactive classes: discussion seminars and workshops 
 

MD4 
Case studies, problem-solving and practical exercises in groups or individually: resolution, sharing 
and discussion in class, through seminars, of previously chosen case studies. 
 

MD5 
Teaching assignments – personalised tutorials: group and individual work and presentations (field 
work, development of business projects). 
 

MD6 
Lectures: managers/professionals with expertise in the area/case study 
 

MD7 

Teaching assignments – interactive online classes: online discussion seminars. Use of new 
technologies as a means of searching for information and presenting results, and for answering short 
tests (quizzes). 
 

Training activities 
 

AF1 

Lectures: 
Development of theoretical content and subject concepts. Lectures are defined as teaching time that 
is mainly taken up by the lecturer’s continuous teaching. Students are able to participate, ask 
questions or express their opinions, but they generally listen and take notes. 



 
 

MÁSTER UNIVERSITARIO EN GESTIÓN INTERNACIONAL DE LA EMPRESA 2025-2026                                        62 | 62 

 

 

 
 

 
 
 
 
 
 
 
 

 
 
 
 
 

 

Training activities 
 

AF2 

Practical classes: 
Application of theoretical content to analysing specific problems that enable the student to 
understand and assimilate the content. These include presentations, lectures with 
managers/professionals who are experts in the area or case study, seminars, debates and 
discussions with analysis of the contents developed in the theoretical sessions. They are carried out 
through workshops, case studies, problem-solving exercises with active student participation. 
 

AF3 

Individual and group work: 
Independent development of the theoretical content (search for information, analysis and recording, 
drafting of documents and reports, completion of questionnaires) and its application to the case 
study, with public presentation of the conclusions individually or in groups. 
 

AF4 

Tutorials: 
Meetings arranged between the teaching staff and the students, individually or in small groups, to 
direct their learning in a personalised manner, as well as to resolve doubts in relation to the contents 
of the subjects, the work and projects, the preparation of presentations and participation in the 
classroom. This includes online tutoring through the virtual campus. 

 

AF5 

Independent student work: 
This considers the student's activity of studying the subject, searching for information, analysing and 
recording, writing papers, designing presentations, participating in reading groups, and studying and 
preparing for exams. It includes using the virtual campus and the student's activity on there as well 
as the use of ICTs and computer tools, carrying out various tasks, such as self-assessment exercises 
or participation in forums and consultation of databases to obtain bibliography and documentary 
material. 


