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CERTIFICATIONS brofesaionals skiled i marketing managerment
and decision-making, commercial management,

brand management, market research, product
innovation and development, digital marketing,

Commercialization and Trade Marketing - Entrepreneurship in Innovation

and Technology Marketing and data analytics. This comprehensive training
Strategic Brand Management empowers graduates to excel, build strong brands,

Entrepreneurship in Sports Marketing and develop competitive strategies in the market—
Market Research and Consumer and Sponsorship guided by ethics, sustainability, and human values.

Behavior
Data Science and Machine Learning

Digital Marketing
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General Studies 40 Mandatory
Mandatory subjects of the General Studies Program School 151 Mandatory
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Mandatory subjects of the Marketing Undergraduate Program I 18 Elective
. . . Total Credits 209
Elective subjects of the Marketing Undergraduate Program
Subjects in common among the undergraduate programs * Subject to curricular change.



