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ABSTRACT 

Geomarketing is an increasingly common tool in the lives of organizations. In order for its application in 

practice to be effective, it is essential to equip the professionals involved in the process with adequate 

theoretical and practical knowledge, which can be obtained by attending various courses. The aim of this 

article is to answer the following question: Is geomarketing addressed in the syllabus of public higher 

education in Portugal?  For this purpose, an exploratory documentary research was used, taking into 

account the 1st, 2nd and 3rd cycles of courses related to Business Management, Marketing, Geography 

and Information Systems, within the scope of public university higher education and polytechnic public 

higher education. We conclude that the answer to the initial question is positive, although the references 

to geomarketing as a curricular unit are still not very visible in the national territory. In terms of degree, 

the Master's Degree was the one that gathered the highest number of results. 
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INTRODUCTION 

Geomarketing is currently a widely discussed concept in the scientific literature. References to its 

application can be found in studies of various natures and in various contexts: Retail (PEREIRA, 2022), 

Public Transport (MANGINI, 2014), E-Commerce (ALBUQUERQUE, 2019), Coastal Tourism 

(ZARAGOZA et al., 2019), Sports (RAVENEL, 2011), Hospitality (DE ALMEIDA GOMES, 2019), 

School context (CAETANO, 2023), Social context (ALBORNOZ DEL VALLE et al., 2020), etc. 

It is usually defined as the product of the connection between Geography and Marketing, several 

authors suggest it, of which we can highlight: YRIGOYEN (2003, p. 7), BOCALANDRO et al. (2007, p. 

14), RODESKI (2010, p. 5), CARDOSO (2011, p. 9), FERNANDES (2023, p. 16307), among others.  

In this regard, as we had pointed out in FERNANDES (2023, p. 16307), "In the essence of the 

term geomarketing, two areas are associated with each other, Geography and Marketing, that is, in 

general, it can be said that Marketing needs the geographic information provided by Geography. 

Geographic information is now essential in the life of organizations, enabling more credible and well-

founded decision-making." 
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The process of implementing a geomarketing system includes several stages, depending on the 

sector of activity and the purpose for which it is intended. Of course, the different stages must be 

supported by properly qualified human resources. 

In this context, it is necessary, among other tasks, to handle sophisticated software, manage 

information obtained from various sources, prepare complex maps, integrate GIS (Geographic 

Information Systems), outline customer personalization strategies, manage Data-Base Marketing systems, 

deal with systems that store and cross-reference large amounts of data (Big-Data), implement various 

types/solutions of geomarketing (geofencing,  geofilters, geotagging, etc.). 

The qualification of human resources with theoretical and practical knowledge in a given area of 

knowledge can be achieved through the attendance of courses of different nature and duration.  

Through this research, we seek to understand if in our public higher education system it is possible 

to have some training at this level, that is, whether or not geomarketing is covered in courses and 

syllabus.  

In terms of framework, it is important to note that the public higher education system in Portugal 

has evolved significantly over the last few decades. The number of students enrolled in the most varied 

courses grew, which implied "(...) large investments in education, whether in the construction of 

infrastructure or in the training of teachers. Meeting this educational demand required new 

establishments, libraries, laboratories and, necessarily, more qualified teachers." (CERDEIRA & 

CABRITO, 2020, p. 8). 

It currently consists of Public University Higher Education, Polytechnic Public Higher Education, 

Military and Police Public Higher Education, Private University Higher Education and Polytechnic 

Private Higher Education (DGES, 2024).  These teaching strands offer a wide variety of courses tailored 

to the needs of demand. It is important to regularly adjust the syllabus in line with technological 

developments. 

 

OBJECTIVE 

The aim of this study is to investigate whether or not geomarketing is addressed at the level of 

public university higher education and polytechnic public higher education. It is important to point out 

that geomarketing is highly multifaceted and can receive input from various areas of study. In this 

specific article, we only limit ourselves to the analysis of courses and curricular units entitled 

"Geomarketing", or that include references to the subject in their study plans. 

  



 
  

 
 

METHODOLOGY 

From the methodological point of view, an exploratory documentary research was used 

(MARKONI & LAKATOS, 2003). Information was collected on the website of DGES - Directorate 

General for Higher Education and on the websites of each of the educational institutions potentially 

important for the fulfillment of our objective. 

A list with detailed information on private university higher education institutions and polytechnic 

private higher education institutions was first collected from DGES (2024). 

As mentioned in the introduction, geomarketing is understood as a concept that results from the 

fusion of Geography with Marketing, being applied in companies of the most diverse activities. Based on 

this assumption, for the list obtained, we chose courses related to Business Management, Marketing, 

Geographic Information Systems (GIS), Geography and other related courses, within the scope of the 

Bachelor's (1st cycle), Master's (2nd cycle) and Doctorate (3rd cycle) degrees.  These are the courses that, 

by their nature, have proven to be the most conducive to eventually addressing the theme of geomarketing 

within the scope of their curricular units. All those courses that were not shown to be in the least related 

to geomarketing were excluded from the list. 

Then, for each of the selected courses, a detailed analysis of the study plan/syllabus of the 

curricular units of the three cycles was carried out, based on the information available in open access on 

the website of the corresponding educational institution 

 

DISCUSSION OF RESULTS 

The results obtained, Chart 1, lead to the conclusion that the theme of geomarketing is present in 

four institutions, two of university education and two of polytechnic education. 

In two of these cases, geomarketing gives title to curricular units included in Master's courses 

related to land management (IGOT and FCSH). In another case, it appears as a curricular unit of a 

Master's Degree in the area of commercial management (ESTGA). On the other hand, only one reference 

was found to the Bachelor's degree, with geomarketing being included as one of the topics of the syllabus 

of a curricular unit in the field of marketing (ISCAL).  

It should also be noted that all four references found in the scope of this research refer to optional 

curricular units, it was not possible to find any mandatory curricular unit that included references to 

geomarketing. 

In geographical terms, the educational institutions that allude to geomarketing are distributed as 

follows: AML - Área Metropolitana de Lisboa (3), Região de Aveiro (1). 

 

 



 
  

 
 

Frame 1 – Results obtained 

Educational Institution Unit Course References to geomarketing 

University Higher Education 

University of Lisbon 

IGOT – Institute 

of Geography and 

Spatial Planning 

 

Master's Degree in GIS 

and Territorial 

Modelling applied to 

Planning 

 

Optional course 

"Geomarketing" 

 

New University of Lisbon 

 

FCSH - Faculty of 

Social Sciences 

and Humanities 

Master's Degree in 

Territory Management 

Optional course 

"Geomarketing" 

Polytechnic Higher Education 

Polytechnic Institute of 

Lisbon 

ISCAL – Higher 

Institute of 

Accounting and 

Administration of 

Lisbon 

BSc in Management 

Included in the syllabus of the 

optional course "Advanced 

Marketing" (3rd year/2nd 

semester) 

Polytechnic School of the 

University of Aveiro 

 

School of 

Technology and 

Management of 

Águeda 

MSc in Commercial 

Management 

Optional course 

"Geomarketing" 

Source: Author based on information collected 

 

From the point of view of content, in relation to the Master's Degree in GIS and Territorial 

Modelling Applied to Planning, at IGOT, the optional curricular unit "Geomarketing", of the second 

academic semester of the first year, aims to improve students' knowledge in relation to topics such as 

location, geomarketing projects and GIS from the perspective of geomarketing (IGOT,  2024). As can be 

seen on the website, it includes various subjects: Cartography, Censuses, Databases, Areas of influence, 

Market Analysis, etc. (IGOT, 2024). 

The Master's Degree in Territory Management, from FCSH - Faculty of Social Sciences and 

Humanities, also includes in its scope an optional curricular unit called "Geomarketing". This unit, 

framed in the second semester, aims to expand knowledge on aspects such as spatial location, 

geomarketing planning, GIS and the definition of territorial strategies in various organizations (FCSH, 

2024). The program consists of four major sets of subjects: GIS, Technology, Geomarketing, and 

Geomarketing Project (FCSH, 2024). 

Entering now into the universe of polytechnic education, ISCAL – Higher Institute of Accounting 

and Administration of Lisbon is the only one of the four results obtained that does not have any unit with 

the designation "Geomarketing", but alludes to the concept within the scope of the curricular unit 

"Advanced Marketing", of the Degree in Management (ISCAL, 2024). 

In title 5 of the unit's syllabus, "New Forms of Relationship in Marketing", some of the most 

recent trends in Marketing are presented, namely digital, viral, neuromarketing, etc. It is in this set, point 

5.6, that geomarketing appears.  



 
  

 
 

Finally, ESTGA - School of Technology and Management of Águeda, includes an optional 

curricular unit in its Master's Degree in Commercial Management.  The course "Geomarketing" seeks to 

provide the student with knowledge of location and GIS in the field of retail (ESTGA, 2024). The 

curriculum includes four main topics: Spatial Marketing, Consumer Behavior and Spatial Information, 

Commercial Location and Geographic Information, and Marketing Management and Geographic 

Information (ESTGA, 2024). 

The analysis of the various previous contents leads us to conclude that those who decide to attend 

these curricular units (which focus on GIS, location, geomarketing planning, etc.) are in a position to 

assimilate important knowledge, which can become essential to better understand geomarketing tools, as 

well as to support the process of implementing a system of this nature. 

 

FINAL THOUGHTS 

This article sought to analyze the presence of the theme of geomarketing in the study plans of the 

curricular units of public university higher education and polytechnic public higher education. The 1st, 

2nd and 3rd cycles, respectively Bachelor's, Master's and PhD were taken into account. 

The question posed at the beginning of this research was answered positively, although there are 

still few institutions that include geomarketing in their content.  

Geomarketing is included in two public university higher education institutions and two 

polytechnic public higher education institutions. We are in the presence of optional curricular units, but 

which address the subject in depth, focusing particularly on GIS and the importance of localization, 

providing students with useful tools to deal with various geomarketing approaches. 

For future studies, studies can be suggested that seek to evaluate the presence of the concept in 

graduate programs and even in shorter courses that do not lead to an academic degree, so that 

comparisons can be made with the panorama found in the results of this article. 
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