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Description  

This course will focus in “International Marketing”. Students will learn 
about socio - cultural issues, economic and political - legal environment, 
together with strategic and marketing considerations when doing 
business in Latin American countries. Learning approach will be base in 
cases of study as well as lectures and a team project.  

Aims  

At the end of the course the students will be able to:  

1. Understand the concept of marketing environment and its 

application in L.A.   

2. Assess the importance of understanding the process of market 
research and consumer behavior for developing company 

strategies.   

3. Understand the meaning of the concepts market segmentation, 

targeting & positioning.   

4. Understand the concept of marketing mix (4p: product, price, 

promotion & place).   

5. Understand the concept of business intelligence related in 

marketing environment.   



6. Understand how the process of the data mining and impact 

company strategies in L.A.   

Methodology  

We will employ lecture, discussion, case study, research and 
presentation as our learning methods. We will discuss Latin America 
doing business cases in every class that relates to our scheduled topic 
area. 

You will be expected to come to class prepared to discuss the issues 
and dynamics at play, as well as offer solutions and strategies. 
Discussions will be frequent, and you will need to participate to get 
participation credit in the course. 

For each class students will be required to read relevant material in 
advance.  

Course Newspaper  

I recommend reading the different business, economic newspapers and 
magazines from the region: 

1.- Chile:  

a) El Mercurio newspaper (Economía y Negocios section) 
http://diario.elmercurio.com/ 

b) Diario Financiero: https://www.df.cl/ 
c) Diario el Pulso: http://www.pulso.cl/ 

 

 

 

 

http://www.pulso.cl/


2.- Argentina : 

a) Diario La Nación: http://www.lanacion.com.ar/ 
b) Revista Target 
c) Revista Apertura: http://www.apertura.com/ 

3.-  Brazil: 

a) Folha de Sao Paulo: http://www.folha.uol.com.br/ 
b) Veja Magazine: http://veja.abril.com.br/ 
c) Istoé: http://www.istoedinheiro.com.br/ 

4.- México 

a) Diario Reforma de México – negocios: 
http://www.negociosreforma.com/defaultr.htm 

Grading  

Your grade will be issued based upon the following breakdown:   

Attendance & Participation: 20% 

Business Cases Presentations: 30% 

Business Environment Presentations: 30%  

Final Individual Exam: 20%  

Participation: This grade is related with significant comments classes, 
questions and debates. 

Case-presentation guidelines In this section I provide a general 
guideline for the presentation of a case. Each case presentation should 
last between around 15 minutes. During the first 5 minutes of the 
presentation (at most) the student/group should summarize the case in 
order to present the situation to the class. Eighty percent of the 
reminder of the time should be allocated to answer and justify the 



student's/group's position on the questions of the case. The twenty 
percent of the time that is left after the cases's summary is allocated for 
discussion in the class. Case presentations go after the country 
presentation. 

Country-presentation guidelines In this section I provide a general 
guideline for presenting a regional overview. A presentation should last 
around 15 minutes. Time should be allocated evenly between each of 
the points that should be covered in the presentation, i.e. geographical 
situation, key demographic indicators, key economic indicators, key 
human development indicators, description of general political 
institutions and key institutions governing international trade. Country 
presentations must coincide with the specific countries of the business 
case and go before the business presentation. 

Attending class, being prepared and participating is the key to getting 
the most value out of this class. Cases, current events and various 
management scenarios will be taught and discussed, and you need to 
be actively involved. You need to ask questions about the material, give 
comments, and defend positions. I look for your opinions and insights. 
All of us benefit by your preparation and cooperation. 

Business Cases: will be 8 business cases all related to the scheduled 
topics. 

Due dates will be as follow:   

1.- B. Case Home Depot 

2.- B. Case Himalaya 

3.- B. Case Natura 

4.- B. Case Juan Valdez 

5.- B. Case Gastón Acurio 



6.-B. Case Concha y Toro 

7.- B. Case Falabella & Cencosud 

8.- B. Case Latam 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



Contents  

 

 

 

 

Week of  
Business 

Case  
Semester 

06-ago  Course Introduction: Objectives; Methods; Expectations. Introduction to International 
Marketing. Latin America 

13-ago  Marketing Strategy 

20-ago Home 
Depot 

Retail Formats: Variations in Different Markets, International Market Research.  

27-ago  Retail Formats in Chile: Variations in Different Markets  

03-sept Cencosud 
& Falabella 

An overview of the Latin America Retail Marketing Environment 

10-sept Juan 
Valdez 

Segmenting and Targeting International Markets 

24-sept Natura Positioning in International Markets.  

01-oct Gaston 
Acurio 

Branding Decisions in International Markets.  

08-oct Himalaya Consumer Behavior. Cultural Influences on International Marketing. The Latam Case.  

22-oct  Cultural Influences on International Marketing 

29-oct Latam Pricing within an International Market 

05-nov Concha y 
Toro 

Expansion Strategies and Entry Mode. The Wine Industry.  

12-nov  Summary and Conclusion of the course 

19-nov  Final Exam 

   

   



GUIDELINES FOR GENERAL CONDUCT DURING THE COURSE 

• All participants must contribute to group effort. Thus, it is 
expected that each brings his/her experience and knowledge and 
finds ways to contribute to a constructive discussion between the 

professor and the students.   

• Each participant should adopt a positive and respectful attitude 
during classes, presentations and when working with other 
members of his team. Also, get to class on time and be prepared 

to complete the works established in the course.   

To maintain maximum concentration during class sessions, the 
following is required:  

• Be punctual throughout the semester.   

• Avoid side conversations.   

• Be courteous when others are speaking in class or 

presenting.   

• If for some reason you have to leave before the end of 
the class period, you should notify the professor 

beforehand.   

• Keep mobile phones and computers on silent mode 

during class.  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