
 
 
 

SYLLABUS 
 

PRINCIPLES OF MARKETING FROM AN INTERNATIONAL PERSPECTIVE 
Instructor: Gastón Santhiá 

Universidad Nacional de Rosario 
Contact Hrs: 52 

Language of Instruction: English 
 

ROSARIO, ARGENTINA 
 
 
Required Textbook: 
William D. Perreault, Jr., E. Jerome McCarthy, “Essentials of Marketing”, 9th Edition, Editor Irwin 
McGraw-Hill. 
R. Mohammed, R. Fisher, B. Jaworski, A. Cahill, “Introduction to Internet Marketing”, Chapter 1, 
Editor McGraw-Hill. 
 
Course Overview: This course introduces you to marketing and marketing strategy planning. Your 
instructor will take you through an overview of marketing concepts and variables such us markets, 
consumers, segmentation, target market, product, place, price and promotion. As you learn these 
concepts, you will be integrating and implementing them into a marketing plan. 
 
Course grade: Students grades will be determined on the percentages of points earned on the  
activities listed below: 

Class participation and homework  15% 
Your attendance and participation in class are important to the success of this course and your 
understanding and application of the concepts of marketing.  
 
Mid Term Exam    30% 
A mid-term exam will be given on class 10. The exam will include all material covered in the  
course up to that point. 

Final Project     25% 
A final project will be presented on the 24th class.  

Final Exam     30% 
A final exam will be given on the last class. It will cover all material covered in the course, with main 
focus on the second half. 
 
Attendance is a crucial element to your success in the course. If you are unable to attend class, please 
try to contact the instructor ahead of time. If you miss more than two classes, your final grade will be 
affected. Arrangements for changing your exam times must be made ahead of time. 
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Grades will be determined as follows: 
 
Grade Standard 
90-100 = A range Exceptional; work of superior quality; clearly stand out as excellent 

performance in quality and quantity. 
 

80-89 = B range Very good to good; a “B” should be considered a high grade, thoroughly 
competent work but not exceptional. 
 

70-79 = C range Average quality, demonstrates satisfactory comprehension of subject 
matter; meets the minimum requirements. 
 

60-69 = D range Quality and quantity of work falls significantly below accepted standards; 
unacceptable.  
 

Below 60 = F Absolutely inferior work; no possibility of successfully passing course. 
 

 
Note: Class time will be used to supplement and highlight the assigned reading. Supplemental 
readings and/or assignments will be handed out. Accordingly, it is expected that the student will read 
the selected materials prior to each class and will participate in class discussions and activities. 
 
Class Description 

1 Introduction to the course. Discussion of course objectives, project, and assignments. 
Discussion of Marketing, the role in an organization, and the focus of this course. 

2 Chapter 2: Marketing’s Role Within the Firm or Nonprofit Organization. 

3 Chapter 3: Focusing Marketing Strategy with Segmentation and Positioning.  

4 Chapter 4: Evaluating Opportunities in the Changing Environment. SWOT Analysis 

5 Chapter 5: Final Consumers and Their Buying Behavior 

6 Chapter 6: Business and Organizational Customers and Their Buying Behavior 

7 Chapter 7: Improving Decisions with Marketing Information. 

8 Video: discussion 

9 Case Analysis 

10 Chapter 8: Elements of Product Planning for Goods and Services 

11 Mid-term review 

12 Mid-term exam 

13 Chapter 9: Product Management and New Product Development 
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14 Chapter 10: Place and Development of Channel Systems 

15 Chapter 12: Retailers, Wholesalers, and Their Strategy Planning. 

16 Chapter 13: Promotion - An Introduction to Integrated Marketing Communications 

17 Chapter 14: Personal Selling 

18 Chapter 15: Advertising and Sales Promotions. 

19 Chapter 16: Pricing Objectives and Policies 

20 Chapter 17: Price Setting in the Business World 

21 Chapter 18: Developing Innovative Marketing Plans: Appraisal and Changes 

22 Internet Marketing (Chap. 1, Book: Introduction to Internet Marketing) 

23 Final Exam 

24 Projects presentation 

 
Final Project 
Assume you are the marketing manager for a company or an organization that has a product or service 
or idea that you need to develop a marketing plan for. You will be working with other team members 
(assigned first day of class) to develop this plan. This project has a written component and an oral 
component, which are graded separately. Assume you will be submitting and presenting this plan to 
the executive board of the company. The analysis should be 6 to 8 pages in length. Each team will 
have 15 minutes to present the project. 
         
    --------------------------- 
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