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INTRODUCTION TO MARKETING  

 

COURSE: FIRST 

SEMESTER: FIRST 

TYPE: BASIC SKILLS AND LEARNING 

LANGUAGE: ENGLISH 

CREDITS: 6 

SENIOR LECTURER: JORDI CASTELLS 

 

GOALS: 

 

The main aim of the Introduction to Marketing course is to provide a general approach 

to the marketing issues by introducing the basic elements of marketing for businesses and 

nonprofit organizations and examining the range of marketing decisions that an organization 

must make in order to sell its products and services.  

Other goals also include to introduce students and make them familiar with the vocabulary, 

concepts and tools of marketing as an activity and philosophy belonging to the business 

world. 

 

During the course we will:  

 analyze the importance of marketing as an economic and business activity, as well as the 

different functions related to that activity 

 have a look at the concepts and key actors that constitute both, the system and the business 

environment and get to know the environment forces that determine all actions of 

marketing in companies 

 define and explain the major decisions that affect marketing within the strategic plan of the 

company 

 give both, a philosophical and practical perspective about the meaning of marketing, as 

well as the different kinds of marketing that nowadays we can come across in our lives 

(political marketing, public marketing, ecological marketing, NGOs, etc.) 

 understand consumer wants, value proposition and how companies “communicate” with the 

customer. 

https://es.eserp.com/profesor/jordi-castells-cuscullola/
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 last, but not least, our study will bring knowledge about the use of basic 

marketing tools, such as: product, price, distribution and communication. 

 

SKILLS: 

 

BASIC COMPETENCES (BC) 

By completing this course, students will be able to: 

1. BC1: show knowledge and understanding in an area of study built from the base of 

secondary education level and, although it is supported by advanced textbooks, includes 

also some content extracted from the state of the art in this field of study. 

2. BC2: apply their knowledge at the workplace, as a job or even vocation, in a professional 

manner and show competence typically demonstrated by arguing and problem solving 

within this area of study. 

3. BC5: Have a general view of the subject in order to undertake further study with a high 

degree of autonomy 

 

GENERAL COMPETENCES 

1. GC1: develop the language skills needed to express their ideas and proposals in an 

adequate way, both in the language of their “Comunidad Autonoma” and also in English. 

 

SPECIFIC COMPETENCES (SC8) 

 Design strategic marketing plans for decision making purposes according to a market 

(national and international) approach. 

 Detect and correctly analyze the factors that influence the behavior of consumers 

(national and international), from the marketing perspective. 

 Analyze and define marketing Products and Services and their policies related to Price, 

Distribution and Communication. 

Other competences 

 Understand the Value Proposition, targets, customer behavior and purchase 

process, segmentation and positioning of a company. 
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LEARNING OUTCOMES (RESULTS - R-): 

Upon successful completion of this course, students will be able to: 

 

 R2: apply the model of supply and demand to analyze competitive markets.  

 R6: use of the English language to convey ideas and concepts in the marketing field, that 

is, use professional English to communicate ideas and concepts within a marketing 

scope: Students are also able to use marketing concepts and terminology both in 

Spanish/Catalan and English. 

 R7: manage fundamental principles and concepts that explain consumer behavior  

 R8: apply the principles and concepts of marketing  

 R9: interpret and analyze the market in order to obtain a thorough knowledge of 

consumers and their behavior.  

 R10: make decisions about the product as well as its distribution, pricing and 

communication in order to achieve better efficiency and effectiveness.  

 

Other outcomes: 

 

Besides, upon successful completion of this course, students will also be able to: 

 

 carry out SWOT analysis and competitive analyses 

 perform basic market research activities based in primary and secondary sources and will 

also be able to interpret and write reports based on the information and data found. 

 apply segmentation processes 

 explain the importance of customer value and customer satisfaction and retention; 

discuss how to maintain and develop customer relationships. 

 analyze and understand companies’ decisions about marketing mix 

 develop plans for promotional campaigns and write sales and marketing materials.  

 Contribute to sales campaigns as tools with marketing purposes. 

 Design and coordinate the execution of marketing plans. 

 Students carry out individual and Group activities related to consumer behavior, market 

analysis and marketing mix according to what is taught in the course. 

 (R11) Students are able to understand and apply their knowledge and skills for 

troubleshooting situations in complex or specialized professional work environments, by 

means of own reasoning and procedures which require creative and innovative ideas. 

 (R12) Students identify their own learning needs in this field of study, work or 

professional environment. Students are able to organize their own learning with a high 

degree of autonomy in all kinds of context (structured and unstructured). 
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CONTENTS: 

Changes in the previous contents: 

 

 Students are asked to submit a integrative Marketing Plan that encompasses all main 

issues in the subject 

 Change in order:  Market research and Customer Behavior explained before the MIX to 

make it easier to be applied in the Final Project Marketing Plan 

 Lessons are tied together. Units are longer but they gather all related content to make it 

easier to students to grasp the whole picture of the materials  

 Three exams, instead of two, are proposed, to help students better integrate all contents.  

 

CONTENT 

 

Unit 1 Business, Value and Marketing. 

Subject scope. 

Global idea of Business. Business Model Canvas 

Marketing function in business. Marketing definition. 

Customer Needs, Wants and Demands. 

Customer driven Marketing. Value. 

New trends in Marketing 

 

Unit 2 Marketing Strategy 

Company vision and mission. 

Idea of competition. 

Competitive Advantage and Competitive Position. 

Steps in the marketing strategy process. 

Internal analysis Tools:  Value Chain.  Product Life Cycle. 

External analysis Tools for the company’s environment.  5 competitive forces, STEPL 

SWOT Analysis 

 

Unit 3 Market research 

Marketing Information Needs. 

The Marketing Information System. 

Knowledge about Markets and Customers. 

Primary and secondary sources. 

Secondary resources. 

Primary Tools and methodologies. 
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Analyzing and Distributing Marketing Information 

 

Unit 4 Customer Behavior 

Model of Consumer Behavior 

Characteristics Affecting Consumer Behavior. Variables 

Types of Buying Decision Behavior 

The Consumer Decision Process 

The Business Buyer Behavior Process 

 

Unit 5 Segmentation, targeting and positioning 

Market Segmentation 

Marketing Target 

Differentiation and Positioning  

Positioning for Competitive Advantage 

Competitive Strategies 

 

Unit 6 Products and Services 

Idea of Products. 

Product and Service Decisions. 

Marketing for Services. Characteristics of services 

Branding Strategy: Building Strong Brands 

New-Product Development Strategies and Process 

Product Life-Cycle Strategies 

 

Unit 7   Integrated Marketing Communication 

The Promotion Mix and Integrated Marketing Communications 

Advertising 

Public Relations 

Personal Selling 

Sales Promotion 

Direct-Marketing and tools Direct Marketing 

Extension to online Marketing 

Introduction to SEO/SEM 

Digital Marketing Strategy 

Social media and marketing 

 

Unit 8 Distribution: Placing products and services 
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Supply Chain and the Value of the Delivery Network 

What is a Marketing Channels? 

Channel functions. 

Kinds of Channels and Organization 

Retailing 

Wholeselling 

 

Unit 9 Pricing 

What Is Price? 

Factors to Consider When Setting Prices 

Pricing Strategies: New-Products, Product Mix consistency 

Elasticity 

Pricing approaches: Based on costs, based on market 

Cost based pricing formula 

 

Unit 10 International Marketing strategy and tactics. Marketing Ethics. 

Marketing for global strategies. 

International marketing.  

New markets: Which markets and how to enter 

Cross cultural marketing considerations 

Ethical considerations in marketing. Current trends. 
 
 

COURSE REQUIREMENTS 

 

In order to take this course, students must: 

 

 Have access to a computer; If it’s a laptop (or tablet), students are kindly requested to 

bring it in class. Smartphones with wide screen might also be useful. 

 Have Internet access. 

 Use Microsoft Office or similar desktop Suite files and documents (.doc, .ppt, .xls, etc.). 

 All assignments (unless other formats stated ) MUST be submitted in PDF. No other 

formats will be accepted. Neither .doc (MSWord) nor .otc (or other Apple formats).  

Should any student submit another format, a grading of 0 is automatically given and the 

assignment will not be retaken. 

 Have basic competency in the English language (B1 of Common European Language 

Framework). 
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ASSESSMENT AND GRADING SYSTEM: 

EVALUATION SYSTEM: COMPONENTS WEIGHT 

(%) 

 

Short activities 20 INDIVIDUAL 

WORK 

 

50% 

FPMP Delivery 1 20 

FPMP Delivery 2 30 

FPMP Delivery 3 20 

FPMP Delivery 4 – elevator pitch 10 

Exam 1 (part 1) 30 EXAMINATIONS 

 

50% 

Exam 2 (part 2) 30 

Exam 3 (part 3) 40 

 

FPMP: Final Project Marketing Plan 

In each COMPONENT, students MUST get a minimum of 4 (out of 10) to be considered 

GRADEABLE. Below 4, the rest of COMPONENTS neither have effect to increase the 

average nor become a way to get up to 5. 

The weighted average from all COMPONENTS must be, at minimum, of 5 points (out of 10) 

in order to pass the course 

 

 Ongoing assessment 

 

 During the ONGOING assessment, all components MUST have at least a 4 (out of 10) to 

be part of the average WITH the EXCEPTION of Project Deliveries 1 and 2 which can be 

retaken. Retake is done DURING the following delivery. For example if a student gets a 

3  in  Project Delivery 1,  he/she has the opportunity to improve it and deliver it adding 

the new version to the Project Delivery 2 in due time. The same will be considered for 

Project Delivery 2 in regard of Project Delivery 3. 

 In the retake of Project Deliveries, the grading MUST be equal or higher than 4 to be part 

of the average.  If the retake is below 4, that Delivery must be submitted in 

“Complementarias” period. 

 Should a student not be able to attend to the Elevator Pitch delivery session, he/she can 

do it in the exam day, at 15;00 h. 
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“Complementarias” period 

 

 In the “Complementarias” period, any grading (whatever exam or FPMP delivery) MUST 

be equal or higher than 5,0  subject to be part of the average. 

 

 

Examinations are worth 50%  

Contents for exams are cumulative. 

The subject has 3 parts 

Part 1: Units 1, 2, 3 

Part 2: Units 4, 5, 6, 7 

Part 3: Units 8, 9, 10 

After completing each part, there will be an exam to assess understanding and knowledge of 

the contents developed in that part. Therefore there are 3 exams.   

 

Each exam has  

 4 questions to develop shortly. Each question is worth 1,5 points.   

 The only assessments possible are   0,    0,5,     1   and   1,5. 

 0: non answered or very poor performance – students show no real knowledge of the 

implications of the question 

 0,5:  students show poor performance , but answer is related to the expected answer 

 1: students show sufficiency about the knowledge 

 1,5: Students show high understanding by relating the concept to other concepts, or by 

giving superior examples or outstanding implications of that knowledge within marketing. 

 One question to develop in a more extensive way. Worth 4 points. Content is cumulative 

and the question is meant to stablish relationships between contents from all parts (Parts 

1 2 and 3) of the subject. 

 

For example:  

 Exam 2 focuses specially in the contents of part 2 (developed after submitting exam 1), 

BUT there are questions in exam2 that specifically ask to relate contends of part 1 with 
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contents of part 2. That is, exam 2 will not include questions asking specific definitions for 

contents of part 1 but will include a question to stablish some relationships. 

 Exam 3 focuses specially in the contents of part 3 (developed after submitting exam 2), 

BUT there are questions in exam3 that specifically ask to relate contends of parts 1 and 2 

with contents of part 3. That is, exam 3 will not include questions asking specific 

definitions for contents of parts 1 and 2 but will include a question to stablish some 

relationships. 

 Exams 1 and 2 are weighted 30% of the exams component.  Exam 3 (because of its 

cumulative purpose) is weighted  40% 

 That’s why exams can be compensated from a grading of 4,0  and up, since the exams 

are meant to be eliminate explicit content BUT ongoing general understanding (and 

retention) of the previous parts has to be demonstrated.  Compensate means “add for 

average calculation”. 

 

Knowledge and relationship between contents of part 1, 2, and 3 are also assessed in the 

Marketing Plan which is, also, assessed continually during the course. 

 

IMPORTANT 

 During the Ongoing Assessment period, exams can compensate from 4,0 (included) and 

higher 

 Any exam with a grading lower than 4,0  needs to be retaken in the period of 

“complementarias” 

 Grading range for each exam is 0 to 10.  

 Any exam grading has to be equal or higher than 4,0  to be gradable in the average 

formula  

 The formula for the final exams grading of (grading 1)*30%+ (grading 2)* 30%+ (grading 

3)*40% has to be equal or greater than 5. 

 In the “Complemantarias” period, any grading MUST be equal or higher than 5. 

 The final addition of the grading obtained in the 3 exams is weighted 50% for the subject 

final grading. 

 

The remaining 50% comes from student’s work 

 

The ongoing individual work consists of 
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 Personal study work. The Class Notes for the subjects has some GAPS that the student 

has to complete. These contents might appear in the exam. These contents are not 

supposed to be submitted to the teacher. 

 Activity.   There’ll be time in class to do these activities (at least partially). Students that 

work digitally might submit the activity immediately after the class. Students that work on 

paper will need to digitally transform their work. 

 Activities are intended for very short answers 

 Grading of an activity is  0 or 0,5 or 1 

 0:  not submitted or answer showing poor understanding. 

 0,5: sufficient understanding. 

 1: good understanding 

 There’ll be more than 13 activities. The teacher will use the BEST 10 

grading (this is 80% of the activities) to conform an average. By adding 

the individual grading of all 10 activities you get up to 10 points. 

 Activities are not retaken (in the case they are failed or not submitted in 

due time).   

 A final project: FINAL PROJECT MARKETING PLAN (FPMP) 

 FPMP Scheduled in 3 partial deliveries 

 Plus a delivery of a 4 minutes “elevator Pitch” (alone, not in front of the 

class) of the major points of the MKT plan.  

 More information for the final project will be given in a specific handout. 

 A failed delivery  

 Equal or Higher than 3 can be retaken in the next delivery  

 

Activities and FPMP Deliveries MUST be uploaded in the campus (ESERP’s Moodle 

platform). Any other form of delivery, such as sending attached files to the teacher’s email 

account, won’t be considered neither assessed. 

 

HOMEWORK COPYING AND COPY-PASTING 

Students are not allowed to submit work that has been copied, wholly or partially, from 

another student’s homework OR from another source (I.e. internet).  If students consider that 

a paragraph or sentence from an article or any other source is important enough to appear in 

their homework, they MUST give proper citation (by indicating author and source). 

Ideas from books and essays may be incorporated in students’ work but in each case the 

source must be cited. If students submit any work which has been copied, wholly or partially, 
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from a book, article, essay, newspaper, the Internet or any other source, that activity or 

delivery is graded 0.   

 If it’s an Activity, there is no possibility for the retake  

 If it’s a Delivery, it can be redone and delivered in the next delivery. If the cheating takes 

place in the “complementarias” period, no retake is possible. 

 If the cheating occurs for a second time (either Activity or Delivery), THE STUDENT IS 

CONSIDERED TO HAVE FAILED THE SUBJECT, with NO FURTHER opportunities 

such as the “Complementarias” period. 

 

ATTENDANCE 

 

Any student who has more than 20% unexcused absences will automatically be excluded 

from the system of continuous assessment regardless of his/her mark in the delivered 

homework or classwork. 

Absences MUST be informed and justified within 15 days after the absence. Later 

justifications will not be accepted and the absence will not be taken off. 

 

Remember:  

All individual and group work, as well as examinations, must be delivered in ENGLISH. 

This course has NO retakes “recuperaciones” in June or September. 

 

Class Timing: 

 5’ after the official class time:  The teacher starts class by giving a summary (key 

important points) of the previous class. 

 10’   after the official class time:  The teachers calls out the class list of students names 

 After calling the names the teacher closes the door and starts new content. Students 

ARE NOT allowed to get into the class during the first HOUR. 

 If the student shows up with a clear justification, he/she will be allowed to get in and the 

absence is taken off. 

 Remember: justifications must be delivered within a 15 days period time after the 

absence for the absence to be taken off. 

 60’ after the official class time (2nd hour): Students may get into the class to do the 

Activity Part. His/her absence is not taken off. 
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METHODOLOGY: 

 

In order to successfully complete the course, students will need to work through each unit 

and all of its assigned materials. Students will also need to participate in the discussion 

topics introduced in class. 

For each class students are supposed to have read beforehand the corresponding theme of 

the course materials. In the previous class the teacher will have stated what to read. 

Nevertheless, the “Programming Schedule” has a complete detail of the course program. 

 

During class sessions, the teacher will present the corresponding subject content by 

supplying mind maps and general overview of the scheduled theme (supported by 

PowerPoint presentations).  

Then an individual activity will take place based on different kinds of materials: news, videos, 

business cases, etc. The activity has two main goals: 

 

1. Enhance the knowledge about that day’s marketing subject in order to supplement and 

implement the knowledge acquired. 

2. Drill some skills that the students will need to go forward in their ongoing individual 

homework. 

 

Sessions are divided into “theoretical” part and “practical” part. 

In “theoretical” sessions (typically hour 1) the teacher explains current lesson (with support 

from a PowerPoint) and introduces next lesson by supplying a “mind map”. 

In “practical” sessions (typically hour 2) business cases are analyzed. 

 

From all that has been said, it is quite obvious that class attendance is compulsory.  

Students are supposed to devote each week some hours of personal work: 

 

 To keep-up with the subject readings and in order to better understand the class and 

class activities. 

 To keep-up with the ongoing individual homework. 

 

Students will have hours of tutoring with the teacher to monitor and direct the ongoing 

individual homework. 
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COMMUNICATION METHODS 

 

Only the email box from ESERPS’s MOODLE platform is considered. 

 

Students are not allowed to use their ESERP’s mailbox to send a direct message to the 

teachers’ ESERP mailbox account. THEY MUST USE the mailbox from the campus: If 

Students need to send a message to the teacher, they must use the email box within the 

campus (Moodle platform). This is the only email box that the teacher looks up regularly.  

 

Students are not allowed to use any personal (or other) mailbox to send emails to the 

teacher. Even if they send it to the teacher’s ESERP mailbox.   

 

If the teacher needs to send a message to students he will use the email box within the 

campus (Moodle platform)  

 

 

REFERENCE MATERIALS 

1. The course is based upon  

 a.Specific class notes 

 b. Some contents must be looked up by students. Class notes show which ones. 

 

We strongly recommend to READ the chapter before class. Before the “explanation” in class, 

in the previous session the teacher gives a “mind map” in order to help students get the 

whole picture of the chapter to be read. OTHERWISE, students won’t have time to 

understand the lesson and do the activity. Therefore, more personal activity will be 

accumulated at home. 

 

In class the teacher will supply basic explanations on the content of each unit. But students 

are supposed to read the whole material 

 

2. If some student is not in a position to spend money on books, another Marketing 

foundations source can be found for free, since it is an online Creative Commons material: 

“Principles of Marketing, Global Edition” Authors: Philip Kotler and Gary Armstrong. 14th 

Edition.  Ed. Pearson 
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The book is also recommended for further Reading. It is a general source book (“libro de 

consulta”) for any person working in communication fields. We highly recommend to buy the 

“e-book” version than the paper, since it’s cheaper and faster to get. It also has an 

integrated English dictionary. 

3. “Core Concepts of Marketing”. Author:  John Burnett from the Terry College of Business 

at the University of Georgia. 

http://www.saylor.org/site/wp-content/uploads/2012/11/Core-Concepts-of-Marketing.pdf 

Book licensed under a Creative Commons Attribution 3.0 License and uploaded by the 

Saylor.org Academy 

NOTE: This is not a free copy of the textbook recommended in (1). Therefore, some contents 

explained in class and possibly included in exams, DO NOT appear in this free book. The 

subject program contains information on how this book contents match with the course 

contents. 

4. Another free book, longer but having many of the contents and structure as Kotler’s one: 

“Principles of Marketing” form The Saylor Foundation (Book licensed under a Creative 

Commons Attribution 3.0 License) 

http://www.saylor.org/site/textbooks/Principles%20of%20Marketing.pdf 

 

 

5. For those students interested in books in Spanish,   

 “Fundamentos De Marketing” Autores: Philip Kotler, Gary Armstrong. 11ª Edición Editorial 

Pearson. It has an “american” perspective (neither global nor European) but it is translated. 

 

 

 

 

 

 

 

 

http://www.saylor.org/site/wp-content/uploads/2012/11/Core-Concepts-of-Marketing.pdf
http://www.saylor.org/site/textbooks/Principles%20of%20Marketing.pdf

