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Class code MKTG-UB 9001.007  

Instructor 
Details 

 
Instructor: Víctor Magariño 
Email: vm67@nyu.edu; vmagarino@gmail.com 
Office Hours: Tuesday / Thursday 2:30-3:00pm (please book in advance) 

Class Details 
 
Tuesdays and Thursdays, 3:00pm – 4:20pm 

 

Prerequisites 
 

 

N/A 

Class 
Description 

This course introduces you to the concepts and skills you need to create and critique 
effective marketing. Businesspeople in all areas need a solid understanding of 
marketing to succeed. Marketing is often referred to as “the engine” of a company. 
There´s never been a better time to approach this subject, considering many aspects  
are being reinvented, due to the disruption effects of the Digitalization of our society 
 

Desired 
Outcomes 

Marketing covers several kinds of activities, each of which affects the others. You 
will learn to create a balanced, coordinated marketing mix, where all elements of 
marketing activities work together. Marketing requires combining qualitative and 
quantitative analysis. This course will give you experience in coordinating the 
marketing mix and combining quantitative and qualitative analysis. The course uses a 
combination of lectures, class discussion, case studies, guest speakers and exams. The 
remainder of this syllabus describes the course and your responsibilities in it. 
 
 

Assessment 
Components 

 

Failure to submit or fulfill any required course component will result in failure of the 
class, regardless of grades achieved in other assignments. 
 

Grading Policy 
Your grade is earned through the following activities, which are discussed in detail in 
this syllabus: 
 
Class participation 10% 
One group case both written and oral (presented before the class) 20% 
Midterm exam 35% 
Final exam 35% 
 
CLASS PARTICIPATION - 10% of grade 
You will learn the most from this class if you and your classmates participate fully. 
You all have different experiences and insights, and a part of what you learn in class 
is from each other. You make no contribution with silence. A portion of your class 
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participation grades will also come from your class attendance. Many sessions of the 
course will involve interaction and I expect each class member to be prepared at all 
times in every class. To reinforce this expectation, I will occasionally randomly select  
(i.e. cold call) a class member to comment on the topic of discussion, whether or not 
the student’s hand is raised. This is the kind of thing that might happen at a business 
meeting, or any meeting, where suddenly someone asks your opinion and expects you 
to be prepared. The skills you acquire from participating in class and with your group 
will serve you well in your future positions, whether you pursue marketing as a career 
or not. Class participation means contributing to class discussion in a way that 
benefits your classmates and helps them learn. You don't have to speak frequently or 
in every class to earn the highest possible class participation grade. Some of you may 
be shy about speaking out, but you still need to participate. Class participation is not 
graded by any "curve" - it is possible and desirable for everyone in the class to earn a 
high grade for class participation. Class discussion should encourage the free and 
open exchange of ideas. If you want to challenge what I, or another student, have 
said, do so. Constructive criticism is always welcome and is an important part of the 
Stern experience. Do not be upset if I challenge something you say - we learn most 
when we have to defend our positions. If you ever feel that my comments or the 
comments of any student are not constructive, please let me know. Sometimes we 
will have to stop discussion and move on to the next topic before hearing from 
everyone - there is limited time in each session and we want to use it wisely. Please 
don't take it personally if there isn't time to call on you. Often we will try to hear first 
from class members who have not participated much before hearing from others who 
have spoken more often. It is important for your classmates, and me, to know who 
you are. Please write a name card with your first name in big block letters and use it 
in every class. This helps your classmates, and me, know who you are. If you are not 
in class, you can't learn the material in the course nor contribute to the benefit of your 
classmates. I realize that occasionally you may be absent. Whenever you know in 
advance that you will be absent, please let me know in advance. If you miss class, be 
sure to obtain copies of notes from at least two of your classmates to insure that you 
do not miss any important material. 
 
CASE STUDIES: ZARA & PARADORES – 20% of Grade 
Groups of maximum 4 people will prepare a written presentation. Groups will also be 
expected to deliver a live presentation before the class and the professor. The final 
case grade will be composed of: 25% written group work, 15% group delivery and 
60% individual delivery. 
 
At NYU Stern, we strive to create courses that challenge students intellectually and 
that meet the Stern standards of academic excellence. To ensure fairness and clarity 
of grading, the Stern faculty have adopted a grading guideline for core courses 
with enrollments of more than 25 students in which approximately 35% of students 
will receive an “A” or “A-“ grade. In core classes of less than 25 students, the 
instructor is at liberty to give whatever grades they think the students deserve, while 
maintaining rigorous academic standards. 
 
 
Statement on Provisions to students with disabilities 

Academic accommodations are available for students with documented disabilities. 
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Please contact the Moses Center for Students with Disabilities at 212-998-4980 or see 
their website (http://www.nyu.edu/life/safety-health-andwellness/students-with-
disabilities.html) for further information. 

Students with disabilities who believe that they may need accommodations in a class 
are encouraged to contact the Moses Center for Students with Disabilities at (212) 
998-4980 as soon as possible to better ensure that such accommodations are 
implemented in a timely fashion. For more information, see Study Away and 
Disability. 

 

Attendance 
Policy 

Professor Magariño accumulates 25 years professional experience including 
companies like McDonnell Douglas (today part of Boeing Corp.), Cadbury 
Schweppes (today part of Kraft Foods), Universal Pictures (NBC-Universal - GE) 
and, most recently, Google (EU HQ). He distills this experience in every class, if you 
are not there to listen and contribute, this knowledge transfer is “gone with the wind”. 
There is no book, reading, exercise, or case able to substitute these accumulated 
experiences. It is thus highly recommended not to miss any class at all. 
The exams may include questions related to stories and anecdotes mentioned in class 
but which may not be included in any other material, so if you miss any class, it is 
likely you will be incapable to provide correct answers and have a much tougher time 
passing this subject. 
 
 
Study abroad at Global Academic Centers is an academically intensive and 
immersive experience in which students from a wide range of backgrounds exchange 
ideas in discussion-based seminars. Learning in such an environment depends on the 
active participation of all students. And since classes typically meet once or twice a 
week, even a single absence can cause a student to miss a significant portion of a 
course. To ensure the integrity of this academic experience, class attendance at the 
centers is mandatory, and unexcused absences will be penalized with a two percent 
deduction from the student’s final course grade for every week's worth of classes 
missed. Students are responsible for making up any work missed due to absence. 
Repeated absences in a course may result in harsher penalties including failure.  
 
Unexcused absences affect students’ grades:  In classes meeting twice a week, a 1% 
deduction from the student’s final course grade occurs on the occasion of each 
unexcused absence.  
 
Absences are excused only for illness, religious observance, and emergencies.   
 
Illness: For a single absence, students may be required to provide a doctor’s note, at 
the discretion of the Assistant Directors of Academics.  In the case of two 
consecutive absences, students must provide a doctor’s note.  Exams, quizzes, and 
presentations will not be made up without a doctor’s note.   
 
Religious Observance:  Students observing a religious holiday during regularly 
scheduled class time are entitled to miss class without any penalty to their grade. This 
is for the holiday only and does not include the days of travel that may come before 
and/or after the holiday. Students must notify their instructor and the Academic 

http://www.nyu.edu/life/safety-health-andwellness/students-with-disabilities.html
http://www.nyu.edu/life/safety-health-andwellness/students-with-disabilities.html
http://www.nyu.edu/life/safety-health-wellness/students-with-disabilities/housing-accommodations.html
http://www.nyu.edu/life/safety-health-wellness/students-with-disabilities/housing-accommodations.html
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Office in writing via email one week in advance before being absent for this purpose.  
If exams, quizzes, and presentations are scheduled on a holiday a student will 
observe, the Assistant Directors, in coordination with the instructor, will reschedule 
them.   
 
 
 

Late 
Submission of 
Work 
 

Not accepted 
 
 

Plagiarism 
Policy 

At NYU, a commitment to excellence, fairness, honesty, and respect within and 
outside the classroom is essential to maintaining the integrity of our 
community.  

Plagiarism: presenting others' work without adequate acknowledgement of its 
source, as though it were one’s own.  Plagiarism is a form of fraud.  We all 
stand on the shoulders of others, and we must give credit to the creators of the 
works that we incorporate into products that we call our own.  Some examples 
of plagiarism: 

· a sequence of words incorporated without quotation marks 
· an unacknowledged passage paraphrased from another's work 
· the use of ideas, sound recordings, computer data or images created by 
others as  though it were one’s own 
· submitting evaluations of group members’ work for an assigned group 
project which misrepresent the work that was performed by another group 
member 
· altering or forging academic documents, including but not limited to 
admissions materials, academic records, grade reports, add/drop forms, 
course registration forms, etc. 
·using language translation software. 
 
For further information, students are encouraged to check 
www.nyu.edu/about/policies-guidelines-compliance/policies-and-
guidelines/academic-integrity-for-students-at-nyu.html 

 

Required 
Text(s) in Print 
Form 

 
 

Required 
Text(s) 
available via 
NYU Classes 

The text for the course is: R. Kerin, S. Hartley & W. Rudelius, Marketing, 
12th edition, Irwin/McGraw-Hill. The twelfth edition is the latest edition. There is a 
loose-leaf (cheaper) version sold by the NYU Bookstore. You can buy it and have it 
shipped to Madrid here: http://www.bookstores.nyu.edu/main.store/madrid.html 
There is also an eBook, which allows you to search the entire book, print out pages 
you need and highlight, make notes, and share them with your classmates. You can 
get information about the eBook at www.CourseSmart.com and at 
http://textbooks.vitalsource.com. 

http://www.bookstores.nyu.edu/main.store/madrid.html
http://textbooks.vitalsource.com/


 

Page 5 of 7 

In order to get the most from this course it is extremely important that you are 
prepared for class. I will only highlight the material covered in the text or readings, 
on the assumption that you can do the required background reading yourselves and 
you would prefer to have new information and experiences in class that supplement 
your basic theoretical readings. As such, if you have questions on the text or readings, 
it is your responsibility to let me know prior to class (via email), or at the beginning/ 
end of class. I will not repeat much of what is covered in the assigned readings. So if 
you do not prepare for class adequately, you will learn substantially less from the 
discussions and exercises, and not only will you not be able to participate in class 
effectively, but it is also likely that you will not perform well on the exams and case. 
Class meetings do not test you on the background material directly, but they are 
based on your understanding and retention of the text material. Therefore reading the 
background material is crucial. 
 

Session 1 
January 28th  
 

Professor and Course Introduction & Overview. 

Chapter 1 
 

Session 2 
February 2nd  
 

Marketing & Organizations Fundamentals: evolution, purpose, key definitions. 
Chapter 2 

Session 3 
February 4th  
 

 
Environment Scanning and Analysis. 
Chapter 3 

Session 4 
February 9th   

 
Ethical & Social Responsibility.  
Chapter 4 
 

Session 5 
February 11th  

 
Customer Behavior. B2C Marketing. 
Chapter 5 
 
 

Session 6 
February 16th  
 

 
Organizations as Customers: B2B Marketing. 
Chapter 6 

Session 7 
February 18th  
 

 
Market Research. Quantitative & Qualitative. Sales Forecasting. 
Chapter 8 

Session 8 
February 23rd  
 
 

 
Market Segmentation, Targeting and Positioning. 
Chapter 9 
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Session 9 
February 25th  
 

 
Development of Products and Services. 
Chapter 10 

Session 10 
March 1st  
 

 
First Guest Speaker (tentative): José María Gari – Ex-Marketing Director Heinz. 

Session 11 
March 3rd  
 

 
Product Management & Branding Strategy.  
Chapter 11 

Session 12 
March 8th  
 

 
Services Marketing. 
Chapter 12 

Session 13 
March 10th  
 

 
 Pricing I: Price Fundamentals & Strategies. 
Chapter 13, Chapter 14 
 

Session 14 
March 15th  
 

 
Midterm exam.  
 

Session 15 
March 17th  
 

 
Pricing II: Price Disaggregation Model. 
 

Session 16 
March 29th  
 

 
Distribution Channels and Supply Chain. Retail & Wholesale. Channel conflict.  
Chapters 15 & 16 

Session 17 
March 31st  
 

 
Case Assignments (group cases). 

Session 18 
April 5th   

 
International Marketing I. Introduction. Market Segmentation. Ways of entry. 
Chapter 7 

Session 19 
April 7th  
 

 
International Marketing II. Localization vs Globalization. 
Chapter 7 

Session 20 
April 12th  
 

 
Cases: Group Assignment deliveries and Class presentation. 

Session 21 
April 14th  
 

 
Communication I: Introduction. Promotional Elements, Mix & Balance. 
Chapter 17 
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Session 22 
April 15th     
(FRIDAY) 

 
Guest Speaker (TBC): 

Session 23 
April 19th    

 
Communication II: Advertising Fundamentals, Types and Mix.  
Chapter 18 

Session 24 
April 21st  
 

 
Introduction to the new Digital World. Key Metrics. Web Analytics, Digital 
Marketing Mix. Search Engines (SEO, SEM). Mobile. Apps vs Web. 
Video Case 18 (Google), Chapter 21 

Session 25 
April 26th  
 

 
Advanced Digital Marketing. Display Ecosystem. Social Media. Video (YT). 
Affiliate. Programmatic (RTB). E-mail marketing. E-commerce. 
Chapter 19 

Session 26 
April 28th  
 

 
Guest speaker: Google executive TBC. 

Session 27 
May 3rd   
 

 
Sales as a marketing element: Field, KAM, Trade. Salesforce Management. CRM 
Chapter 20 

Session 28 
May 5th  

 
Course Summary. Review. Final remarks. 

Classroom 
Etiquette 

 
NO eating. NO caps. NO Real Madrid t-shirts (Atletico´s are welcome). 

Required Co-
curricular 
Activities 

 
Will be decided and scheduled during the semester. 

Suggested Co-
curricular 
Activities 

Get familiar with Spain´s enterprise landscape, its biggest corporations such as 
Telefónica, Zara, Banco de Santander, Repsol, etc., but also the SMB scenario, 
which creates 85% of employment. Watch domestic news on TV, listen to the 
radio, read domestic news. Participate in conversations with the locals. 

 


