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GENERAL DESCRIPTION

Spanish And Latin American Economy

This content is aimed at students with an advanced/superior linguistic level. Students will
learn about the current economic situation in Spain and Latin America, as well as the cultural,
economic, historical, political and social factors that have shaped the economies of these
countries over the last decades.

The bases of this course are made up of three different areas: main companies in Spain and
Latin America, the basics of the Spanish and Latin American economy and the lexicon.

International Marketing
This content will familiarize students with the characteristics of the internationalization

process, strategies for entering international markets, the process of selecting target
international markets, the segmentation and positioning process in international markets, and
decisions related to the standardization and adaptation of the international marketing mix.

More specifically, the objective of this course is to enable students to understand/learn:

e The concept of international marketing and its role within global markets.

o The socioeconomic, political, legal, cultural, technological, and competitive
dimensions of the current international landscape, as well as their potential impact on
the development of international marketing strategies.

e The different approaches to the internationalization process, as well as the main
drivers and barriers to internationalization.

e The international segmentation and positioning process, and the development of
international expansion strategies.

e The main strategies for entering international markets, as well as the different factors
to consider.

e The 4 Ps of the international marketing mix (product, price, place, and promotion),
with particular emphasis on adopting a strategic position regarding the
standardization or adaptation of international marketing strategies.

CONTENTS

Contents Of Spanish and Latin American Economy

e Unit 1. The natural infrastructure of the Spanish economy. Profile of the Spanish
population and its relation to the economy.

e Unit 2. The Spanish agricultural and industrial sectors.
e Unit 3. The tertiary sector in Spain: tourism

e Unit 4: Argentina: features of the Argentinean sectoral economy and its economic
crises.

e Unit 5. Brazil: sectoral economy. Chile: economic fundamentals.

Centro de Lenguas Modernas - Universidad de Granada - Placeta del Hospicio Viejo s/n 18009 GRANADA (Spain)
www.clm-granada.com - info@cIm.ugr.es - Tel. +34 958 215 660 - Fax. +34 958 220 844



G,
UNIVERSIDAD /g&’};? CENTRO DE

DE GRANADA C2%) LENGUAS
MODERNAS

e Unit 6. Venezuela: Bolivarian and Chavista economy as an economic base.
e Unit 7. Mexico: sectoral features and bases of its economy.

Contents Of International Marketing

e Topic 1. Introduction: The globalization of markets and the internationalization of
companies.

e Topic 2. The concept of international marketing.
o Topic 3. The internationalization process.

o Topic 4. Market entry strategies.

e Topic 5. Key international marketing decisions.

e Topic 6. The international marketing mix.

METHODOLOGY

The methodology is based on the integration of competencies, student engagement with the
proposed tasks and activities, teamwork, and the sociocultural and practical value of the
topics analyzed.

Classes for each specific topic will be organized so that the professor presents the theoretical
content and connects theory with practice through the examination of articles or the analysis
of specific case studies. Article analysis is structured as follows:

e Reading, vocabulary work, individual analysis, and class discussion.
Seminars, workshops, case studies, and teamwork sessions.
Analysis of academic articles and news related to international marketing topics.
Oral presentations of individual and group work during specific class sessions.
Homework and the final presentation should be designed to promote the student’s
integration into the immersion experience, while also encouraging independent work.

EVALUATION

Mandatory attendance (80% of classes)

Grading:
o Participation and engagement, analysis of articles and essays on current marketing topics, additional
tasks and homework, and other activities: 20%.
o Teamwork: 30%.
¢ Final exam: 50%.

The professor will provide students with slides, notes, and workbooks containing the theoretical content, as
well as articles and essays on current marketing topics that will be analyzed throughout the course. Google
Drive will be used to share relevant information with students, including web links, additional tasks, exams,
important deadlines, and other course materials.
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Spanish and Latin American Economy

e Masters, Ben. (2019). The River and the Wall. Texas A&M University Press.

e Steil, Benn. (2013). The Battle of Bretton Woods: John Maynard Keynes, Harry
Dexter White, and the Making of a New World Order. Princeton University Press.

e Zicari, J. (2020). Crisis economicas argentinas: de Mitre a Macri. Ediciones
Continente.

e Zicari, J. (2018). Camino al colapso: como llegamos los argentinos a 2001. Ediciones
Continente.

o Alcéntara, M. (1999). Sistemas politicos en América Latina. Madrid: Tecnos.

e CEPAL. (2008). La transformacion productiva 20 afios después: viejos problemas,
nuevas oportunidades. Santiago.

e CEPAL. (2009a). Panorama Social de América Latina. Santiago.

o CEPAL. (2009b). América Latina y el Caribe: Series historicas de estadisticas
econbémicas 1950-2008. Santiago: Cuadernos Estadisticos No. 37.

International Marketing

e Cateora, P. R,, Gilly, M., & Graham, J. (2013). International Marketing (16th edition).
New York: McGraw Hill.

e Adams, R. (2011). “Fragmentation and Segmentation: Marketing Global Benefits.”
International Business & Economics Research Journal, 10(9), 59-66.

e Fetscherin, M., Alon, |, Littrell, R., & Chan, A. (2012). “In China? Pick Your Brand
Name Carefully.” Harvard Business Review, 90(9).

e Hong, H., & Doz, Y. (2013). “L’Oréal Masters Multiculturalism.” Harvard Business
Review, 91(6), 114-118.

o Keegan, W. (2007). Marketing Global (5th edition). Madrid: Prentice Hall.

e Kumar, N., & Steenkamp, J. (2013). “Diaspora Marketing.” Harvard Business Review,
91(10), 127-131.

e Sheth, J. N., & Parvatiyar, A. (2001). “The Antecedents and Consequences of
Integrated Global Marketing.” International Marketing Review, 18(1), 16-29.
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