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[MARKLAT] MARKETING IN LATIN AMERICA 

 
Introduction 

 
Latin America comprises a large geographical area. Sharing a parallel history and common language 
– except for Brazil – has misled many who simplistically may have assumed more commonalities than 
differences among these countries. Historically reliant on commodities, most of these underdeveloped 
economies with significant inequalities in the distribution of wealth have shown pronounced cycles of 
boom and bust during the last quarter of the XXth century and first decade of the XXIst century. 

 
Inflationary processes and sudden currency devaluations have framed both challenging opportunities 
and huge pitfalls for local and regional family controlled business as well as for global corporations. 
The opening of these economies together with the development of trade blocks has had a significant 
impact, and during the latter part of the last decade most of these countries have shown several years 
of sustained growth, heavily based on the creeping surge of commodity prices and attraction of foreign 
investment and trade flows. This has translated in an increase in welfare that has had a direct impact 
on the consumption patterns of different segments of the population. 

 
Marketing management comprises the process of creating, capturing, communicating and sustaining 
value for the firm´s selected customers. Do the aforementioned processes have any particular 
connotations in Latin America? Context naturally plays a key role in the definition of the appropriate 
market strategies and companies have learnt – sometimes the hard way – how to identify, anticipate 
and serve customer and consumer needs in these economies. 

 
 

Objectives 

 
To discuss and understand what some of the key underpinnings of the practice of marketing in Latin 
America are, and how companies can address them. 

 
 

 
Competences 

 
• To learn and understand the economic and social environment of emerging countries in order to 

assess the opportunities and risks for business development in those countries. 
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• To design and implement appropriate strategies for emerging markets. 

• To explore the consumer’s trends and the possibility of improving service and operations 

management in the consumer sector. 

 

Content 
 

General recommended readings (click on hyperlinks below): 

 
• “(Mis)governing Latin America in 2020”, The Economist, 27/12/2019 

• “Latin America´s second lost decade is not as bad as the first”, The Economist, 12/12/2019 

• “The war against corruption in Latin America is in trouble”, The Economist, 26/09/2019 

• “Jair Bolsonaro and the perversion of liberalism”, The Economist, 27/10/2018 

• “Latin America needs an infrastructure upgrade”, The Economist, 10/03/2018 

• “Latin America’s disappointing economic growth”, The Economist, 20/07/2017 

• “Argentina, Tango in trouble”, The Economist, 19/01/2017 

• “Why populism is in retreat in Latin America”, The Economist, 21/11/2016 

• “Those spendthrift Latins”, The Economist, 02/07/2016 

• “A less crooked continent?”, The Economist, 16/03/2015 

• “Brazilian waxing and waning”, The Economist, 04/03/2015 

• “The great deceleration”, The Economist, 20/11/2014 

• “The hangover”, The Economist, 20/11/2014 

• “The party is over”, The Economist 1/2/2014 

• “Nobody´s backyard: The rise of Latin America”, The Economist 11/09/2010 
 

Recommended book (not compulsory): 

• “Winning in Emerging Markets”, T.Khanna & K.Palepu, Harvard Business Press, 2010. 

 
 

Evaluation 
 

 50% Individual class participation (frequent and relevant) 

 50% Integrated Elective Team Project 

 

 
ADENDA COVID-19 

 
Ha sido necesario ajustar el calendario, para brindar la mejor experiencia de aprendizaje posible. Por esta razón, 
la clase presencial de esta asignatura ha sido pospuesta hasta octubre 2020.  
 

 

https://www.economist.com/the-world-in/2019/12/27/misgoverning-latin-america-in-2020
https://www.economist.com/the-americas/2019/12/12/latin-americas-second-lost-decade-is-not-as-bad-as-the-first
https://www.economist.com/the-americas/2019/09/26/the-war-against-corruption-in-latin-america-is-in-trouble
https://www.economist.com/the-americas/2018/10/27/jair-bolsonaro-and-the-perversion-of-liberalism
https://www.economist.com/the-americas/2018/03/10/latin-america-needs-an-infrastructure-upgrade
https://www.economist.com/news/americas/21725344-commodity-hangover-has-been-compounded-political-uncertainty-latin-americas-disappointing?zid=305&ah=417bd5664dc76da5d98af4f7a640fd8a
https://www.economist.com/the-americas/2017/01/19/tango-in-trouble?zid=305&ah=417bd5664dc76da5d98af4f7a640fd8a
https://www.economist.com/the-economist-explains/2016/11/21/why-populism-is-in-retreat-across-latin-america
http://www.economist.com/node/21701438
http://www.economist.com/blogs/graphicdetail/2015/03/economic-backgrounder
http://www.economist.com/news/americas/21633940-regions-economies-haveslowedfar-more-abruptly-anyone-expected-great-deceleration
http://www.economist.com/news/21631837-latin-america-after-commodityboomhangover
http://www.economist.com/news/americas/21595471-latin-americas-weakesteconomiesare-reaching-breaking-point-party-over
http://www.economist.com/node/16964106

