
 

 

 

MARKETING OF EXPERIENCES 

 

COURSE OUTLINE  

 

1. Introduction  

  

Ecommerce is the most fundamental shift in the business model of consumer goods for the last 

generation. Although it has affected differentiated markets like ecommerce in electronics or luxury 

goods, it is in the area of staples companies where this shift is mostly in place.  

  

Retail is not dead; it is changing. According to Goldman Sachs, despite the rapid and seemingly 

persistent rise of ecommerce, rolling forward its recent 20% growth rate on a progressively larger 

base still result in 70% of retail sales via the store in 2025. The fate of those sales is, in part, up to the 

companies that still control that market share. Companies taking their digital destiny into their own 

hands and playing to the acknowledged strengths of the physical store by improving and adapting 

their stores should outperform those ones who choose to rely on legacy business practices.  

Consumer behavior, their habits and expectations have been drastically changed forever due to the 

development and continuous growth of e-commerce, the improvements in mobile technology and the 

growing use of Social Media. Additionally, all of those factors have also forced retailers to revaluate 

secular practices.  

  

Globally in 2016, traditional Brick & Mortar operations experienced decreasing or flat sales. 

However, ecommerce sales have increased at a 26% pace. As mentioned before, the impact of 

technology and the change in consumer behavior have had an impact on traditional retailers: only in 

2017, nine North American chains get in bankruptcy protection and from October 2016 to May 2017, 

90,000 retail jobs were lost.  

  

While both businesses and consumers are beginning to adopt and adapt to new technologies, a 

dynamic sector of innovation is developing, deploying innovations to create modern solutions and 

launching the Retail industry into the 21st century: Retail Tech.  

In addition to all this, the omnichannel revolution through ecommerce growth is offering the upside 

Direct To Consumer (DTC) on a growing range of products, allowing manufacturers to go direct to 

consumers   

  

We believe that understanding the main sales channel is important, as each channel has different 

characteristics and offers very different operating environments for consumer companies. The aim of 



this course is supplying an understanding in the different institutions, the central operating manager 

duties and roles and the global evolution that is taking place as these channels mature in the XXI 

century.  

  

We will review in detail the impact of those channels along with the "Direct to the Consumer" in the 

improvement of high-price and low-volume products, such as luxury goods  

 

2. Objectives  

  

Set the context of the course; understand customer and technology trends and key implications and 

opportunity for retailers. Introduce the main issues and key questions retailers need to address when 

adopting digital and moving to omnichannel experiences.  

  

Review economic implications of going omnichannel and how it impacts different retailers based on 

their business model (Pure Player/Brick and mortar, Food/Non Food, Marketplaces/ etailers)  

  

Review main internal and organizational challenges faced by retailers when going omnichannel and 

provide a framework and a set of tools to identify, analyze and address them.  

  

3. Learning Outcomes  

 

• Developing an awareness of how integrating technologies into retailers’ operational strategies 

facilitates their ability to deliver omnichannel retailing.  

• Evaluating ways in which omnichannel retailers integrate branding, pricing, traditional 

promotional, social media and email marketing and fulfillment strategies across channels.  

• Differentiating among the strengths and limitations associated with each of the store and non-

store retail channels  

• Go through the foundations of some future trends, such as the "Internet of Things" (IOT) and 

the opportunities offered by the "Big Data"  

 

 

4. Competences 

 

• Students should possess and understand knowledge that provides the basis or opportunity for 

originality in the development and/or application of ideas, often in a research context.  

• Students should know how to apply the knowledge acquired and their problem-solving 

capacity in new and little-known settings within broader (or multidisciplinary) contexts 

related to their area of study.  

• Students should be able to integrate knowledge and deal with the complexity of making 

judgements based on information that is incomplete or limited but includes considerations of 

the social and ethical responsibilities linked to the application of the students' knowledge and 

judgements.  



• Students should know how to communicate their conclusions and knowledge and the ultimate 

reasons that support them to specialized and unspecialized audiences in a clear, unambiguous 

way  

 

5. Content and Methodology  

• Consolidation of market power: different tools for industrial analysis 

• Design new strategic scenarios  

• Competitive strategy  

• Strategy in Emerging Sectors 

 

Sessions will be based on case studies and lectures.  

  

6. Evaluation  

The final grade will be based on class participation (50%) and some quizzes, (50%).   


