
 
 

Instructor (s): Carlo Alberto Pratesi 
Course Title: Marketing, Innovation and Sustainability 
Course Code: ROMA MISI 320 
Subject: Business, Marketing 
Credits: 3 
Semester/Term: ☒ Spring                                    

☒ Fall                                                

☐ Summer                                       
  
Course 
Description: 

This course is made of three parts. The first module focuses on the principles 
of marketing and the marketing process in business and non-profit 
organizations. It provides a framework for understanding how to design the 
basic components of a marketing plan (market analysis, strategy, marketing 
mix and budget). The second module presents the product/service 
innovation process, explaining how a company should manage the process 
that goes from the formulation of a business idea to the launch of the offer 
on the market (concept validation, prototyping, communication, etc.), with a 
special focus on the digital economy and high technology sector. The third 
module introduces the sustainable development problems and the 
constraints that the reduction of environmental and social impacts on the 
marketing process. Case studies, articles, and videos will be presented to 
students, and students will analyze the information and will offer solutions. 
  
A major component of the course is the preparation of an innovative and 
sustainable marketing plan. The goal of this assignment is to enable students 
to incorporate all marketing concepts taught throughout the course in a 
succinct document. The assignment requires students to demonstrate their 
written communication skills and ability to work effectively in a group. 
Examples will be chosen from products available in Italy and the global 
market. 
 

Course 
Requirements: 

Required Text 
Philip Kotler, Hermawan Kartajaya, Iwan Setiawan, Marketing 3.0: From 
Products to Customers to the Human Spirit, Wiley 2010. ISBN: 978-0-470-
59882-5; Cost: To be determined. 
 
Students will also receive a reader which will include selected articles and 
chapters from various sources. 
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Assignments 

Course Requirements Percentages 

1. Mid-term Exam 20% 

2. Final Exam 30%   

3. Group Project  20%  

4. Individual Homework 20% 

5. Class Participation 10% 

Total  100% 
 
Tests and Papers 
Mid-term Exam, Final Exam. 
Students are also required to complete one individual homework assignment 
and a group marketing plan. 
 
Guest Speakers 
Guest speakers will be announced 2 weeks before the date of their 
presentation. 
 
Assessment Components 
All course requirements tie in directly to course objectives.  Therefore, 
evaluation of the student's performance correlate directly to the student's 
comprehension of the course objectives.  
Individual homework assignments will test the student's knowledge of 
Marketing, innovation process and business sustainability. The group project 
work will test the remainder of the learning objectives. 
 

Learning 
Outcomes and/or 
Expected Student 
Competencies: 

On completion of the course, students should be able to: 
 

Learning Outcome 
1. give examples of basic concepts, issues and activities of 

marketing management with special focus on innovation and 
sustainability issues  

2. assess and solve marketing problems in a complex environment 
3. work on multicultural team  
4. design a innovative and sustainable marketing plan 
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Course Outline: 

 
Session Topic 
Session 1  Introduction to the course 

Session 2 Teams building 

Session 3 Market analysis 

Session 4 Marketing research 

Session 5 Marketing planning  

Session 6 Marketing strategy 

Session 7 Marketing mix: product 

Session 8 Price, and distribution 

Session 9 Advertising and Promotion 
 

Session 10 Mid-term Exam (multiple choice questions) 
 

Session 11 Marketing innovation 

Session 12 New product management 

Session 13 Digital marketing 

Session 14 Marketing for high tech products 

Session 15 Introduction to business sustainability 

Session 16 Water and carbon footprint in the products lifecycle 

Session 17 Environmental and social impact of marketing activities 

Session 18 Open innovation and marketing 

Session 19 Customer education 
 

Session 20 Final Exam (7’ pitch of the marketing plan. 15 slides .ppt) 
 

 
 
 
 
 

©Arcadia University | The College of Global Studies  3 
 



 
Other Policies: Class participation is important and shall be explicitly rewarded (10% of the 

total grade). Students' individual class participation grade shall be based 
largely on the quality of their contribution to the discussion -- students are 
not expected to "compete for air time" by engaging in minor discussions. 
This being said, students should not refrain from asking clarifying questions 
or from demanding back-up data/logic to assertions made. 
 
 
Collaboration: as explained above, students within a group will be judged, 
partly, by how well they work together. In contrast, it goes without saying 
that students are not allowed to collaborate with any other person during 
exams. Failure to respect these requirements shall be considered cheating 
and dealt with accordingly.  
 

Prerequisites: Satisfactory completion of at least one undergraduate semester course in 
Economics. 
 

Country and 
Program 
Connnection: 

This course is crucial for those who are planning to pursue a career in 
marketing (as a brand manager, advertising executive, market researcher, 
sales manager or as consultants). But is equally important for those who are 
planning to major in such areas as Sustainability, Product innovation, 
Environmental management, Corporate Social Responsibility. 
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