


[image: image1.jpg]



COURSE DELIVERY PACKAGE
ACADEMIC YEAR 2010
SPRING SEMESTER
Dr. Rashad Al-Saed
COURSE DELIVERY PACKAGE
Table of Contents

3INTRODUCTION


4FACULTY DETAILS


4SYLLABUS


7CLASS SCHEDULE


8MODE OF ASSESSMENT


9DELIVERY MODE DETAILS




INTRODUCTION

Welcoming Comments: 
I am excited to welcome you to Marketing ManagementMKT601. Together, we have a very exciting learning opportunity ahead of us. 

You will also benefit from team participation and the immediate application of your knowledge to marketing to a product or service for an actual company. The excellent textbook materials, the support of a top University, and the participation of highly motivated students make for a winning learning experience. I look forward to working with you to help you achieve success.

The objective of this course is to provide you with a solid foundation and understanding of Marketing and hands on experience solving a marketing problem. 

With warm welcome,

Sincerely Yours,

Dr.Rashad
FACULTY DETAILS

	Faculty Name
	Dr. Rashad 

	Phone
	06-5441155 Extn - 241

	Email
	adubey@skylineuniversity.com

	Office Location
	First Floor Faculty Block Tow ,Room F-5


SYLLABUS

	Course Code & Name
	(MKT601) 

Marketing MANAGEMENT

	Program, Level & Batch
	MBA /Evening



	Semester
	Spring, 210 Semester

	Start & End Dates
	25-01-10  – 29-04-10

	Prerequisite
	None

	Number of Credits
	3

	Course Description


	The objective of this course is to provide you with a solid foundation and understanding of Marketing and hands on experience solving a marketing problem. 

In this course, you will learn about major marketing methods, institutions, and practices within organizations of all types. You will also learn about market structure, the marketing environment, and characteristics of demand generation, market strategy, product research and development. You will also gain valuable insight about distribution, promotional programs and pricing decisions that will be both practical and applicable to business now and in the future

	Learning Outcomes
	1. To provide you with a comprehensive knowledge, familiarity and understanding of marketing concepts and principles for decision-making in business. 

2. To help you develop a practical understanding of integrating values and ethics with effective marketing. 

3. To provide you experience in applying marketing concepts to achieve an organizational objective. 

4. To give you the opportunity to develop an actual detailed marketing plan. 



	Course Content
	1: Defining Marketing for the 21st Century 
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Concept Check 
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Concept Challenge 
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2: Developing Marketing Strategies & Plans 
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Concept Check 
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Concept Challenge 
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Concept Check 
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Concept Challenge 
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3: Conducting Marketing Research & Forecasting Demand 
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Concept Check 
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Concept Challenge 
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4: Creating Customer Value, Satisfaction, & Loyalty 
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Concept Check 
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Concept Challenge 
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 5: Analyzing Consumer Markets &[image: image26.png]


Analyzing Business Markets
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Concept Check 
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Concept Challenge 
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Concept Check 
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Concept Challenge 
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 6: Identifying Market Segments & Targets 
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Concept Check 
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Concept Challenge 
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Concept Check 
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Concept Challenge 
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7: Dealing with Competition 
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Concept Check 
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Concept Challenge 
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 8: Setting Product Strategy &  Designing & Managing Services
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Concept Check 
 
[image: image52.png]


[image: image53.png]


Concept Challenge 
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Concept Check 
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Concept Challenge 
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9: Developing Pricing Strategies & Programs 
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Concept Check 
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Concept Challenge 
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 10: Designing & Managing Value Networks & Channels 
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Concept Check 
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Concept Challenge 
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Concept Check 
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Concept Challenge 
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 11: Designing & Managing Integrated Marketing Communications 
 

[image: image75.png]


[image: image76.png]


Concept Check 
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Concept Challenge 
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 12: Managing Mass Communications: Advertising, Sales     promotion, Events & Public Relations 
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Concept Check 
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Concept Challenge 
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13: Managing Personal Communications: Direct Marketing & the Sales Force 
14: presentation marketing Plan
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Concept Check 
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Concept Challenge 
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Concept Check 
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Concept Challenge 
 




	Course Policies
	Attendance & Academic Dishonesty: 

Attendance and all types of academic misconduct and their consequences are subject to the Skyline College regulations explicitly stated in the Student’s Handbook
Penalties:

· Quizzes, Seminars:  Student who failed to take a scheduled quiz or participate in a designated seminar receives zero points for this quiz or seminar.  In case of an excusable reason (sickness or critical family matters) a re-take or a verbal assessment could be organized.

· Assignments and Cases Studies:  Assignments and home-works are due on the date specified.  Late submissions are penalized by the top-grade discounts.

· Exams:  Penalties, as well as all other regulations for exams are imposed according to current college policies.

	Core Text


	‘Marketing Management (13th Edition) by Philip Kotler and Kevin Lane Keller (Prentice Hall © 2006, ISBN: 0131457578).Hall 


	Other References
	Additional recommended resources

1. Marketing Management; Knowledge and Skills 7th ed., Peter and Donnelly, Irwin/McGraw-Hill Publishers.
2. Marketing Management: Planning, Implementation and Control, Indian Context, VS Ramaswamy, S Namakumari, Macmillan New York
3. Marketing Management, J Barry Mason, Hazel F-Ezell, Macmillan, New York
4. Strategic Marketing Management: concepts and cases Indian context, Rakesh Khurana, A N Ravichandran, Global Business Press.

Virtual Library Sources: 

There are around 4000 journals, articles, full-text search, newspaper articles around the world, and case studies available in the following E-library resources

www.proquest.com
www.Netlibrary.com
www.ebsco.com
www.emeraldinsight.com - free E-library source available for all the students for a period of 30 days free trails offer for every username.

Internet related Sources:

www.sunsite.nus.edu.sg/asiasvc.html
www.middleeastinfo.org
Journals :

· Journal of Risk Research

· Gulf Marketing Review

· Management Review

· Journal of Advertising Research

· Journal of International Business Studies

· International & Innovation Management

· International Journal of Tourism Research

· Harvard Business Review


CLASS SCHEDULE

Week
             Chapter                             Description 
	Week 1
	1
	Introduction to Marketing Management

	Week 2
	2
	Developing Marketing Strategies & Plans

	Week 3
	4
	Marketing information, research, and understanding the target market

	Week 4
	5
	 Creating Customer Value, Satisfaction, & Loyalty

	Week 5
	6&7
	Consumer Market & Business

	Week 6
	6&7
	Consumer Market & Business

	Week 7
	8
	Market segmentation

	Week 8
	11
	Dealing with Competition

	Week 9
	12&13
	Product& Service strategies

	Week 10
	14
	Pricing strategy

	Week 11
	15
	  Designing & Managing Value Networks & Channels 

	Week 12
	17
	Integrated marketing communications: advertising, sales promotion, public relation, and direct marketing

	Week 13
	18
	Personal selling, relationship building and sales management

	Week 14
	
	Presentation Marketing Plan& Revision

	Week 15
	
	Final Exam


MODE OF ASSESSMENT

End – Term Examination 



:  40%
Continuous Assessments  


:  60%
	Type of Assessment
	Weight Toward the Final Grade, %
	Schedule/Timing
	Contents

	Quiz 1:
	10
	Week 4
	Chapter 1-2-4-5

	Quiz 2
	10
	Week 8
	Chapter 6-7-8-11

	Assignment“marketing Plan”
	15
	Week 12
	

	Class & case Presentation
	10
	Week 5&7
	

	Participation & Attendance
	10+5
	Weekly
	

	Final Exam
	40
	
	


Grades:

90% + 

:    A

80 – 89%
:    B

70-79%       
:    C

60-69 %
:    D

<60% 

:    F
DELIVERY MODE DETAILS

(Only for institutional research office)

	WEEK 
	
	CONCEPT / AREA / TOPIC 
	MODE / AID

	Week 1
	1
	Introduction to Marketing Management
	L / T / D

	Week 2
	2
	Developing Marketing Strategies & Plans
	L / T / D

	Week 3
	4
	Marketing information, research, and understanding the target market
	L / T / D

	Week 4
	5
	 Creating Customer Value, Satisfaction, & Loyalty
	L / T / D

	Week 5
	6&7
	Consumer Market & Business
	

	Week 6
	6&7
	Consumer Market & Business
	L / T / D

	Week 7
	8
	Market segmentation
	L / T / D

	Week 8
	11
	Dealing with Competition
	L / T / D

	Week 9
	12&13
	Product& Service strategies
	L / T / D

	Week 10
	14
	Pricing strategy
	L / T / D

	Week 11
	15
	  Designing & Managing Value Networks & Channels 
	L / T / D

	Week 12
	17
	Integrated marketing communications: advertising, sales promotion, public relation, and direct marketing
	L / T / D

	Week 13
	18
	Personal selling, relationship building and sales management
	L / T / D

	Week 14
	
	Presentation Marketing Plan
	

	Week 15
	
	Revision
	


L = Lecture; T = Transparency; D = Discussion; 
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