Course Title

: 
Marketing Strategies
Course Number
:
BMA 312
Number of Credit Hours: 3 – 3 – 0

Pre-Requisite

: 
BMA 201

Pre-Requisite Justification:

This course builds on the knowledge that students must acquire from a previous course titled “Marketing Management – BMA 201”. The study of marketing strategies requires prior knowledge of marketing principles, concepts, and theories. Students would not be able to understand the techniques of strategic marketing planning unless they have basic knowledge of the marketing concepts. 

Course Description :

This course introduces students to one of the challenging decision making areas in management.; that is strategic marketing.  The word challenging is meant to be emphasized here because the area of strategic marketing brings a level of intellectual rigor and synthesis that is rarely found in any branch of the existing disciplines.  This is because strategic marketing cuts across and makes use of the concepts and analytical tools of disciplines such as finance, consumer behavior, economics, politics, and sociology among others.

Objectives:

On the successful completion of the course the student is expected to

1. analyze a firm’s situation and develop solutions for problems, opportunities, and threats confronting marketing decision – makers.

2. apply the tools of strategic planning to the specific activities of the marketing process.

3. formulate, implement and control sound marketing plans.

4. appreciate the role of strategic marketing and its contribution to the overall success and performance of organizations.

5. design strategic plans leading the company to have  a competitive advantage over competitors. 

Contents:

I. Marketing-Driven Strategy 
Chapt1; Marketing –Driven strategy

Chapt2; Business and Marketing strategy

II. Market Opportunity Analysis

Chap3 ; Market Vision ,Structure and analysis

Chapt4 ; Segmentation Strategy

Chapt5 ; Continues Learning about Marketing

Chapt 6 ;Market Targeting and Positioning Strategy 

Chapt 7 ;Relation ship Strategy

Chapt 8 ; Planning for new product strategy

VII. Market- Focused Program Development

Chapt-9 ; Ste3rategic Brand management

Chapt10; Managing value chain relationship 

Chapt11; Pricing strategy 

Chapt12; Promotion Strategy Sales Force strategy

IV. Implementing and Controlling Marketing Driven-Strategy
                     Chapt-14; Designing Market-Devin Strategy Organization

                      Chapt15 ; Market Strategy Implementation and controlling
Text Book: 

Cravens, W., David.,.  Strategic Marketing:. 7th ed. Burr Ridge, IL: Irwin - McGraw Hill, 2003.
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2. McDonald, William J. Cases in Strategic Marketing Management: An Integrated Approach.  Upper Saddle River, NJ: Prentice – Hall, Inc., 1998.
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Use of Information Technology :

Beside the standard IT components that are usually used in the teaching process (such as Power Point presentations) other softwares, like MARKSTART, will be used to enhance the learning process and master the techniques of marketing strategic planning. 

Assessment:

Continuous Assessment 

(Tests, Assignments)                                                              
: 
50%

Semester-end Examination





:  
50%

Check Always Instructor Web Site 

www.professoralsaad.weebly.com
