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e Scientific research objectives e "’“‘”f °
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Objectives

1. The Executive M.Sc in Strategic Marketing aims to provide in-depth knowledge and learning from the
latest research in marketing field that enables graduates to critically analyze the changing offline and
online consumer behavior, digital marketing trends, and shifts in global marketing paradigms.

2. Understanding and critically analyzing_the strategic and operational issues of the fast-changing
consumer, business, & government-marketing environment driven by Vision 2030 and global marketing
environment.

3. Enabling the graduate of the program with skills related to evaluating and solving complex marketing
problems relevant to the kingdom and identifying opportunities from an academic, practical, and critical
perspective vital for the sustainability of the business.

4. Enhancing the scientific and professional research skills of graduates specific to local and multinational
companies within the kingdom.

5. Empowering learner’s with skills to design and examine all the marketing offers and campaigns from
the ethical, sustainable and economical perspective for the betterment of Consumers, Stakeholders and
Society.

6. Developing advanced analytical skills of graduates to understand the theory of marketing, as well as a
broad range of practical managerial skills and knowledge for contributing to the kingdom, GCC and a
global economy.

7. Integrating and developing_professional skills and problem-solving attitude among graduates by
entrepreneurial innovations through marketing and business plans to contribute to Vision 2030 of the
kingdom.
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(20) Labs
It Capacity

o LIS NENIE (No.of Students)

1 Computer lab in the Faculty of Business and Administration 25
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(21) Suggested Labs
Item Labs Name Start Date
1 Not required in the current time

2
3
4
5
6
7
8
9
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NIL RPN v v Coﬁ;:fl;s‘ory Contemporary Marketing bl 3y gl MRKP 601 Te) g
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MRKP 601 o) g | Y v Coﬁ;l;:l)ry Marketing Research Grsmdll &gy MRKP 607 ERA =P
MRKP 603 | %+rcip | ¥ v cOﬁrﬁ:‘ory Intiir;tnii n'\i/lcaart'i(s:\mg ALSiall g el VL) [ MRKP 610 | %)+ i
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(24) Achieving Program Objectives Through Courses.
e Please Check (V) the related Courses with Program Objectives.

Objectives mentioned in item numbers (3) previously

Program Objectives
1 2 3 4 5 6 10

Course Code
MRKP 601 A
MRKP 602 A A A A
MRKP 603 A A
MRKP 604 A A A
MRKP 607 A A A
MRKP 608 A A A A
MRKP 609 A A A
MRKP 610 A
MRKP 611 A
MRKP 612 A A A
MRKP 620 A A A A
MRKP 621 A A A A
MRKP 622 A A A
MRKP 623 A A A
MRKP 624 A A A
MRKP 625 A A A A A
BUSM 608 A A A A
BUSM 615 A
ECNE 628 A A
MRKP 698 A A A A A
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Course Code Course Title Credits Prerequisite
MRKP 601 Contemporary Marketing 03 Nil

1. Objectives:
Knowledge Domain:
¢ Introduce the students to the basic and fundamental functions of marketing.
e Demonstrate an understanding, identify, and apply the concept of the marketing mix: product, pricing,
promotions, and distribution tactics.
Skill Domain:
e Enhance the students' problem solving and decision-making abilities related to the strategic marketing
analysis.
e Expand the students' ability to understand and identify through evaluation of case studies a range of skills
necessary to succeed the marketing strategies' implementation.
Affective Domain:
o Familiarize the students with the basic steps of planning, creating, and developing a marketing plan.
2. Topics:
e Introduction to marketing
e Marketing strategies and environment
e Consumer buying behavior
e Marketing mix

Yo




e Segmentation, Targeting and Positioning
e Customer Value and Loyalty

3. Assessment Methods:
e Lectures

In-class exercises

Assignments & Presentations

Mid and Final Examination

1
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Course Code Course Title Credits Prerequisite

MRKP 602 Advanced Consumer Behavior 03 NIL

1. Objectives:
Knowledge Domain:

e Understand on how people buy and use products, and how they react to marketing action.
Skill Domain:

o Apply buyer behavior information to specify marketing goals and define an effective services strategy;

o Critically evaluate the latest research developments in buyer behavior, such as customer loyalty,
satisfaction, advertising effectiveness, branding, pricing and store atmospherics;

Affective Domain:

e Take a scientific approach, based on evidence and theory, to understand the practical application of
research findings and to identify areas where further investigation may be needed; and Evaluate the most
appropriate methods of investigation and analysis.

2. Topics:

An Introduction to consumer behavior
Memory, Cognitive & Behavioral Learning
Decision Making

Motivation

Personality & Psychographics

Shaping Consumer Attitude & Belief

3. Assessment Methods:

Case-study analysis.

Classroom discussion and presentations.
Experiential learning Exercises.

Mids and Final Examination.
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Course Code Course Title Credits Prerequisite

MRKP 603 Digital Marketing 03 NIL

1 1. Objectives:
Knowledge Domain:
e Understand how and why to use digital marketing for multiple goals within a larger marketing and/or
media strategy
e Understand the major digital marketing channels - online advertising: Digital display, video, mobile,
search engine, and social media
Skill Domain:
e Learn to develop, evaluate, and execute a comprehensive digital marketing strategy and plan
e Learn how to measure digital marketing efforts and calculate ROI
Affective Domain:
e  Explore the latest digital ad technologies

2. Topics:
e  Driving Awareness with Online Display Advertising, Exploiting Consumer Intent with Search
Advertising.

e  Converting Customers with E-commerce.
e  Retaining Customers with Social Media
e  Privacy: Retaining Customers & Promoting Intimacy
3. Assessment Methods:
e  Class Participation (discussion questions, verbal comments, chat activity, Twitter Chats Analysis)
e Quizzes
o  Written Research Assignment and Final Project (Group paper and presentation)
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Course Code Course Title Credits Prerequisite

MRKP 604 Financial Aspects of Marketing 03 NIL

1. Objectives:
Knowledge Domain:
e To demonstrate an understanding of the principles that forms the foundation of financial aspects of
marketing.
e To perform capital budgeting using more than one method.
e To understand the forecasting techniques and the limitation of forecasting process.
e To understand the corporate strategy for pricing and costing decisions.
Skill Domain
e To evaluate financial statements including critical financial ratios.
o To apply the financial aspects of marketing concepts/techniques to specific business problems.

Affective

e To be open to others’ viewpoints and opinions

e To demonstrate analytical, and writing skills through formal case studies, and making oral presentations.
2. Topics:

e Introduction to Finance

e Introduction to Financial statements

e Ratio Analysis

e Forecasting

14




Introduction to Costing systems
Introduction to Budgeting
Introduction to Decision Making
Introduction to Break-even Analysis
Pricing Decisions

3. Assessment Methods:

Midterm Exam

Meeting Participation

Homework Assignments/Mini cases
Group Project and Presentation
Final Exam
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Course Code Course Title Credits Prerequisite

MRKP 607 Marketing Research 03 MRKP 601

1. Objectives:
Knowledge Domain:
o Students will understand the elements of effective market research.
e Learn to collect primary data in major domains of marketing that is valid and reliable for management
purposes.
Skill Domain:
» Develop practical skills in data analysis to transform this raw data into information that guides marketing
decisions.
e The skills learned in this module will help students for their final capstone project/ thesis.
Affective Domain:
e Learn to critically evaluate commercial and academic published research, construction and execution of a
research, and analysis and present the results.
2. Topics:
o Overview of Marketing Research and Marketing Intelligence
Concept Research
Positioning Research
Product Research
Packaging, Pricing and distribution Research
Customer Satisfaction Research
Promotion Research
3. Assessment Methods:
o Class workshops and computer mediated practical sessions
o Final Research Project
e (Class Presentations
e Final Examination
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Course Code Course Title Credits Prerequisite

MRKP 610 Integrated Marketing Communication 03 MRKP 603

1. Objectives:
Knowledge Domain:

e Tointroduce students to the principle and basic concept of marketing communication process in a
streamlined integrated marketing strategy.

e To provide an understanding of integrated marketing communications (IMC) and its influences on other
marketing functions and other promotional activities.

Skill Domain:

e To analyze and evaluate the fast-changing field of advertising and promotion which affects global

marketing, society and economy.
Affective Domain:

e To develop positive communication skills by extending the marketing communication approaches and
techniques into effective marketing strategy and programs which are necessary to communicating to target
audiences.

2. Topics:

Integrated Marketing Communications (IMC)
Integrated Brand Promotion (IBP)
Advertising in Business and Society
Advertising, IBP, and Consumer Behaviour
The Advertising Plan, Message, Media Planning Strategy
Public Relation and Corporate Advertising

3. Assessment Methods:

In-class exercises,

Electronic quizzes

Presentations and practical assignments.
Final Examinations
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Course Code Course Title Credits Prerequisite
MRKP 611 Strategic Marketing Management 03 MRKP 610

1. Objectives:
Knowledge Domain:
o In this course, students will learn compelling and sometimes conflicting theoretical perspectives of
strategy, including strategic management and strategic marketing.
Skill Domain:
e This course also focuses on the financial implications of strategic marketing decisions
o Students will identify and prioritize strategic issues in both the internal and external environment.
Affective Domain:
o They will use learned theories in marketing management course to analyze business case studies in the
classroom, and then apply understanding of the concept to solve current problems for a company.
o They will determine which issues are opportunities and which are threats, then develop appropriate
strategies and implementation plans.
2. Topics:
Business and marketing strategies
The strategic role of marketing
Business strategy
Defining and analyzing markets
Market segmentation
Analyzing competition
Designing marketing strategy
3. Assessment Methods:
o In-class exercises and Case study Analysis.
e Presentations and practical assignments.
e Final project report.
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Course Code Course Title Credits Prerequisite

MRKP 612 Marketing for Enterpreneurs 03 MRKP 604

1. Objectives:
Knowledge Domain:

Provide understanding about the basic tools of marketing that can be used by entrepreneurs in their

startups and businesses.

Provide a clear view of the challenges and opportunities of marketing for entrepreneurial organizations.

Skill Domain:

Provide “how to” instructions for entrepreneurial marketing.

Affective Domain:

Provide hands-on experience developing a complete marketing plan for an actual local startup.

2. Topics:

Introduction to entrepreneurial marketing, strategies & opportunity analysis
Entrepreneurial marketing plan

Entrepreneurial pricing & distribution

Entrepreneurial promotion

Entrepreneurial products & services development

Entrepreneurial branding

Entrepreneurial social marketing

3. Assessment Methods:

Case study analysis.

Student participation in classroom discussion and presentations.
Marketing plan for local start-up.

Experiential learning Exercises.

Mid and Final Examinations.
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Course Code Course Title Credits Prerequisite

MRKP 608 Advanced Applied Marketing 03

MRKP 601
MRKP 602

1. Objectives:
Knowledge Domain:

To critically discuss and evaluate the various journal articles and other readings and discuss the
implications to marketing practice

Skill Domain:

Interpret (analyze and synthesize) contemporary marketing theory — specifically a marketing service
perspective.

Affective Domain:

Feeling confident to apply theory to practice

2. Topics:

Nature and Scope of Marketing

Changing Role of Marketing

A Service Perspective

Theory and Marketing Practice

Customer Engagement and Market Innovation
Market shaping

Business models

Design innovation and creativity

3. Assessment Methods:

Avrticle summary

Case analysis: Service Dominant logic in practice
Essay

Examinations
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Course Code Course Title Credits Prerequisite

MRKP 609 Services Marketing 03 MRKP 601

1. Objectives:

Knowledge Domain:
o Be knowledgeable about ways services need to be marketed due to their intangible core.
o Beinformed regarding service quality issues and the success factors in services marketing.

Skill Domain:

e Explain the overlap of marketing with operations management and human resource systems in the design
and management of service organizations.

o Reflect critically on services marketing from the perspectives of consumer and marketer.

Affective Domain:

o Feel confident in developing strategy to increase the effectiveness of services marketing by gaining
insights into the problems faced by service marketing professionals.

2. Topics:

e nature and characteristics of services

consumer behavior in services context

developing service product

designing service's process

Customer relationship management and handling complaint.

3. Assessment Methods:

Case study analysis.

Student participation in classroom discussions and presentations.
Experiential learning Exercises.

Mid and Final Examination.
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Course Code Course Title

Credits Prerequisite

MRKP 620 International Marketing

03 MRKP 601

1. Objectives:

Knowledge Domain:
[}
e Understanding of Marketing products and services
[}

Skill Domain:

Assess critically global market opportunities.

Apply culture to decision making.

Obtain the language of international marketing.

Affective Domain:

Students will have an understanding of increasing importance of global awareness.

across cultures.

Awareness about the Political risks of international business.

Confidently implement global marketing strategies.
Conceive of a creative international marketing strategy.
2. Topics:

The Scope and Challenge of International Marketing.
Cultural Dynamics in assessing global markets.

The Political Environment; A critical concern.
Products and Services for Businesses / International Marketing Channels.
3. Assessment Methods:

Assignments

Term Projects on any Firms Distribution Network.

Mid and Final Exam.
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Course Code Course Title Credits Prerequisite

MRKP 621 Marketing Analytics 03 MRKP 603

1. Objectives:
Knowledge Domain:
¢ Understand the needs of marketing managers for marketing intelligence.
o Determine and react to the objectives set for marketing analytics projects.
e Understand the meaning and value of big data and social media analytics.
Skill Domain:
e ldentify the type of analyses that will best help achieve the objectives.
e Appreciate the basics of R, the most pervasive analytics tool, and methods that use R.
e Learn to manage and execute marketing analytics projects.
e Learn how to prepare data for analysis.
Affective Domain:
e Determine how to best analyze diverse types of data.
e Achieve right attitude to turn statistical findings into marketing information that gets attention.
2. Topics:
Purpose of analytics?
Introduction to software environments for marketing analytics: R, R packages & R GUIs;
Python; H20; Hadoop
Predictive analytics: — multiple regression, Logistic regression
Social Media / Text Analytics

3. Assessment Methods:
e Class Assignments
e Final Term Projects
e Mid and Final Examinations
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Course Code Course Title Credits Prerequisite

MRKP 601

MRKP 622 Strategic Brand Management 03 MRKP 602

1. Objectives:
Knowledge Domain:
e Provide an appreciation of the role of brands in customer decision making and in creating shareholder
value.
Skill Domain:
o Increase fluency with the core principles underlying a consumer centric approach to brand strategy, and
create familiarity with research tools that illuminate the meaning and strength of any particular brand.
Affective Domain:
e Augment student ability to think creatively and critically about the strategies and tactics involved in
building, leveraging, defending and sustaining inspired brands.
2. Topics:
e Branding
Brand Equity
Brand Identity
Brand Architecture & Brand Portfolio
Managing brands with Advertising and Promotional strategies
3. Assessment Methods:
¢ Individual Assignments
Brand Relationship Interviews
Personal Image-ldentity Gap Analysis & Positioning Statement
Brand Audit Project
Brand Audit Presentation
Final Exam
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Course Code Course Title Credits Prerequisite

BUSM 608 International Business Administration 03 MRKP 601

1. 1. Objectives:
Knowledge Domain:

¢ Identify international business issues in advanced markets and emerging markets by using both classic and
emerging international business theories and concepts;
e Explain how organizations make market entry and market location decisions;
Skill Domain:
o Evaluate the international operations of large and smaller firms;
o Assess international market environment from multiple perspectives;
Affective Domain:
e Interpret international strategies chosen by multidomestic, international, global, and transnational firms.
2. Topics:
e Overview of international business
e The evolution of international business
e Regional economic integration
e The international funds flow
e International business environment
e Market entry modes and decision making
¢ International business strategies
e International HRM
3. Assessment Methods:
e Tutorial participation




Individual essay
Team-based business report
Team presentation
Examination
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Course Code Course Title Credits Prerequisite
. . N MRKP 602
MRKP 623 Marketing for Non-Profit Organizations 03 MRKP 609

1. Objectives:
Knowledge Domain:
o Understand the basics of 'Branding,' and ‘Framing’ in the not-for-profit space
Skill Domain:
e Be able to conduct a marketing and communications SWOT (strengths, weaknesses, opportunities, threats)
analysis for not-for-profit organizations.
o Develop critiquing skills to assess corporate and not-for-profit branding elements
e Develop SMART marketing/communications plan to understand an organization’s niche and grasp new
direction for a campaign (goal, objectives, audiences/stakeholders, decision-makers / tactics / measurable)
Affective Domain:
o Recognize and draft stories that aptly portray an organization's core mission and vision
e Touch upon social and digital media tools and metrics
2. Topics:
o Nonprofit Marketing Plan.
Stakeholders of Nonprofit Organizations.
Research for Nonprofit Organizations.
Fundraising for Nonprofit Organizations
Promotion Decisions for Nonprofit Organizations: Advertising & Public Relations
e Branding of Nonprofit Organizations
3. Assessment Methods:
e 2 Exams
o Written Marketing Plan
e Marketing Plan Presentation




Class participation/in class projects
Nonprofit volunteering
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Course Code Course Title Credits Prerequisite
BUSM 615 Leadership 03 MRKP 602

1. Objectives:
Knowledge Domain:
e Understand the group, teams and communication dynamics within organizations.
o Describe and assess the basic design elements of organizational structure and evaluate their impact
on employees.
o Explain how organizational change and culture affect work settings within organizations and the
role of the leader in shaping the culture of facilitating change.
Skill Domain:
e Analyze individual and group behavior, and understand the implications of organizational behavior
on the process of management.
o Identify different motivational theories and evaluate motivational strategies used in a variety of
organizational settings.
Affective Domain:
o Evaluate the appropriateness of various leadership styles and conflict management strategies used
in organizations.
o Improve self-awareness, critical and reflective skills in organizational situations using OB and
leadership theories and concepts.
2. Topics:
e Introduction to Leadership and OB
e Attitudes, Personality and Values
e Motivation




Organizational Structure and Design

Leadership Approaches

Building and Running a Team

Culture and Leadership

Managing Change and Transformational Leadership
3. Assessment Methods:

e Individual Assignment (Reflective Report)
Group Assignment (Case study/Presentation)
Mid Term Exam
Final Exam
Attendance and Class Participation
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Course Code Course Title Credits Prerequisite
. . MRKP 601
MRKP 624 Public Marketing 03 MRKP 602

1. Objectives:
Knowledge Domain:
o Understand and identify the goals and objectives of marketing for mission-driven organizations from a
theoretical and practical perspective.
Skill Domain:
o Demonstrate the strategies and tactics of public sector marketing through discussion, case study, small
group analysis, interaction with guest speakers
o Demonstrate the ability to read carefully and express ideas effectively regarding issues of public concern
through critical analysis, discussion, and writing.
Affective Domain:
o Apply written, oral, and visual communication skills and conventions of academic discourse to the
challenges in the public policy process.
2. Topics:
Defining Social Marketing.
Communication Effects and Public Opinion.
Overview of PR Techniques.
Planning and Programming.
Media Relations | & 1l: Press Release & Conference.
Crisis PR.
Government and Public Affairs
3. Assessment Methods:
Case Study Outlines
Case Study Analysis and Class Discussion Facilitation
Marketing Plan
Class Participation
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Course Code Course Title Credits Prerequisite

ECNE 628 Feasibility Study 03 MRKP 604

1. 1. Objectives:
Knowledge Domain:
o Explain the concept of Finance and how fund flow in and to firm.
o Significance of economic feasibility study, evaluation of different important variables in feasibility study,
and evaluation of feasibility of business projects.
Skill Domain:
e Can prepare cash budget for short term planning of a firm.
e Demonstrate the use of investment appraisal techniques in making long term decision
Affective Domain:
e Have understanding of firm’s Income Statement and Balance Sheet

2. Topics:
o Risk, Return & Opportunity Cost of Capital
» Expected return calculation
» Standard Deviation of return
e Risk:
» Systematic and Unsystematic Risk
» Calculation Beta
» CAPM model
e Capital Budgeting
3. Assessment Methods:




Quizzes

Assignments/Case Studies:
Project/Project presentations:
Mid-term

Final Exam

A
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Course Code Course Title Credits Prerequisite

MRKP 698 Reseach Project 03 MRKP 607

1. Objectives:
Knowledge Domain:
e To create awareness and understanding of contemporary tools to assess the quality and standard of
research articles, publications and reports.
e To provide guidelines to establish relations between academic research and business development.
e To review research methodology and instruments for research.
Skill Domain:
o Translate basic/applied business issues into appropriate academic research questions.
e Understand and apply the skills required to identify the upcoming problems and issues of the future in the
field of marketing and business.
Affective Domain:
e Acquire the ability to search for related literature of the problem identified and conducting research on the
topic.
2. Topics:
Research Problem identification and Topic Selection
Literature Review
Hypothesis development and Model Formation
Research Methodology (Qualitative/ Quantitative or Mixed Method)
Data Screening and Data Analysis
Final Report
3. Assessment Methods:
e Final Thesis Submission
e VivaExam




