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Basic Information

Course Title:  
Strategic Marketing:

MKT 470
Credit Hours: 
3 Credit Hours.  

Prerequisite: 
15 hours of Marketing Courses
Instructor: 

Dr. Salem Al-Oun
Office Hours: 
Sunday, Tuesday - 12:00 - 2:00
Office Location: 
A251




Instructor's e-mail: 

saloun@psu.edu.sa 

Course Meeting Time: 

Sunday, Tuesday - 9:00 - 10:15
Course Meeting Location: 
E262
Teaching and Learning Methods
Students will work in an interactive learning environment supported by:

1. Daily lectures and discussion sessions.
2. An Interactive teaching-learning experience by presenting projects using PowerPoint.
Students in this course are expected to be present, and prepared to contribute to all class sessions.  Because of the commitment to class discussion, learning depends on your participation.  Your comments and questions enrich and enhance everyone’s learning.   
Professional Information

Course Aims and Themes
The objective of this course is to develop analytical skills in the formulation and implementation of market driven strategies for organizations.  The focus is on strategic decision-making which has a long-term impact on organizations.  It focuses on the importance of strategic marketing as a process of creating satisfied customers through the integration of all business functions and through the continuous search for a sustainable competitiveness through innovation.  
Learning objectives for the class are:

1. To survey basic concepts of marketing strategy.
2. To explore the role and significance of marketing strategy. 
3. To expose the student to as many case studies and examples as possible about how marketing strategies have been created in actual practice.
Intended Learning Outcomes
1. Knowledge and Understanding
Students attending this course will be able to read and analyze theories on how to make and implement a market-driven strategy for organizations.  They are ultimately required to read from the assigned list of readings in order to better understand the theories displayed and analyzed in the classroom.  Each class will involve extensive discussions and every student will be expected to participate.  This outcome will be assed through mid-term and final examinations, which will follow the college requirements and criteria for examination.    
2. Intellectual Skills 
Students attending this course will be able to understand, analyze, interpret, and assess strategic decisions that tend to have a broad, long-term impact and that are costly to reverse if one is wrong.  They will be able to assess marketing strategies as a plan for what to do based on what is happening.  This outcome will be assed through projects, assignments, and papers.    
3. General and Transferable Skills 
Students attending this course will be able to assess their own strengths and weaknesses and adjust future performance in light of their self-assessments.  It will assess students’ ability to transform the theoretical understanding into realistic issues.  Student achievement of this learning outcome is assessed by the instructors' evaluations of students’ commitment to submission deadlines, course attendance, and team-work contribution. 
Intended Course Values
Students attending this course will gain the following values and skills as they will be established throughout the teaching-learning process over the semester:

1. Research Skills: Enhancing students' awareness and sensitivity to the benefits of research and innovation.  Each student is to collect references of articles, books, websites, and the like over the semester. 

2. Teamwork and Individuality: Building leadership and individuality by presenting the teaching-learning experience as an interactive learning environment.  Each student is expected to be individualistic as much as a team player.
3. Management and Creativity: Emphasizing management skills of students through assignment submissions on due dates while focusing on organizations, teamwork, and networking.  Students are expected to be dedicated to their work and show creativity as much as hard work.

4. Self Management and Commitment: Each student is to attend the class and not to miss any class because each class will be informative and the content can not be transformed by other students or the students on their own
5. Communication Skills: Once students have any comment or question, concerning the course mission and ideas, or any personal concerns; they are encouraged to contact me by e-mail or directly so communication can take place.

Course Description

The course aims at integrating all marketing elements in a strategic planning framework. Emphasis will be made on making strategic decisions and developing plans for implementing them.  The class will address questions such as: How do you organize the strategic decision process?  How do you conduct the internal and external ("SWOT") analysis relevant to strategy?  How do you analyze customers, identify strategic issues, and make decisions about the marketing mix?  How do you specify and communicate a marketing strategy?  How do you implement a strategy?  Why market driven?  This is a problem oriented case & it the opportunities faced by real companies will be used.  This class is formatted as a highly participatory, case study class, with extensive discussions and/or presentations.  
Course Organization and Assessment

Exams

There are Three examinations for the semester, Two major exams and Final Exam.  These examinations will follow the normal college schedule.

Project

The class will be broken up into team projects (depending on the class size).  You will form your own teams.  The goal for each team is to formulate a strategic marketing plan for an actual company.  This could be one of the companies recommended by the instructor or a company that a member of your team is working for so the project could potentially help you advance your career.  These projects will serve as our continuing live cases for class discussions.  Each group will be ask to apply the assigned text readings to their respective real case, as well as to assigned textbook cases.
Class Participation & Attendance

Class participation is a crucial part of the course which will take place during lectures, discussion on strategic marketing topics, case analyses and students’ activity in projects, & will be evaluated on regular bases.  Absence from class means no participation, which means a lower final grade.

Grading
The following is the breakdown of the course assessments:

First Exam




20%


Second Exam



20%


Final Exam




40%


Attendance and Class-Participation
10%


Projects, Cases, and Assignments
10%

Attendance & DN Policy

Class attendance is expected fully.  Please consider the following instructions for attendance:

1) Absences will be counted from the day first of the official start of classes given in the semester.
2) Student who earns 9 Absences will be recommended for DN. 
As the course is delivered in one and half hours’ sessions, any student who exceeds the number of absences allowed will be recommended for DN.  The absences will be counted from the day first of the official start of classes given in the semester calendar, no matter when the student has actually registered the course.  Besides, any student who is late by more than five minutes after the scheduled start of a class will be marked absent, and such absences will also be counted for DN purpose.

Course Content

There will be daily lectures throughout the semester to get the chance to go through deep understanding of strategic marketing, in addition to assessments of the course that are all structured weekly as follows:
1st Week:  Course Overview: Fundamental Marketing Concepts, Trends, and Tasks
· Course Syllabus Reading and Presentation

· Project Team Formation and Project Selection

· Lecture/Discussion –

Read: Text, Chapter 1 (Kotler and Keller, 2006)

2nd Week:  Defining the Organization's Business, Mission, and Goals and Financial Aspects of Marketing Management
Lecture/Discussion 

Read: Text, Chapters 1 & 2 (Kerin and Peterson)


Text, Chapter 2 (Kotler and Keller, 2006)

3rd Week:  Defining the Organization's Business, Mission, and Goals, and Financial Aspects of Marketing Management

Lecture/Discussion 

Read: Text, Chapters 1 & 2 (Kerin and Peterson


Text, Chapter 2 (Kotler and Keller, 2006)

4th Week:  Marketing Decision Making and Opportunity Analysis
Lecture/Discussion 

Read: Text, Chapters 3 & 4 (Kerin and Peterson)

5th Week

Midterm Exam

6th Week:  Marketing Decision Making and Opportunity Analysis

Lecture/Discussion 

Read: Text, Chapters 3 & 4 (Kerin and Peterson)

7th Week:  Brand Strategy and Integrated Marketing Communication Strategy
Lecture/Discussion 

Read: Text, Chapters 5 & 6 (Kerin and Peterson)

8th Week:  Brand Strategy and Integrated Marketing Communication Strategy

Lecture/Discussion 

Read: Text, Chapters 5 & 6 (Kerin and Peterson)

9th Week:  
Midterm Vacation

10th Week:  Marketing Channel Strategy and Pricing Strategy Management

Lecture/Discussion 

Read: Text, Chapters 7 & 8 (Kerin and Peterson)

11th Week

Major Exam
12th Week:  Marketing Channel Strategy and Pricing Strategy Management

Lecture/Discussion 

Read: Text, Chapters 7 & 8 (Kerin and Peterson)

13th Week:  Marketing Strategy Implementation and Control
Lecture/Discussion 

Read: Text, Chapters 9 & 10 (Kerin and Peterson)

14th Week:  Marketing Strategy Implementation and Control

Lecture/Discussion 

Read: Text, Chapters 9 & 10 (Kerin and Peterson)

15th Week:  Marketing Strategy Implementation and Control

Group Projects – Implementation Strategies and Tactics

Group Project Presentations

Peer Evaluations
16th Week

Group Projects – Implementation Strategies and Tactics

Group Project Presentations

Peer Evaluations

Course wrap-up 

17th Week


Final Exam

Course References

Major
1) R. Kerin and R. Peterson.  Strategic Marketing Problems.  11th Edition.  Prentice-Hall: USA. 

Supportive
Kotler and Keller.  2006.  Marketing Management.  12th Edition.  Prentice-Hall: USA.

Other Sources: You may want to read the Harvard Business Review, Journal of Marketing, Journal of Marketing Research, Journal of Consumer Research, and Industrial Marketing Management. 

P.S. 
*  This syllabus is subject to change when the instructor deems necessary as the semester progresses.

*  It is recommended to turn off mobile phones or else they should be muted.
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