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This course aims at providing students with the
knowledge and skill of conducting real life marketing
research. This course helps to understand the role of
marketing research in today's business and marketing
strategies to achieve intended performance levels.
Upon completion of the course students should be
able to understand marketing research situations, and
apply appropriate tools to handle different research
problems in marketing. Emphasis will be on practical
applications on the marketing area. The course covers
all phases of advanced marketing research methods.
Moreover, this course is concerned with the
application of scientific methods to the solution of
marketing problems in order to increase the ability of
management to make relevant marketing decisions
based on sound marketing information.
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This course aims to provide the student with the
analytical approach to the study of marketing problems
of business firms and other types of organizations. The
course focuses on the influence of the marketplace and
the marketing environment on marketing decision
making; the determination of the organization’s products,
prices, channels and communication strategies; and the
organization’s system for planning and controlling its
marketing effort. The course is also emphases on the
managerial aspects of marketing plans, including analysis
of the internal and external environment. A key element
of the course will include the relationship of the
"marketing mix" to strategic planning
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This course focuses on the vital importance of service
industries such as banking and finance, healthcare,
automobile services and the role they play in today’s
economy. This course aims at providing students with the
vital principles and concepts of service marketing,
emphasizing the role of marketing in service sector,
showing the difference between services as well as goods
marketing and enabling students to understand and
implement effective marketing strategies for services.
Also, exposing students to the creation of suitable
services marketing mix.
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This course discusses the effect of the electronic
environment in general and the internet in particular on
the traditional marketing activities, and identify the
importance of electronic communications in the
marketing field, how to use Internet as a part of the
marketing activity, and explores the future of the kind of
marketing. In addition to learning fundamental constructs
and principles of the digital marketing, the course focuses
on learning tools and skills necessary for solving business
problems and exploiting business opportunities. Subjects
include: eCommerce, Web Sites, media planning, on-line
branding and advertising, search engine marketing, and
social media marketing.
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This course helps students to get comprehensive, expert
guidance on how to use the latest social media platforms
to promote business, reach customers, and thrive in the
global marketplace. Social media continues to evolve at
breakneck speed, and this course guide students to
discover how to devise and maintain a successful social
media strategy, use the latest tactics for reaching
customers, and utilize data to make adjustments to future
campaigns and activities. Plus, will find out how to
reach—and keep—more customers, make more sales,
and boost bottom line. This course includes the latest
changes to Facebook, Twitter, Pinterest, LinkedIn,
YouTube, and more. Also, offers tips for engaging
community and measuring efforts, Explains how to blend
social media with your other online and offline marketing
efforts and Shows you how to leverage data to learn
more about community
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This course introduces new ground in the field of digital
marketing and new customer acquisition by offering
techniques and tools for developing and executing
e.marketing strategies that are guaranteed to generate
results. Moreover, this course explores the fundamental
concepts and importance of marketing strategies in
general and e.marketing strategies specifically, through
highlighting the numerous types, fields of e.marketing
strategies as well as discussing the different ways of

formulating, designing and selecting appropriate
e.marketing strategies especially the competition
strategies. In addition exploring the strategies for

developing, designing and launching products as well as
market segmentation, product distribution, pricing and
promotion with concentration on competition and
branding strategies.
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This course are aims to providing students with the
conceptual framework of consumer behavior, describe its
theoretical and practical aspects, provide experience in
applying consumer behavior concepts to marketing
strategy and social policy decision-making through case
analysis and develop experiential capability in using
consumer research. This course also covers the major
influences on the consumption process, including
psychological, situational and socio-cultural factors.
Specific topics include perception, attitudes, values,
consumer decision-making and customer satisfaction,
among others are also to be included in this course.
Understanding the marketing implications of this course
behavior should emphasize.
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Integrated E- Marketing Communications
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Course Description
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This course, offers a classroom-tested, step-by-step
approach to the creative processes and strategies for
effective e integrated marketing communication (e IMC).
Also covers key areas, from marketing plans,
branding/positioning, and creative briefs to copywriting,
design, and considerations for each major media format.
Throughout, explores visual and verbal tactics, along with
the use of business theory and practices, and how these
affect the development of the creative message. This
user-friendly introduction walks students through the
varied strands of e IMC, including advertising, PR, direct
marketing, and sales promotion, in a concise and logical
fashion. This course also introduces students to the fast-
changing field of advertising and promotion. The changes
happening in the world of advertising are leading
marketers and their agencies to approach advertising and
promotion from an electronic integrated marketing
communication (e IMC) perspective. To understand the
role of advertising and promotion in today's business
world, student must recognize how a firm can use all the
promotional tools to communicate with its customers.
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The course deals with the concept of international
marketing in its applications within a cross- cultural
context. Identification of market potential. Development
of strategies to suit cultural differences, management of
multinational marketing efforts, the development of
promotion policies, pricing strategies and distribution
channels and methods. Environmental legal, political,
economic, technological and social cultural aspects of
international marketing are to be thoroughly discussed
and analyzed. Strategic international coalitions are also
will be covered. International trade regulations and
impediments to technological innovation in developing
countries.
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In this course students will explore and utilize techniques
for integrating social media marketing as n integral
component of marketing campaigns, as listening and
outreach tools for building brand awareness and
promoting business. Through an investigation of tools
which include internet forums, message boards, blogs,
wikis, podcasts, picture sharing, video sharing, and social
networking, students will have the opportunity to create
and present a written plan for achieving business goals
through the use of a social media marketing campaign.

Aladl il s ey L aladiul 3k Slusal) 13 & allal) (i,
plasiul s Ay gl Cllaall (e §3a% Y e 3aS A sadll dpelaiaY)
D00m s Ay el Al e ) el Jaal i) @l ol 5 g lain¥) Jila
lviie Jadi Al @la¥) 8 Gaadll DA e (Jleel) gl
cﬁd;\é.“ :\S‘)th‘, ¢ ) ga dJLﬁJ c‘,;ﬁ..m séﬁ;ﬂ djl_.»)l\ C"_:\_x).‘ t.'_u‘)’.'u:}”
a5 3al Il da i) Gl 13 g Aelaa¥) cilSudl)
Lelaa¥) Jilu gl aladiul JA e dead) Cilaal sl 4 66 dad

4y guitl) Alaall 5 3o 2,




This course introduces how to think, develop, and explore
of brands, brand equity. Strategic brand management
combines a comprehensive theoretical foundation with
numerous techniques and practical insights for making
better day-to-day and long-term brand decisions and thus
improving the long-term profitability of specific brand
strategies. Also, this course provides students with
specific tactical guidelines for planning, building,
measuring, and managing brand and brand equity. It
includes numerous examples on branding briefs that
identify successful and unsuccessful brands and explain
why they have been so. Case studies will familiarize
readers with the real-life stories of Levi's Dockers, Intel
Corporation, Nivea, Nike, and Starbucks
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The course aims at providing students with the
comprehensive set of processes and technologies for
managing the relationships with potential and current
customers and business partners across marketing, sales,
and service areas regardless of the channel of
distribution .This course focuses on the development and
implementation of relationship marketing strategies via
the use of CRM initiatives .Topics covered in the course
include: relationship marketing; operational analytical
and collaborative CRM; reasons for CRM implementation
failure; and the role of CRM in marketing management.
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This course aims at providing students with the
contemporary issues in digital marketing in light of the
practice; it also aims to explain specific marketing
problems of the reality of the local environment and
linking it to scientific marketing concepts and
environmental developments. In this course, students will
perform a marketing audit on the current marketing
activities of the local businesses and then develop a new
strategy. The course begins with each student group
preparing a proposal for an issue in marketing and how to
solve it. The course will be taught through a combination
of lectures, assigned readings, and guest speakers, class
assighments, role-playing exercises, group projects and
student presentations.
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