Ministry of Higher Education and . ]
i ifi | Cuadd) Lad) ) 8405
Scientific Research el Cally (Aad) alail) 305

Syrian Arab Republic /’»\ Ay gaad) Ay ad) Ay gl
2
7

FEUNN [+ SRR [ SR |

Syrian Virtual University Ay gud) Aula)8Y) daalal)

Course Description: Strategic Marketing

1- Basic Information:

Course Name Strategic Marketing
Course ID BMK610
Contact Hours (Registered Sessions) 24

Contact Hours (Synchronized Sessions) 24

Mid Term Exam -

Exam 75 min
Registered Sessions Work Load 48
Synchronized Session Work Load 18

Credit Hours 5

Course Level 6

2- Pre-Requisites:

Course ID

Strategic Management BMNG606
Product and Brand Management BMKG604
Pricing and Distribution BMK®606

3- Course General Objectives:

This course aims to encourage marketing students to think and act as strategic marketers by discussing
the main concepts and tools of strategic marketing, it could be accomplished by explaining and
addressing its basic stages, starting with analyzing the internal and external environments, determining
the strategic direction of the organization, defining the marketing strategy and marketing mix strategies,
ending with the implementation and follow-up process.
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4- Intended Learning Outcomes (ILO):

Code | Intended Learning Outcomes
A student understands the concept of strategic marketing and its importance, and
ILO1 ; :
absorbs the process of strategic marketing
ILO2 | A student compares the elements of external and internal environment analysis.
ILO3 A stu_denf[ discusses the strategic orientation and competitive advantage of the
organization
ILOA A s_tyde_nt explain_s and compares segmentation, targeting, differentiation and
positioning strategies.
ILO5 | A student discusses methods for formulating marketing strategies
ILOG A student understands the stages of implementation and control in the strategic

marketing process.

5- Course Syllabus (24 hours of total Recorded Sessions, 24 hours of total synchronized sessions)

RS: Recorded Sessions; SS: Synchronized Sessions;

ILO Course Syllabus RS | SS Type Additional Notes
m;:igzagon to strategic “ Exercises
e The concept of strategic ") Assignments| A course homework helps
ILO1 marketing 5 2 O Sen_unars students to understand
e Its importance is strategic - Pro;e_cts and appl_y the covered
marketing 71 Practices concepts in the course
e The strategic marketing process - Others
The analysis of an organization
environment .
Analysis of the external - Exe.rC|ses
* environment 0 ASS|g_ nments| A course homework helps
ILO2 |« Analysis of the internal | 8 8 O Serr_nnars students to understand
environment 0 Pro;e_cts and appl_y the covered
e Analysis of the competitive O Practices concepts in the course
environment "1 Others
e Consumer analysis
Strategic orientation - Exe_r cises A course homework helps
ILO3 4 4 |V ASS|g_ nments| students to understand
Comparative advantage 0 Sen_unars and appl_y the covered
] Projects concepts in the course
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1 Practices
1 Others
Designing a customer-driven 1 Exercises
marketing strategy: 1 Assignments| A course homework helps
e Segmentation strategies 1 Seminars students to understand
ILO4 . . 2 2 .
e Targeting strategies ] Projects and apply the covered
o Differentiation strategies 1 Practices concepts in the course
e Positioning strategies. 1 Others
Constructing marketing mix 1 Exercises A course homework helps
strategies: ] Assignments| students to understand
e Business and product portfolio ] Seminars and apply the covered
ILO5 | Pricing 4140 Projects concepts in the course
e Marketing communications 1 Practices
e Distribution 1 Others
71 Exercises The course homework
The implementation stage 1 Assignments| helps students to
"1 Seminars understand and apply the
ILO6 414 '] Projects covered concepts in the
Follow-up strategies ] Practices course
1 Others
6- Assessment Criteria (Related to 1LOs)
ISC | Interactive Synchronized Collaboration Ex |Exams | [Rpt]| Reports
PF2F | Presentations and Face-to-Face Assessments PW | Practice Work
ILO Assessment Type
Code ILO Intended Results ISC | PW | Ex | PF2F | Rpt
A student | A student explains the
understands  the | concept of strategic| v v v
concept of strategic | marketing
ILO1 | marketing and its | A student demonstrates the
importance and | importance  of strategic| v v v
absorbs the process | marketing
of strategic | A student discusses the P P P
marketing strategic marketing process
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A student | A student explains the
compares the | components of the external v
elements of | environment analysis
ILO2 | external and | A student discusses the
internal components of the internal Y
environment environment analysis
analysis.
A student discusses | A student argues the
the strategic | organization's strategic v
orientation and | orientation.
ILO3 | competitive A student explains the
advantage of the|concept of competitive Y
organization advantage and methods of
excellence.
A student explains | A student compares the
and compares | ways of market v
segmentation, segmentation
targeting, A student explains market P
differentiation and | targeting strategies
ILO4 oL
positioning A student argues about Y
strategies. differentiation strategies
A student understands the
concept of the brand v
positioning.
A student discusses | A student explains product
methods for | development strategies and v
formulating innovations
marketing A student discusses pricing L,
ILO5 | Strategies strategies
A student argues his teacher L,
about promotion strategies
A student compares L,
distribution strategies
A student | A student explains the stage
ILO6 | understands  the | of implementing marketing v
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stages of | strategies.
implementation
and control in the

strategic marketing | A student shows strategies
process. _for foIIowir]g up on the
implementation  of  the
marketing strategies

7-

Practice Tools:

Tool Name Description
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