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Course Name Course No.
- sl Ll kel 3 Lozall elell)
(Prerequisite) Credit Hours
2/10/2012 ol ol) 2ad slaze) 05 o5 T_he subjec;t exaministyhe moderg sl Guos)
VIEW 0 marketin an
Number & date of course plan concentrates on areas gsuch as | DriefDescription
approval identification ~ of  marketing
opportunities; market
segmentation,  targeting  and
positioning; product life cycle
analysis; new product
development; services marketing,
and marketing mix decisions.
T (R INT]
1. To investigate the context and nature of marketing management decisions
: . . - (Course
and discover the relevance of basic concepts and theories to decision -
making in marketing. Objectives)
2. To undertake marketing management decision making by examining the
relationship between the company and its customers, society at large, and
other internal organizational functions.
3.  To prepare market analyses reports.
Expegtatlons fro_m the course . 33l Sle g g
Defining Marketing for the 21> Century
Gathering Information and Scanning the Environment (Course
Conducting Marketing Research Topics)
Identifying Market Segments and Targets
Setting Product Strategies and Programs
Setting Product Strategies and Programs(Cont.)
Developing Pricing Strategies
Developing Pricing Strategies (Cont.)
Designing Value Networks and Channels
Integrated Marketing Communications and Direct Marketing
Review and clarification
st OLST)
Kotler, P., and Keller K. L.(2013), “Marketing Management”, 14" edition,
Prentice Hall, NJ (s 20
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%50 =Final Exam (2l (laie¥) | Grade Determination) | %50=Final Exam 2%l ClaiaY)

e Jobber, D. (2010). Principles and Practices of Marketing. 6™ Edition. | :dsalal) aal sal)
London: McGraw-Hill. (References)
e Kotler, P. and Armstrong, G. (2010). Principles of Marketing. 13" Edition.
Upper Saddle River, N.J. Prentice Hall.
e Kotler, P (2003), Marketing Insights from A to Z, John Wiley, NJ
%30 = Course Work ol Juel | caidagb [ %10 = Participation 4S8 Liall | eaiags [
(e o llaial elagl ¢ &) | et 315l %20 =1% Exam Js¥) Olaia¥) | i sigal
(Reports, Term Papers, Quizes) (Practical Course %20 = 2nd Exam S8l olaia¥) (Grade

Determination)

(Course Outline) : s aygdl
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Notes Pages in Subjects Week
Hours

Textbook
Expectations from the course 3 01
Defining Marketing for the 21% Century 3 2
Gathering Information and Scanning the Environment 3
Conducting Marketing Research 3
Identifying Market Segments and Targets 3 5
Setting Product Strategies and Programs 3 6
Setting Product Strategies and Programs(Cont.) 3 7
Developing Pricing Strategies 3 8
Developing Pricing Strategies (Cont.) 3 9
Designing Value Networks and Channels 3 10
Integrated Marketing Communications and Direct 3 11
Marketing
Review and clarification 3 12
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Date of Approved by Dept.
Approval Chair
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Extra Information: (Updated every semester and filled by course instructor)

Dr. Saeb F. Al Ganideh Course Instructor ssWi e

, ROOM 132 Office No. U1 o3,
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saeb@zuj.edu.jo

Extension (I st
Email 3458391 w

Sunday, Tuesday, and Thursday : 3:00 - 4:00 noon
Monday and Wednesday: 9:30 am-10:30 am.

In addition by appointment
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