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Course Purpose

The purpose of this course in to present students with the concepts and
processes involved in strategic marketing planning. It analyses the stages of
the marketing plan with emphasis on how the various decisions within this
process may assist businesses in gaining a competitive advantage in the
contemporary marketplace.

Special focus is placed on the concept of Integrated Marketing
Communications as part of the marketing planning process. The aim is
provide students with the necessary tools that will allow them to develop
effective marketing and communications plans.

Learning
Outcomes

By the end of this course students will be able to:

1. ldentify the principles and importance of strategic marketing thinking

2. Apply the various marketing tools presented in the context of the
marketing plan

3. Employ the strategic marketing planning stages to develop a
marketing plan for a business unit

4. Explain the concept of Integrated Marketing Communications (IMC)

5. Identify how IMC may create value and brand equity for firms

6. Choose appropriate marketing communication mixes to achieve the
communications and behavioural objectives of the IMC plan

7. ldentify new trends in marketing communications

8. Apply the marketing communications plan

9. Analyse the concept of sustainable marketing

Prerequisites

MBA513 Corequisites None

Course Content

1. Introduction to strategic marketing planning

a) The characteristics of market-driven strategies

b) Corporate and business strategy

¢) The importance of market orientation

d) Strategic marketing planning

e) The role of stakeholders in the process of marketing planning

2. Analysing the current situation and setting marking objectives
a) Marketing audit

b) SWOT analysis

c) The competitive environment




d) Setting objectives

e Ansoff’'s Matrix

e Strategic objectives

¢ Marketing objectives

¢ Financial objectives

e Societal objectives

e The Boston Consulting Group Growth/Share matrix

3. Developing the core strategy
a) Defining markets (consumer, organisational)
b) Segmentation, targeting, positioning for competitive advantage

4. Strategic issues in creating a company’s marketing mix

a) The traditional marketing mix

b) The expanded marketing mix and the 7Ps approach

¢) New-Product Strategy and strategic brand management

d) Strategic Brand Analysis

e) Channel Strategy

f) Strategic Role of Price

g) Integrated Marketing communications and its importance in
marketing planning

5. Introduction to Integrated Marketing Communications and the
communications process

a) Synergy and negative synergy

b) Stages in the Marketing Communications Planning Process

6. Perspectives of consumer behaviour and the role of brand

positioning in the marketing communications process

a) The role of consumer behavior in the design and implementation of
successful marketing communications programs

b) Branding and its link with IMC

c) The role of positioning in the marketing communications process

7. Marketing Communications tools

a) Elements of the promotion mix and their role in IMC

b) Alternative marketing communications programs (word-of-mouth,
buzz marketing and sponsored consumers)

c) The role of packaging in developing effective IMC programs

8. Creative strategy
a) The creating strategy
b) Communications appeals and creative execution styles

9. Traditional Vs. New media
a) Appropriate media selection
b) Traditional media

c) New/emerging media

d) The media planning process




10. Sustainable marketing and ethical issues in marketing
communications

a) Sustainable Marketing Strategy

b) Ethical Dimensions of Sustainable Marketing

c) Sustainability through the marketing mix

d) Social criticisms of marketing communications

e) Targeting ‘sensitive’ segments of the population through various

marketing communications tools

Teaching
Methodology

The taught part of this course is delivered to the students by the means of 3
hour lectures per week with the help of power point presentations. Video
and other visual material is also used to demonstrate the application of the
course’s content by real life companies and to provide students with
information by experts (e.g. CEO’s, marketing professionals).

In addition to the lectures, students are encouraged to participate in active
discussions, questions and answers and debates. In class group work
involving brainstorming and cooperative learning is an important part of this
courses teaching methodology. Students are often requested to work on
small tasks/challenges or short case studies in order to consolidate the
theoretical concepts taught.
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Assessment (a) Methods:
Students will be assessed as follows:
Final exam

Course work:
Assignment
Mid term exam

(b) Criteria:

Final exam/mid term exam: Assessment criteria are available to the
students in relation to the written final and mid term exams
o Each question is however assessed using the following general
criteria :
o 86%-100% excellent/comprehensive answers
o 76%-85% very well answered questions
o 66%-75% well answered questions



http://www.adage.com/
http://www.digiday.com/
http://www.marketingweek.com/
http://www.marketingprofs.com/

o 50%-65% satisfactory answered questions
o 0%-49% poor or incorrect answers

Assignment

A detailed explanation of each of the criteria is given to the students in the
form of assignment guidelines

(c) Weights:
o Final exam: 60%
o Assignment: 20%
o Mid term exam: 20%

Language

English




