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	1. Title of Subject


	Strategic Marketing


	2. Subject Code


	BMR3134    

	3. Status of Subject


	Major 

	4. Stage


	Degree

	5. Version
	Date of Previous Version: May, 2000

Date of Current Version: Oct, 2005



	6. Credit Hours

LAN’s Credit Hours Equivalent


	3

	
	3



	7. Pre-requisite


	BMK2024 Consumer Behavior

BMK2104 Marketing Management



	8. Teaching Staff


	Pn Zaharah bt Bakar, BSc (S Illinois) MBA (St Louis)



	9. Semester


	Third (Delta) Year , Trimester 3

	10. Objective of subject
	This course is concerned with the development, evaluation, and implementation of marketing strategy in complex environments.  The course deals primarily with an in-depth analysis of a variety of concepts, theories, facts, analytical procedures, techniques, and models.   With a mixture of (i) critical analysis, (ii) application, and (iii) communications, this course expands the knowledge gained in marketing management and other marketing elective courses and develop into the skills necessary to actually formulate and implement marketing strategy.



	11. Learning Outcome of Subject


	At the completion of the subject, students should be able to :

· apply marketing strategy by providing the concepts and processes in order to gain a competitive advantage by delivering superior customer value.

· develop processes that enable the organization to continually learn from customers, competitors, and other sources which is vital to sustain a competitive edge.

· develop and implement dynamic business and market-driven strategies that are adaptable to the changing  conditions.

· develop their skills in decision making which is very useful in structuring and solving marketing problems.



	
	Programme Outcomes
	% of Contribution

	
	· Ability to communicate effectively
	15

	
	· Acquisition of knowledge and competency in specialized areas of marketing management
	40

	
	· Understanding and commitment to professional and ethical responsibilities
	10

	
	· Ability to work independently as well as with others in a team
	10

	
	· Ability to be a multi-skilled marketing executives with good business knowledge, decision making, interpersonal, leadership and entrepreneurship skills
	25

	12.  Assessment Scheme
	Lab


	· Not applicable
	0%

	
	Project
	· Marketing Plan  Project
	20%



	
	Case Analysis
	· Case Analysis
	20%



	
	Presentation


	· On cases and marketing plan
	10%

	
	Final Exam
	· Written Exam


	50%

	13. Details of subject 
	Topics Covered


	Hours



	
	Introduction:  Foundations of Strategic Marketing Management

Boundaries of Strategic Marketing, Classification of Strategic Situation, Analysis and The Process of Strategic Thinking


	2

	
	Financial Aspects of Strategic Marketing

Variable and Fixed Costs, Relevant and Sunk Costs,  Margins, Contribution Analysis, Liquidity, Operating Leverage, Discounted Cash Flow, Pro Forma Income Statement


	4

	
	Marketing Decision Making and Case Analysis


	2

	
	Opportunity Analysis and Market Targeting

Case 1

Case 2

Case 3
	4

	
	Product and Service Strategy and Brand Management

Case 1

Case 2

Case 3
	4

	
	Integrated Marketing Communications

Case 1

Case 2

Case 3
	4

	
	Marketing Channel Strategy and Management

Case 1

Case 2

Case 3
	4

	
	Pricing Strategy and Management

Case 1

Case 2

Case 3
	4

	
	Interactive Marketing and Electronic Commerce

Case 1

Case 2

Case 3
	4

	
	Marketing Strategy Reformulation:  The Control Process

Case 1

Case 2

Case 3
	4

	
	Comprehensive Marketing Programs

Case 1

Case 2

Case 3
	4

	14. Teaching and Learning Activities
	This subject will be delivered using the following means:

Lecture, case analysis and discussion  = 42 hours

Total Contact hours = 42


	

	15. Laboratory


	Not applicable

	16. Reading Materials
	Text


	Kerin R. A. and Peterson R.A. Strategic Marketing Problems: Cases and Comments,  Latest Edition, Prentice-Hall, New Jersey.
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· Kotler, P., Marketing Management, Latest Edition, Prentice-Hall.

· Doyle, P., Marketing Management and Strategy, Latest Edition, Prentice-Hall, New Jersey.
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