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Introduction

The Marketing Program provides students with the necessary
knowledge and skills needed to broaden their ability to think
critically, act ethically and add value to their marketing careers in a
competitive and increasingly complex domestic and global business
environment. Upon successful completion of the Marketing
Program, students are well-suited for entry-level professional
positions in sales, advertising, marketing research, retailing, brand
management, customer service, marketing consulting, purchasing,
media planning, direct marketing, and public relations as well as
being able to articulate marketing strategies and detail the action
plans required to implement and follow up these strategies.
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Academic Reference Standard (ARS) for
Marketing Program

Graduate attributes

In addition to the attributes of commerce graduates, the
Marketing program graduates must be able to:

1. Acquire the basic knowledge, theories and concepts of the
marketing, and being committed and motivated to maintain
a self-learning continuous-education.

2. Pursue a successful career in the marketing professionalism
in different types of organizations using acquired skills
and tools.

3. Take appropriate decisions under different managerial
situations in a very dynamic working environment.

4. Articulate marketing strategies and detail the action plans
required to implement it, as well as follow up on the
progress of all execution actions and schedules.

5. Think critically, communicate clearly, and coordinate
various marketing activities and parties.

6. Create value through profitable relationships with
customers as well as channel partners, suppliers, and
other stakeholders

1. Knowledge and Understanding

In addition to the general knowledge and understanding
acquired by commerce graduates, the marketing program
graduates must demonstrate knowledge and understanding of:

1. The fundamental concepts of the marketing function, its
interaction with the other functions within the organization
and with the external business, envifoimeharz,, -,

T e ) .

N,

»
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. The basis of marketing communications, market research,

sales management, personal selling and sales, advertising,
and retail management.

. The contemporary concepts and trends in the area of

marketing, such as Social media marketing, destination and
attractions marketing, brand management, supply chain
management, and international marketing.

. The consumer behavior fundamentals, the importance of

consumer knowledge and analysis, and data integration and
research methodology and their place in the marketing
decision making process.

. The different types of business and non-business

organizations and the appropriate role the marketing
function could play in each type.

. The various global and domestic environments and the

associated behavior of competitors using critical reasoning
(e.g. the effect of the competitors' marketing plan on the
company's marketing plan).

2. Intellectual Skills

In addition to the intellectual skills acquired by commerce
graduates, the marketing program graduates must be able to:

' 8

Solve managerial and marketing problems, such as
competitors' analysis, economic conditions analysis, and
consumer behavior analysis using mathematical and
statistical models and methods

. Evaluate and compare various alternatives to reach an

objective evaluation of the situation and take the appropriate
marketing decision (e.g. decide whether to produce or buy,
determine the appropriate promotion ....etc).

. Think creatively to find untraditional marke:‘.mg salutiops.to

achieve distinctive performance. (s g. using dlgﬁﬂ\and Soctak;
marketing). o > W
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. Compare differences and deviations and try to detect its
reasons and select the appropriate solutions for it (e.g. the
reasons for a gap between actual and target sales).

. Analyze business/marketing concepts and assess the level of
progress and success of the marketing plan.

3. Practical and Professional Skills

In addition to the practical and professional skills acquired by
commerce graduates, the marketing program graduates must be
able to:

1
2.

Identify customer needs using various methods and tools.

Make marketing decisions regarding markets that their
organizations should serve and coordinate marketing
elements into integrated campaigns.

3. Design market offerings for different markets.

. Plan and implement marketing strategies to communicate
with (and sell to) different markets.

. Use the strategic marketing process to resolve marketing
problems and explore marketing opportunities.

6. Prepare and manage marketing plans and budgets.

7. Conduct marketing research, explain the findings and use it

as an input for marketing decision making process.

4. General and Transferable Skills

The marketing program graduates must be able to
demonstrate general and transferable skills of commerce
graduates.
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