Course Description Form
Management and Economics  College: University: Mosul
Department or branch: Marketing Management

1. Course name and academic level

Cnnh:mpurar}r Marketing Studies / Master's / First Course

1 2. Course ;:Ede.

AEMMZ25 F601

' 3. Semester/Year (First Semester/Master’s) b e

2024-2025

—_—— e m— ==

4. Date this description was prepurm:iw

1/9/2024

5. Available forms of attendance

Student ;ittn dance

6. Number of study hours (total) / Number of units (total)

3

7. Name of the course supervisor (if more than one name is mentioned) and

academic title.

Mame: Assistant E-".l.'l;'_'l-l;hf-':":-.‘.:iﬂr- Dr. Mohammed Mahmoud Hamed Al-Mallahsan

Email:Mohamed _almolai@uomosul.edu.ig

8. Course nh;ectlves

It aims to introduce the student to contemporary marketing concepts in the science
of marketing management and to work on developing his analytical and critical
skills and the correct construction of these concepts.

9. Teaching and learning strategies

Marketing Studieslt combines theoretical and practical aspects and their role in
achieving marketing efficiency. Interactive lectures are used to present basic
concepts such asEntrepreneurial marketing, interactive marketinglt also relies on
project-based leaming, where students are tasked with analyzing real-life cases of
companies and their management practices.MarketingCollaborative learning is




teams, and analyzing case studies to develop analytical thinking and decision-
making skills. Strategies also include student presentations, the use of digital
media to support self-directed leaming, and the implementation of short-term
classroom activities such as designing a supply network or evaluating the
efficiency of a logistics system. Additionally, ongoing academic mentorship is

provided to guide students through projects and practical applications.

1k Counrse structure
Ly . o B : Required. - | - |
TED : rn AR B | ML L L I !
RyAliabe L“'mt Name of unit or topic learning NEEER week
n method method ] : Bty s :
e : et A : . oufcomes :
Diaily F‘res:::;amn Gensral Introduction to TheoryAnd the 3 1
questions darticiation rarketing Management field
Presentation
u:‘:;l-l_ins and Generational Marketing h ﬁ";'E;d the 2 2
Gl participation
Presentation
oy and Marketing Dashboard Thetprnathe) o 3
quastions TR fiald
. participation
Presentation o al SN |
1 : s |
LE::i; e and Marketing scientific output |/ Thw;:.gd i - 4
K participation _ :
: Presentation
D‘BI?',' and Self-marketing TieosphRd the 2 5
questions s field
participation
: Presentation
iy and Marketing savvy Uigempiind the 2 &
questions R field
participation
Presentation
Dﬂl!? and Pink Marketing Theonnd e 2 7
quF.'!-i.'H-DI'IE o . ﬁ'ﬂm
participation
Presentation
u::tl:in: and Marketing Viglance menrﬁ"'r:;:ﬁ e 2 B
i participation f
Presentation
i
Dal_',.' and Market orientation TieomyinH the 2 9
guestions R field
L | participation
Presentation
ETH A,
d and Smart Marketing Tppndtie:] & 10
questions ) ) field
| participation
: Presentation
Diaily Z 3 TheoryAnd the
duestions _anl:l . rarketing disruption fietd 2 i1
. participation
. Presentaton
Crail h h
o uestlt:r - and Marketing Excellence ! ED:.:';:“ N 2 12
| participation
. Presentation
Crail 3
oo || and coomervace | PORNMTS | 2| xg
_ participation |
Eraily Presentation g Theoryand the ,
guestions and FEIEIY Trketng field " i




Course Description Form
University: Mosul College: Administration and Economics: Iepartment or Brunch: Marketing Management

I. Course name and academic level

Product Strategy and Brand

2. Course code.

3. semester/year

Y«¥E/YeYe  first course

4. Date this EIEﬁcripliun was prepared

2024/1011

5. Available attendance forms

My presence and my interaction

6. Number of study hours (total) / Number of units (total)

3 hours

7. Name of the course supervisor (if more than one name is mentioned) and

academiec title

Assistant Professor Dr, Munther Khuder Yaqoob

Email:

Monther khuder@uomosul.edu.iq

8. Course objectives

Course objectives This course aims to introduce students
to the modern concept of product
strategies and their types, and to
develop students' skills in preparing
marketing plans to market products at
various stages and levels of their life |
cycle, using contemporary strategic
models to prepare strategic plans to
market supportive products. It also
teaches students how to choose the
- appropriate brand that meets their needs
and desires, and to identify the
components of a brand and its

strategies,




Oral questions, theoretical knowledge 3 \Rs
daily exams, and Brand management

discussion
Oral stions, th ) 1 ]

SN soretical Criteria for selecting brand knowledge 3 b
datly exams, and

* elements
discussian ; -
Exam 2 3 &

11Course Evaluation and Grade Divisions

The grade is distributed out of 100 based on the tasks assigned to the student. such as

daily preparation, daily, oral, monthly and writien exams, reports, ete,

12. Lea rning and teaching resources

Khader, Muhammad, (2020), "Product

and Brand Management,"

Universi Ly.

syrian

Required textbooks {methodology if any)

Main References (Sources)

Alshwani_Panésar, (2023). product and

Brand Management”™, Tndia,

Recommended supporting books and

references (scientific journals, reports...)

https://www.iragoaj.net

Electronic references, websites

Curﬁculumﬁpdatc rate

Name and stgnature of the decksisa hlder

W
and gignature of the hegd of the department or Brasch

Dr. Munther Khuder Yagoob

Dr. Bashar Dhaker Saleh




Course Description Form

—ram

name The decision:  .»

Sales Management/Master's Program
code The decision .Y

the chapter / year. .7

First course2024-2025

date numbers this Description  .f£

1/9/2024
Available attendance forms. .©

My presence in the hallAcademic
Number of study hours (total) / Number of units {total}. .3

2 hours .. 2 hoursThat :
Name of the course administrator (if more than ocne nameis ¥

mentioned}
me: AMD Bashar Remember righteous Email :-

thaker@uomosul.edu.com
Bashar

Course objectives . A

ming students aboutbaSics  Sales and the most important Course objectives
developments in the field of sales

familiarize students with the nature of the relationship befween sales

management and other marketing concepts.

support knowledge Students Important Specializations
odern In sales management, including e-commerce |

Teaching and learning strategies .4

ﬁmleamlng Cooperative from during answer students -} Strategy
on inquiries Instructor and their colleagues Students.
road Discussion. -¥

3-Method Duties Daily.




Course structure.

Evaluation |  Learning |  Name of unitor | Required learning | watch | week
method method topic. outcomes es3
Sales management 2| the
concept first
Episodes
Discussion M}’
Andthe |  presence |
storm mental
Episodes | The importance,
Discussion My | objeetives and
And the presence | characteristics of d
storm mental __sales management -
| Episodes Elements of 2| the
Discussion My | successful sales third
And the presence management
storm mental
Episodes Sales management 2 | Fourt
Discussion My | position in the h
And the presence  organizational
| storm mental structure
~ Episodes Sales management 2 | Fifth
Discussion My strategies
And the presence
storm mental -
Episodes | Sales skills 2 | Sixth
Discussion My
Andthe | presence
storm mental |
Episodes Sales Manager 2 | Seven
Discussion My | Responsibilities ' th
Andthe | presence
storm mental 5
Episodes Reguirements for 2| The
Discussion My implementing eight
And the presence | successful sales h
storm mental management
i Episodes The concept, 2 | Ninth
Discussion My | characteristics
And the presence and causes of
storm mental marketing crises
Episodes M Sales Management 2 | tenth
Discussion Y | Performance




And the | presence Measure
storm mental
Episodes The role of sales 2 | eleve
Discussion My | management in nth
And the presence achieving market
storm mental share
The role of sales 2 | twelft
Epinages | management in h
Dscussion My G
And the resence | . promoting
I/ S— P innovation and
creativity
Episodes The concept of e- 2 | thirte
Discussion My | commerce and its enth
And the presence | imporiance
storm mental
Episodes | Dimensions, 2 | fourte
Discussion My | requirements and enth
And the presence types of e-
storm mental COMMErce
Episodes Midterm exam 2 | fiftee
Discussion My nth
And the presence
storm mental |- l
Episodes Dimension
Discussion My s of green
Ar;fuﬁ*hrﬁ presence | ™ rketing
mental |

distribution degree from 100 on according to Tasks The person in charge WITJ'L it The
student like Preparation Daily and exams Daily and oral And monthly and editorial and

reports ..etc,

Learning and teaching resources .\

MNoD

Required textbooks (methodology if any)

University

theses

dissertations in
rketing Management

Sales Management

major in

and

hain references [H-Di.l n:-ea]

search Published in Magazines Recommended  supporting bogks  and
Iraqi And Arabic references (scientific joumnals, reports...)
NoD Electronic references, websites
-
_,_.—-'-_--_h_ —

LN

——

]
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Course Description Form
University: Mosul College:  Management and Economics
Department or branch: Marketing Management

1. Course name and academic level i

iﬁérnnﬁnnai Marketing / Master

2. Course code

3. Semester/Year

2024-2025/First semester

4. Date of preparation of this description: 2025

5. Available forms of attendance

My presence and on time

6. Number of study hoors (total) / Number of umts (total)

30 hours / 2 units

7. Name of the course supervisor (if more than one name is-ﬁnenﬁnneﬂ} and academic |

title.

MName: Dr. Laila Jarallah Khalil Email:laylasarallshi@uomosul cduig

L e s e ek e

8. Course objectives

= Definition of studentB in the concept of Course objectives
international marketing

= International Marketing Environment
*International Product

9. Teaching and learning strategies

Brainstorming, case studies, discussion  Strategy:
group learning |

10. Course structure

Evaluation I.ﬂirning Name of unit or topic Required | watche | wee
- method method learning | s k
il g N =] outcomes :
Introduction to 2

Contributions Lecture Internation:l Marketing Cognitive

Discussio | TrendsAdministrativeFo | theoretica :

the audience :
n rinternational |

e S — e I,




: R | organizations
Contribution Mok et Matives for entering theoretica
5 international markets |
Daily posts Lecture | Economic environment | Cognitive
: : global economic thearetica
Ask tion
the audience sk questions Systems I |
social and cultural theoretica
i Lectu /
behavior ! i environment |
: Ask Folitical and legal i
; : Cognitive
the audience questions | environment on
Contribution | Political and legal theoretica
Lecture | L
Bi= | environment L daanl
Daily exam Discussion | International Product theml'etlca
: ‘Marketin g Research and
hehavior Ask guestions | Marketing Information Cognitive
i System
Marketing Research and i e
the audience Ask questions. | Marketing Information I
System
Contribution Lacture Global markel segmentation thgmietll;a
5 :
ntributio - theoretica
{Elnn Lishutign Discussion | Case studies |
behavior fskquestions | Case _s:tﬂfl.'_liiie_i-: i practical
2 M Wy e A tic:
the audience Lecture | midterm exam ' henrl'e iy

11. Course Evaluation and Grade Divisions

The grade is distributed out of 1({} based on the tasks assigned to the student, such as

daily preparation, daily, oral, monthly and written exams, reports, etc.

12. Learning and teaching resources

nothing

| Required textbooks (methodology if any)

Warren J. Keegan, Global Marketing

Management

Main References (Sources)

Abdul Salam Abu (Jaht, International | Recommended supporting books and

Marlketing references (scientific joumnals, reports...)

Bayourmi Mohamed Amara,

Electronic references, websites




International Marketing

15% Curriculum update rate

Name and signature of the decision maker

Name and signature of the head of the department or branch

mf_u.ﬂ

Y ol gl alh




Course Description Form
University: Mosul ‘College Administration and Economics
Department or Branch: Marketing Management

1. Course name and academic level

Environmental and Sustainable r';.l-l.a.rketing / Master's ,.I’_E.;[-l.:!ad.CnursE
2. Course code a B
| AEMIM25_F607

' 3, Semester/Year (First Semester/Master's)

2025-2024 B - o

4. Date this description was prepared

2025/2/1

| 5. Available forms of attendance

' Student attendance

| 6. Number of study hours (tetal) / Number of units (total)

|2

' 7. Name of the course supervisar {if. more than one name is mentia_l{ed! and

| academic title.
l Mém e: ﬁssiétant Professor Dr. Mohammed Mahmoud Hamed Al-Mallahsan

Email:Mohamed almolaauomaosul.eduig

8. Course objectives

It aims to introduce students ta environmental and sustainable marketing and to
work on bullding an idea and a basic foundation aimed at constructing an
Jintegrated model of marketing concepts that seek to preserve the environment

. E-I:-'Ireaching and learning strategies

S — S e e —

The teaching and learning strate-gn.esl in T-F'H:! I-Enﬁi.re::_nmn:;ﬁal and 5usta'||1a-t;|é.

Marketing course are based on an integrated link between theoretical frameworks
| and applied practices, enhancing students' awareness of environmental
sustainability issues and the role of marketing in supporting them. Interactive
lectures are used to introduce key concepts such as green marketing, corporate

i ity and environmental consumer behavior, while emploving real- |
social responsibility, and am tal beh hit ploying real




| life examples of sustainable campaigns. It relies on project-based learning, where |
students are tasked with developing marketing plans for environmentally friendly |
products or services and analyzing the strategies of local and global companies in
adopting sustainable practices, Collaborative learning is also leveraged by
| discussing sustainable marketing challenges within teams and analyzing
environmental case studies to develop critical thinking and decsion-making skills
Strategies also include student presentations to showcase project results and .
innovative marketing ideas, and the use of digital media such as videos and
Jnteractive content to support self-learning and deepen understanding. Short
applied classroom activities are implemented, such as evaluating environmental
marketing campaigns or designing sustainable awareness content, along with

ongoing academic guidance to guide students in developing their applied and
.research outcomes
| 10. Course structure
i |
Evaluation | heatning MName of unit or tapi | ':E?“'_"d tch i k
hod | method o pic E3FNINE wa E5 ! We
| ) outcomes |
, P tati : o
Draily resz:{:l e Sodal Responsibality of Theary and a 1
guestions nattiFination P arkoeting fieeld 1
P tatl
Doally IEE:M ik Ethical Responsibility of Theary and 3 3
ti ki fi
guestions | participation o hdarkiting _ ield - _!_
P i [
Daily mz:ﬁt'm Green Marketing Concepts Thaory: and 2 3
qQuestions FH and Feundaticns field
participation
P tati
Doally Tai:; el Dirmengiaons of green Theary and 3 a
fuestiong | perticipation _r'ﬂil.rhI-E'l-I'!E, _ _ fild _
Bail | Pressntation ™ 4
.? and | Envircnmental Marketing e-:.:r',' e 2 5
guestions eyl field
participation | | | NI
y Presentation
Dail
) and Enfightened Marketing T!he-:.:-r,l L 2 i
fuestians : field
i | particiaation | == - |
. P
Dally res'::;mn Sustainable Marketing Theary and 2 7
ti F i
questions particigation oundations and C-_‘.li'IcE_IIIIE 1 field |
: Prassntati |
Daily a:d i Dimensions of sustainable Theory and 2 5
ol :
guestions participation marketing f:E?d_
j Prezentation |
Diail
“?:i:ns Al Benewable e nergy marketing | Thef:_'rr;nﬂ P 5
i oarticipation | . _ . i
Presentation |
[alty Theary and |
i [
HibeEae .31.1I:| Customer carbon footpring Habd 2 i
participation | | -
. P tati [
Draity regi:d o Environmental impactsof | Theory and 2 11
" : Lt ) -
guestFons participation | marketing activities . flei‘d_r" B E——
: mp—\ TR Pl o
T T34 F .. § .."‘-5."- _'- e |I
= '_-*-"':.h__;,"’"- T R - |
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R0 s R | o =
X ; 3 .



1 Presentation ) .
Daity a1l Susiainable ws. Conwentional Theory and
gquestions ST Bl pation Brands: Comparative Studies fieid

Presentation
and green consumer behaviar
participation

Presentation
Dally il Protecting consumers from Theary and
! I | - A
guestions erwvironmental misinfarmation field
participation | —Ip—
Miodel 5 | Cluartierly
gTien Midterm axam s
| e Clueestions . ter | evaluation

Duaihy
quistinng

Theory and
figldd

11. Course Evaluation and Grade Divls!uns_ - |

The grade is distributed out of 30 ba sed an the ta 5k.=:'a55ign ed to the student, such

as daily preparatian, daily, oral, monthly and written exams, reporls, etc,, and

| finally the semester exam out of 70

| 12. Learning and teaching resources

. Heq_mred textbooks [mEthudEiIEg',r if any)
i Theses, dissertations and scientific Main References (Sources}
books

Recommended sup p-::-r.{-lng books and

references (scientific journals, reports...)

Electronic references, websites

Curriculum upd:ate rate

Name and signature of the course owner
and signature of the head of the department or branck S s haat ' |

.d
-

Asst. Prof. Dr. Mo ed Mahmoud Hamed Al-Mallahsan
2

;:aaaw =)




Course Description Form

name The decisionDigital Markating )

code The decision .Y

the chapter / year: the second .7

date numbers this Description:2/2/2025 .1

Available attendance forms: In-person  .°

Number of study hours (total} / Number of units (total}:30 hours .3

Name of the course administrator (if more than one nameis .Y
mentioned)
Name: Prof. Dr. Alaa Abdul Salam Yahya
Email :alaa- abdulsalam@unmosul .eduw.iq

Course objectives A

1- Building students’ skills in digital Course cbjectives
marketing.

2- Reviewing modern concepts in digital

marketing .

3- Prasenting case studies that simulate the ' x o] R

trends. [l lh o I
Modern global digital marketing
Enabling students to address digital marketing

problems.

cally and internationally through the seminars
provided by them




5

Teaching and leaming strategies .4
Methods education and learning | Strategy
1- Education from during an offer Slides For topics that Includes it
The program
2-Seminars that Includes Ideas Marketing Modern
3-Discussions around problems Marketing The proposed
sessions Storm mental from during to divide Students to difference
Research
5- Education Interactive from during Lectures in Halls Academic
Course structure
Evaluation | Leaming |  Name of unitor | Required learning | watch | week
methed |  method | tople:| outcomes |  es
Tests | Discussion| Introductionto introduction in week
Seminar s and |Digital Marketing | Marketing Digital e first
discussion | dialogues and Analytics [and analysis
5 Open =
Tost Digital Marketing | digital marketing The
e5L5 : .
Seminar DIEEHESIFHS 2 e | ] secon
discussion REpi o | glasll &2 §
5 studies : - d
, week
Tests | —ldeshow | Digital Marketing | Digital Marketing The
Seminar #0d 19s 0F Envi Envi hi
moderr nvironment nvironment third
discussion :
p technologie week
g
Tests | Value chain | Smart Customer Smart customer Fourt
Seminar | discussions h
discussion and
5 analysis week
- Analytics of the |  Digital Business Fifth
2505 ; .
Semingr | DiScussions Digitalized Environment week
; . and case
dlﬁfﬂﬁﬁlm; it Business Analysis
Environment
Tests | . ussions | Digital Marketing |  Digital Marketing Week
Semmiar and case Strat Strate
discussion : RS alegy 6
studies




Test Implementing Implementing a The
psts s
Seminar Discussion Strategy Using |  digital marketing Seven
: : And cases
discussion | * ﬁi:gdemir: the MRACE | strategy using a th
* Model|  modelMRACE week
T Digital Marketing |  Digital marketing The
s . i
Semfrfar Discussion Channels channels Eight
discussion s and case h
studies
. waak
Midterm Exam. | Mid-course exam | Week
9
Tests | . ] Digital Marketing | Digital Marketing The
Seminar Discussions Practice Practices tanth
di . and case wasak
15{1155102 siudics
Tests | ... : ~ digital platforms |  digital platforms Week
Bopiinas Discussions v
di © ¢ and case 5
|5cu55mr; whidina
Slideshow | Digital Customer | Digital Customer The
. TFStS and use of Experience Experience twelft
.E:Elmna:r modern Management Management h
dlscussin: technologie week
3
an offer | Digital Marketing | Digital Marketing thirte
Tests | slices And M Mix. enth
Seminar | employme o= | week
discussion nt | 3ald
s | Technologi
es Modern — )
Tests : , Case Study Case studies Fourt
. Discussions | eenth
Seminar
discussion and case week
; studies
Final Exam., End of course The
exarm fiftes
nth
week

|

d[stributiun”&-Egree from 30 on according to Tasks The person in charge With it The
student like Preparation Daily and exams Daily and oral And monthly and editorial and




reports ..etc.

Learning and teaching resources .}

Required textbooks (methodalogy if any)

1-Chaffey, Dave, 2022, Digital Marketing, Maln references {sources)
8th ed, Pearson education published,
London, UK

2-Feroz, A., Khan, F. and Marshall Sponder,
2024, Digital Analytics for marketing, 2nd
ed., Routledge Taylor of Francis Group,
New York, USA

Recommended supporting books and
references (scientific journals,
reports...)

Electronic referances, websiles




Course Description Form
University: Mosul College: Adminkstration and Economics: Department or Branch: Marketing Management

1. Course name and academic level

Customer Behavior

2. Course code.

3. semester/vear

Y+YEM+Y2 2 course

4. Date this description was prepared

2024/10/1

s. ﬁvailai:-le attendance forms

My presence and my interaction

6. Number of study hours (total) / Number of units (total)

2 hours

7. Name of the course supervisor (if more than one name is mentioned) and

academic title

“Assistant Professor Dr. Munther Khuder Yagoob

Email: Monther_khuder@uomosul.edu.iq

8. Course objectives

Course DbiEﬁti'&-’ES The course aims o introduce the conceps of
consemer behavior, highlighting s role and impact
on organizations, as well as understanding consumer
classifications, consumer immersion in products and
brands, digital purchasing processes, and how 1o
delight comsumers by meetng their needs and
desires. It also aims to identify the sitational facrars
infleencing  digital consumer  behavior, study
consumer behavior research, and traditional and
digital consumer behavior models. It also aims 1o
identify consumer behavior processes, analyze

consumer predictions, and expectations regarding

new products. It also aims o understand the role of




artificial intelfigence in reading consumer behavior,

interpreting, and diagnosing consumer rends in
purchasing decisions. It alse aims 1o id entify

| consumer categosies thmugh market segmentarion.

9. Teaching and learning strategies

=]

| Strategy:

madels,

strategies,

Knowledge of

knowledge of

Customers Behavior

and

the organization |

marketing plans, and training

praduction and service organization.

| students to prepare a marketing plan for a

| Evaluation
method

Learning
method

Course structure .

Name of unit or topic

Required
learning
outcomes

watches

Week

Oral guestions,
dally exams, and
discussian

Theoretical

Histarical Evolutiom of Corsurner
Eshavicr, From the Sales Trend o the
Crigiwal Trend

knowledge I

Oral guastions,
daily exams, and
discussion

Thiearatical

Cowspamer Immersion aad Digital
Ruyinig Behaviod Processes

knowledge

Oral questions,
daily exams, and
discussion

Thearetical

Digital Consumer Processing

knowledge

Oral questions,
dally exams, and
discussion

Thearetical

Post-Purchase Corsumer Debevars

knowladge

| Oral questions,
daily exams, and
discussion

Theoretical

Siananal Facmoes Indliseno ng Digiral

Corsumer Behador

Oral questions,
daily exams, and
discussion

fh&ﬂrerical

h;nuﬁ;ledge

Exrernal Faciars ||1Fr|.|r:rh.'|r|.3I I'fligluj

Cansumir Behavier

B

knowledge

Oral guestions,
daily exams; and
discussion

Thearetical

Ingermal Facrars influencing Digieal

Cansymigr BEehavior

knowledge

Oral questions,
daily exams, and
discussion

Theure_t_lcal

Exam 1

knowledge

Oral questions,
daily exarms, and
discussion

Thearetical

Oral questions,
daily exams, and

Inpermial Facioes influencing Digieal
Consisner Behawior

knowledge

Theoretical

The Impacs of Technalogy on

Consumer Rehasiar

knowledge




d|5EIJ__ESi_E|rL o
Oral questions, theoretical Cornumer Research from Traditand | knowbedge
dally exams, and

discussion

ta Digiral

Oral questions, thearetical Models of Traditional and Digical knowledge
daily exams, and
discussion

Corsumer Behawior

Oral questions, theoretical The Diginad Consurrer Procection knowledge
daily exams, and
discussion

lovemsnt

Oral questiens, theoretical The Impacx of Markering Mix Elements hﬂﬂW!‘EdE;-
daily exams, and

discusslon

ir Lemsymer Behavios

Exam 2

11 Course Evaluation and Grade Divisions

The grade is distributed out of 100 based on the tasks assigned to the student, such as
daily preparation, daily, oral, monthly and written exams, reports, etc,

12. Learning and teaching resources

University theses and dissertations, and | Required textbooks (methodology if any)

research articles.

Kotler, Philip, (2024), “Marketing | Main References (Sources)

Manage ment”, India.

Recommended supporting books and

references (scientific journals, reports...)

hitps:/iwww.iraqoaj.net Electronic references, websites

({J Curriculum update rate

b’
o r e

-

.

nnd sigiaimre of the declséon helder Munre amd na:_n_njumiﬁﬂ'c'm?urlhe depariment or branch

Dr. Munther Khuder Yaqoob Dr. Bashar Dhaker Saleh




Course Deseription Form
University: Mosul College: Administration and Economies: Department or Branch: Marketing Mapagement

1. Course name and academic level

Custnmerﬁél&tianship Management

2 'Cuurse code.

3. semester/year

T.Ti/¥.Y0

Lr—

4. Date this description was prepared

2025/11

5. Available attendance forms

My presence and my interaction

6. Number of study hours (total) / Number of units (total)

| Two hours

7. Name of the course supervisor (if more than one name is mentioned) and
academic title

Assistant Pro fessor Mohammed Ahmed Mahmoud Al-Hamami

Email:

mohamed alhamamy(@uomosul edu.ig

8. Course uhj:cﬁvés

Course objectives This course focuses on the concepts of
relationship marketing and customer
relationship ~management. Graduate
students  learn  how  customer
relationship  management  (CRM)
impacts the achievemnent of
organizational marketing objectives,
particularly in light of the intense
competition among organizations. They
| also learn about its objectives, benefits,
models, strategies, characteristics,
sources, and stages. They also learn
about customer databases, electronic
CRM, and marketing automation, Case |




studies are presented that illustrate the
growth, market penetration, and
expansion of organizations through their
| focus on CRM in their marketing
decisions and In meeting needs and
desires.

9. Teaching and learning strategies

| Strategy: 1. Providing simplified and structured |
theoretical lectures,
2. Analyzing real-life case studies to

apply the concepis,

3. Practical fraining on customer

relationship management tools.

4. Encouraging interactive learning
through  discussions and  group
activities.

5. Assigning students practical projects

and presentations.

6. Conducting short tests and periodic

assignments to enhance follow-up.

Course structure .}
Evaluation Learning | Name of unit or topic = Required | watches = Week
method method learning
outcomes
Oral guestions, Theoretical What iz customer knowledge
dally ein, A relationship
discussion
_ management
Oral questions, | Theoretical Customer relationship knowledge
oty IS anid management strategies
dezinion and its effective
applications
Oral questions, | Theoretical Customer relationship knowledge
tally exams, and management system
Pl and methods for
analyzing it _
Oral questions, Theoretical Electronic customer knowledge
daily exams, and relationship
discussion
management




DOral guestions,
daily exams, and
dizcussion

Dral questions,
daily exams, and
discussion

| Theoratical

[nteractive marketing

1:- Thearetical

Dral questions,
daily exarns, and
discussion

Thearetical

marketing automation

knowledge

knowledge

First exam

knowledge

Oral questions,
daily exams, and
discussion

Thearetical

Predictive Analytics in
CRM

knowledge

Jral questions,
dally exams, and
discussion

Theoretical

Customer Behavior
Analysis Using Al and
Machine Leaming

knowledge

Oral questions,

dally exams, and
discussion

Theoretical

Deep Learning-Based
Customer Behavior
Modeling

knowledge

Oral guestions,
daily exams, and
discussion

thearetical

Customer Journey
Management in
Omnichannel
Environments

knowledge

Oral guestions,
daiky exams, and
discussion

thearatical

Blockchain for
Customer Data
Security

knowledge

Oral quastions,
daily exams, and
~ discussion

thearetical

Oral questicns,
daily exarms, and
discussion

T.h&::rretl;:a'l '

Generative Al for
Customer Interactions

knowledge

Recﬂptuﬁng Lost
Customers

knowledge

Second exam

11Course Evaluation and Grade Divisions

| The grade is distributed out of 100 based on the tasks assigned to the student, such as
daily preparation, daily, oral, monthly and written exams, reports, etc.

12. Learning and teaching resources

Required textbooks (methodology if any)
Main References (Sources)

.Hn::-ﬂer. Phillp, (2018}, “Marketing Managemeni”,

11" edition, MoGrow-Hill, U.5.A. Francis

Arthur Buttle and Stan Maklan, Customer

Relationship Management: Concepts




'and Technologies, January 2015
DOL:10.4324/9781351016551

Abu Bakr Bou
Collection, 2019

Salem Lecture

Customer Relationship Management
Lectures, 2021, Group of Authors
Lectures and Research Collection,
2024

Mahmoud Jassim Al-Sumaidaie and
(20209,
Management,

others, Customer

Relationship First
Edition, Al-Yazouri Publishing and

Distribution House, Amman, Jordan

Recommended supporting books and

references (scientific journals, reports...)

Electronic references, websites

Curriculum update rate

f
r

!

Ti—
y"m.]w the decision holder
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