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

1. Course name and academic level

Contemporary Marketing Studies / Master's / First Course

2. Course code

AEMM25_Fo01

3. Semester/Year (First Semester/Master’s)
2025-2026

4. Date this deseription was prepared

1/9/2025
S, Available forms of attendance
Student attendance

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.
Name: Assistant Professor Dr. Mohammed Mahmoud Hamed Al-Mallahsan

Email:Mohamed_almola@uomosul.edu.iq

8. Course objectives

[t aims to introduce the student to contemporury 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

The teaching and learning straiegies in the course are based on:Contemporary
Marketing Studieslt combines theoretical and practical aspects and their role in
achieving marketing efficiency. Interactive lectures are used to present basic
concepts such asEntreprencurial marketing, internctive marketinght also relies on
projeci-based learning, where siudents are tosked with analyzing real-life cases of
| companies and their management practices.MarketingCollaborative learning is




activated through discussing challenges Contemporary MarketingWorking in
teams, and analyzing csse studies to develop analytical thinking and decision-
making skills, Strategies also include student presentations, the use of digital media
o support seli-directed learning, 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. |

10. Course structure

Evaiiatio | Learais _ ' " . Required Satihe | -
nmeihod | method mmﬂﬂ'“;wt. ﬂl;iﬂl | & ek

paiy | PN | Genarsiintroductionto | TheoryAnd the
guestions particigation Misrketing Management field
Dally Presentation
questions and Generational Marketing
participation
Presentation
and Marketing Dashboard
participation
Presentztion
und Marketing scientific output
participation
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and Selt-marketing “m?:l:d e
participation
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and
participation
Presentation
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participation
Presentation
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participation
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participation
Presentation
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participation
Presentation Reriewable energy
and i riet ng
participation
Presentation
and Custamer carbon faotprint
participation

Fresentation
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guestions el v mariating fimld

participation

TheoanyAnd the
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Daily
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field
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TheoryAnd the
field
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ThearyAnd the
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Daily
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Daily
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questions
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Diaily
questions

TheoryAnd the
field




sensory marketing

Midterm exam

11. Course Evaluation and Grade Divisions

The grade is distributed out of 30 based on the tasks assigned to the student, such as
daily preparation, daily, oral, monthly and written exams, reports, ete., and finally the
semester exam out of 70.

12. Learning and teaching resources

Required texthooks (methodology if any)

Theses, dissertations and scientific Main References (Sources)
books

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

Electronie references, websiles

Curmiculum update rate

Name and signature of the decision holder
Name and signature of the head of the department or branch
Asst, Prof. Dr. Mohammed Mahmoud Hamed A-Mallahsan
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University: Mosul
College: Management and Economics
Department or branch: Marketing
Course Description Form

1. Course name and academic level

Product Strategy and Brand/ Higher Studies / Master Program

2. Course code

AEMM2E - go 2l

3. Semester/Year

202572026 / Course |

4. Description Preparation Date:

1/9/2025

5. Available Attendance Forms:

Attendance, interactive Sereen, CLASS ROOM

6. Number of Credit Hours (Total) / Number of Units (Total)

3

7. Course administrator's name (mention all, if more than one name)

Name:Prof. Dr. Munther Khuder Yaqoob
Gmail: monther khyderf@uomosul edu.ig

8. Course objectives

Course The course alims to intoduce the concept of current and new products. and the

Dbj ectives sirategies fallowed by organizations in mar keging the product. especially inlight ufthe
changing external enviranment and the current developments accompanying it. ltalse

airmis o Introduce the strategies of the product hfe cycle, product destgn decisions. and

the reasans for the success and Failure of the product inthe markets. In addman, it aims




o introduce the concepr of the brand, its impomance, dimensions, management
strategies, and steps for building it in light of the existing competition and the changes
surrounding productien and marketing orgasizations, (@ also presents a number of

case studies for both produns and brands in the local and global markets

9. Teaching and learning strategics

Strategy:

Knowledge of product and brand strategies, knowledge of the
stages of preparing them and developing marketing plans to
market products, and training graduate students to prepare a

miarketing plan for production and service organizations.

10. Course structure

'_Understand ing

week Hours Required | Unit or subject Learning | Evaluation
Learning name method | method
Outcomes
I nd ,and
1 3 Understanding Trie coincspiof D.auh_ra Eulcrns arn
the concept of : Thaorétical Participation
the product, jts
the product, |ts _ Astignments
impartance, and
Impartance, ¥1id steps to develo
steps 10 develop s R a
it =
2 ~ | Dalyand | B nd
b 3 Understanding TR ally an XBMSE, 3
the Consumer Theoretical Participation
daption of new S e Azglgniments
i products The
products The ssipaadiof
spread of ¥

The |nnovations
and the
importance

The Innovations
and the
importance

Daily and
Thesritical
Adgignments

Exams, and
Participation

Strategies. |
w jo

Daily and Exams, and
i 3 hlerstancie The fotms of ' ;
The forms of new Theoretical Farticipation
oduct i Assignments
b innovation
innavation _
| CUurves
CUrves
: ; Daily and Exams, and
3 S Unqeﬁ:andinﬂ ) Product life cycle W ) e S
Product life cycle g , Theoretical Participation
i i Assigrments

|




Understanding
the Reasans for
the success and
failure of new
Products

Reasons for the
success and
failure of new
Products

Daily and
Theoretical
Assignments

Exams, and
Participation

Understanding
the Product
desigh decisions
(goods and
Services)

Product design
decisions (goods
ant Services)

Daily and
Thearetical
Assignnients

Exartis, and‘
Participation

8 Monthly Exam 1 Scientific
Reporw,
and Final
Exam

b 3 Understanding Dally and Exams, and
Brand concept e
the Brand and 1t3 Thearetical Participation
concent and its Assignments
importance
importance
10 3 Linderstanding brand Daily and Exams, and
the Brand o Thaoretical Participation
dimenslans and
dimensians and . Assighments
marketing steps
marketing steps
1 3 Understanding Dally and Exams, and
the Brand Brand buildirg Theoretical Participation
| building condition Assignments
condition
12 3 Understanding Bally and Exams, and
the 8rand Hrand strategies Theoratical Participation
strategies Assigniments
13 3 Understanding 8rand Dally and Exains; and
the Brand - Theoretical Participation
managame _
management ¢ Assignmants
i Dally and Exams, and
14 3 Understanding Crivacta for ¥ ‘ TS 3
the Criteria for : Thearetical Participation
e selecting brand iligait
i Lo alamoents '
alements .
15 3 " Understanding Daily and Exams, and
ini Theoretical Participation
and tra.lnlng of ‘ < Study |
some Cases Assignments

Swdy-.




Monthly Exam 2 Scientific
Heports, and
Fina! Exam

11. Course Evaluation and Grade Divisions

. Grade distribution out of 100 based on the tasks assigned to the student, such as

daily preparation, daily exams, oral and monthly exams, written €xams, reports, elc.

12. Learning and teaching resources

| Required textbooks (methodology if any) There is no formal syllabus

Main References (Sources) Main sources: Khader, Muhammad, (2020),
"Product and Brand Management,” Syrian
University.

Auxiliary sources: Ashwani Panesar, (2022),

"Product and Brand Management”, India.

Recommended supporting books and No
|

Electronic references, websites WWW.AMAZON.COm

references (scientific journals, reports...)

Curriculum update rate

Name and signuture Nume sigoature of the head
of the decision holder } of the depurtment or brunch

' /Mﬂ Dr. Munther Khuder Yagoob
Bashar Thnktrlﬁulch ssist. Prof. Muhammed Ahmed Mahmood




Course Description Form
University: Mosul College: Administrition snd Econsmics: Department or Branch: Marketing Managenient

1. Course name and academic level

Smart marketing

2. Course code,

AEMM26-F6031

3. semester/year

202572026

4, Date this description was prepared

2026/1/1

5. Available attendance forms

' My presence and interaction

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

._Tw“ hours

academic title

7. Name of the course supervisor (il more than one name i:—me_niiunﬁl] and |

Assistant Professor Mohammed Ahmed Mabmoud Al-Hamami
Email:

mohamed _slhamamy@ivomosul.edu.ig

~ 8. Course objectives

‘Course objectives "This course focuses on the concepts of
smart marketing, and gradunte students
learn how smart marketing nffects the
achievemen! of marketing organizations’
goals, especially in light of strong
competition between organizations, as
well as becoming familiar with its
strategy.

9, Teaching and learning strategics

Strategy: 1. Delivering simplified and structured

theoretical lectures.




2. Analyzing real-world case studies to
apply the concepts,

3. Providing practical training on smart
marketing tools.
4. Facilitating interactive  learning
through discussions and group activities.
5. Assigning students applied projects
and presentations.

6. Condueting short quizzes and periodic
assignments o remnforce progress.
Course structure .10

Name of unit or topic | Required | watches

outcomes
knowledgs

- Evaluation | Week

method

Oral questions,
cluily axams, and
 discussion
Oral questions,
dally exame, nd
discussipn

The thaaretical and
[mtellectual frumework of
smart marketing
Neuromarketing

nowledge

‘Oral questions,
daily exams, and
dincussion

Value-based
marketing

knowledge

Oral questions,

Cyber marketing

dully =ianms, and
discusslon
Oral questions,
daily exams, and
discission
Oral questions,
dially exams, and
dumisalm e
Oral que=tions,
daily exzms, and
discussion
Oral questions;
dafly examu, and
discussion
Otal queations,
dally exims, and

Instant o7 real-time
marketing

Theorotical Proactive marketing

Theoratical Predictive

murketing

Theoretical First exam

Thearetlial Personallsd clistomer

expirience

2
2
2
2
2
2
2
2
2
2

Theoretical Smart marketing strateqgy
danily exams, and

HdEcussian




Oral guestions, thearetical The smart customer knowledge
dajly exams, and
_dicussion | .
Oral questions, i Smart marksting sutomation | knowledge
dally exzms, and
discussion |
Orsl guestions, thearetical Multichanne! marketingto | knowledge
daily exams, an integrated channe! marksting |
discussinn !
Oral questions, throretical Uitra customization knowledge
diaiky 2xams, and
discusslon

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 snd written exams, reports, etc,
12, Learning and teaching resources
Lecture group | Required fextbooks (methodalogy if any)
Main References (Sources)

Recommended supporting books and

references (scientific joumnals, reports...)

Electronic references, websites
Curriculum update rate
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Course description template
University: Mosul College: Administration and Economics
Department/Branch:Marketing Management

1.Course name and academic level

Sales Management / Master's Program

2.Course Code

AEMM26_F6011

3 Term/Year

2025-2026

4.Date this description was prepared

2026/1/8

S.Available attendance formats

My presence in the classroom

6.Total number of study hours / Total number of units

Number of hours: 2 / Number of units: 2

7.Name of the course coordinator (if there is more than one, please state it) and

academic title

Name: Dr. Bashar Thaker Saleh E.mail: bashar_thaker@uomosul.eduiq

8.Course Objectives

Intreducing students to the fundameritals of sales and the most | (Course objectives
Jimporani developments in the field of sales
To tamiliarize students with the nature of the relationship betwey

anles managemant and other markeling concepls
Tu enbance students” Knowledge of the moxt im portant modern
speclilizntions In sales manbgement, including ¢-sales

9. Teaching and learning strategies

1- The cooperative learning method Stm!eg}'
involves studen(s answering questions
from the instroctor and their fellow
students

2- Dscassion method

3. Daily homewaork method

10.Course Structure
‘Evaluation Learning | Unit or topic Required | Hours | Week
‘Method method name learning
outcomes

Discussion snd | In person | Sales [ 2 the first




brainstorming management
Sessions concept
Importance,
Discussion and In objectives, and
brainstorming characteristics of
sessions Person | coles
management
Discussion Elements of the third
ani In successful sales
brainstorming person | management
gesgions
Discussion Sales department Fourth
ind position in the
brainstorming In person organizational
SESS10NS structure
Discussion Sales Fifth
and In management
brainstormitg person | strategies
sessions
Disoussion Salesman skills Sixth
dnd In
brainstorming person
SCER10NS
Discussion Sales Manager Seventh
and In Responsibilities
hrﬂl{]stﬂnning person
segE1ons
Discussion Requirements for Eighth
and In implementing
brainstorming person | successful sales
sessions management
Discussion Sales Ninth
unel in organization and
bmit.htmmiing person planning
SeE510Ny
Discussion Sales tenth
and In Management
brainstorming person Performance
sessions ‘Measurement
Discussion The role of sales eleventh
and In person management in
brainstorming achieving market
sessions share
Discussion The role of sales twelfth
and In person | management in
brainstorming | promoting




sessions innovation and
creativity |
Discussion The concept of e- 2 thirteenth
and commerce and its
ht‘ﬂjl'mlﬂ-ﬂ'l'ling In PE]"EEI-H ]mpnrtnr“:a
SEss1ons
Discussion ,Dimensions 2 fourteenth
and ——— requirements,
brainstorming P and types of e-
sessions commerce
Discussion Midterm exam 2 fifteenth
and In
brainstorming person
SOSEI0NS

11.Course evaluation and grade breakdown

The grade out of 100 is distributed according to 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
(applicable

nothing Main references (sources)

The latest university theses and Recommended supporting books and
dissertations in marketing references (scientific journals, reports)
management

Research published in Iraqi and Arab | Electronic references, websites

Joumnals

%10

Curriculum update rate

Name and signature of the course instructor

Name and signature of the head of departmenrt or branch
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University: Mosul
College: Management and Economics
Department or branch: Marketing

Course Description Form

. Course name and nendemic level

Master's in Internntionsl Marketing

1. Course code

3. Scmester/ Yenr

2026 First Semester

4, Description Preparation Dase:

2026

£ Avallable Attendinee Forms:

Adtend ui a specifie thne

6, Number of Credit Hours (Total) / units

Mumber of Units (Total) 30 hours and twoe

7. Course adminlstralor's name (mention all, if more than one name)

D Lafls Joradlnh Khalll

B. Course objectives

Course objeotives Introducing the student to the estheept of friemnations!

marketing .
The internationnl minrkeling environmein
The internntional product

9. Teachlng and learning strategies

‘Strategy: Brainstorming, case studics, discueiion
Group leaming
10, Coitrse structure
week hours Required Usit or subject name Learning | Evaloation
9 2 Cognitive Intreduction lecture Participstion of
o - attendess
International A
Markating e o
P 2 Cognilive Managament Licll,uﬁ Partselpation of
Approaches of ' attendees
Irtarnaticnal
3 2 Cognitive Motivas for | l=cture e
entening
intermationsl
markels
4 . Thaaoratical Economic lecture arentiees
envirenment
4 2 Cognitive Giobal ic Ui._\'tilﬂil.‘l‘l‘t Parfiipation
sysiams Asking
questions




2 Seocial and cuftural leciura altendees
anvironment
T 2 Theoratical irade anvironment Tacture Participation
i it -
3 2 Cognithve inf tional trad M]:}:::umﬂn Participation
Sgraenims questions
5 p: Theormtical intemational product | iecture attendives
10 2 Cognitive inlamational pricing | lecture Participation
I 2 Theoratical Markefing reseanch Discusslon Participation
and marketing Asking questions
information systems
i2 2 Markat lectura atrendees
13 Theoretical tntemational lecture Patticipation
14 2 Cognitive Study cases lesture aftendess
| 18 2 | Theoretical Semester exam lecture Semaesiar exam

11. Course Evaluation and Grade Divisions
« The grade out of 100 is distributed acconding fo the tsks assigned 1o the stdent, such m dally preparation, daily, oml,
amonthly, and written exams, reports, €to

12. Learning and tesching resources
Required toxtbooks (methodology if any)

Nothitg
Wemn 0. Ciin Bach | Global Markdting Mansgement

Munin Refrrences (Sources)

Recommended supporting books and neferences
(scientific joumals, reports_.)

Electronic reforenoss, wobaiies

Curriculum update rute

)t !_.~——-—*"' -

Name and signature ture of the head
of the decision holder of the department or hranch

c)l‘&"‘”l-"?%”-#

Bashar Dhaker Saleh Al-Qoutji



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

Pr— —_—

1. Course name and academic level |

Consumer Behavior / Higher Studies / Master Program

' 2. Course code

| AEMMLE - 607

3. Semester/Year

202572026 / Course 2

4. Description Preparation Date:

1/1/2026

5. Available Attendance Forms:

Attendance, interactive Sereen, CLASS ROOM

6. Number of Credit Hours (Total) / Number of Units fl‘ntal)

7. Course administrator’s name (mention all, ifEn_r;than one nnmé]

Name:Prof. Dr. Munther Khuder Yagoob
Gimail: monther_khuder{@ uomosul.edu.iq

8. Course objectives

CD'I..I rse T it civutne Hiv 1 woproiuoe she o neagt o Ennamrr behiiins g e fingoirire of sugying contarmer Seluier, ALt e
Behavicr mipdeld Tacuiins infliigncing cosuymer hehavior, thvo prate haeiy desialonrk g procees, marbenng wrmpes and the
enacenng o sulares T SR ilarpiess, Ceilimiee protecisn und ifre s rrpamalbiley ol dogdivabt il tiparela |

I gl rmeny, iper Ly I Wi of thin vy of patluers il Biurahn, an vl a8 ey g the eillorerced il ghiasiipermics

objectives
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|9, Teaching and learning strategies

Strategy:

|
|

Undersianding consumer behavior concepts and the recent developments thit Tave accompanied
therm. which heve led 10 a change in the |featyle and Behavibe of consmers, undenidending
constmer behavior dudy mddels und comparing them, s weil as idemifying approprinic
marketing strateples to medl condumer hecds and desires, 15 well ns identifying consumr
protection concepts, social and ethivsl responnibility, the differences and churagteristlies belween
the end consumer-and the customer of client, and identifying the soncept of the il Conslamigr

in Hight of cumment rechnological developmeris

' 10. Course structure

l‘ﬂ‘r

week | Hours | Required Learning Outcomes Learning | Evaluation |
- ' method | method
Understanding The concept and | The Daily and Exarns, and
definition of consumer behavior, sodbEm Theoretical Participation
the difference between o consumer and Assignments
and a customer, the managerial definitio
perspective on consumer hehavior, o I
and the consumer’s perspective on
: .| consume
consumer behavior {the economic )
human, the passive human, the hedinvlios
cognitive human, and the emotional
human). )
Factors Dially and Exams, and
Understanding the Fuclors influenci | Theoretical Participation
influencing consumer behavior ng Assignments
(psychological, personal, and CONSUINE
social ). r
behavior
3 I Consum | Dallyand Exams, and.
| er Thearetical Particlpation
) research | Assignments
| Understanding the Consumer b -
research and information systems. informat
4 e jon
syslems.
4 Understunding the impagt of culture The Dally ’f‘d | Exsos '_"d
on consumer behavior, impact Theoretical | Participation
charncteristics of culture, measuring of Assignments
personal cultural influence. and the culture
process of opinjon leadérship. on |
| consume | |




behavior
3 Consiun Daily and Exams, and |
or Thearstical Palticipation
Wi Aszl t
Lndersianding the Consumier pr::nt:lm et
protection and social responsibility. )
social
responsi
hility.
6 " The Dally-and Exams, and
| consume Theoretical Participation
Asslgnments
Uniderstanding the consumer ur::rhnsi "
purchasing decision-making P g
P decision
-making
PrOCEss.
T | Compre Daily and Exams, and
(nderstanding the Comprehensive s TRopes Pasticipation
! modal Assignments
models of consumer deciston- of > 2
making: the Nicosia model, the o |
Howard-Sheth model, and the .
npel- ~Blackwe I, .
| Engel-Colat-Blackwell mode decision |
-making
l N I
8 Monthly Exam 1 Scientific
Reports,
and Final
Fxam
B The Paily and Exams, and
; : ) . diffusion Thearetical Participation
U:"dmm::;ﬁ u;: diffusion of of At \
e mnovat] |
| ons. | I l
10 | The Daily and Exams, and
| P mdnption Thaoretical Participatian |
Understanding the adoption process | Process Assignments |
Charpcteristics of the innovative (Ehmﬂ: '
CONSIMET, ristics of
the ‘
mnovit




for-profit and non-profit
organizations,

Understanding the Applications in

Applicat
jons in
for-
profit
and non-
profit
organiea
Hons.

Daily and
Theoretical
Aszignments

Exkams, aﬂr.t_
Participation

Lonsume
i

| The Daily and Exams, and
concepl Theoretical Participation
Understanding the concept of the of the Assignments
digital consiurier, digital

Understunding the Digital
transformation and consumer
behavior.

Drigital
transfor
mation
and
consume
| r

Daily and
Theoreticyl
Asgignmants

Exams,; and
Particlpation

behavior
14 3 I' Custome Daily and Exams, ang.
I Understanding the Customer r | Theoretical Participation
experience. experien = Assignments
l ce.
15 3 | o Daily and Exams, and
Understanding and truinihg the Case Thearetical Participation
Case studies. studies. Assignments

Mornithly Exam 2

i Scientific
| Reports, and
I‘mal Exam

11. Course Evaluation and Grade Divisions

| Grade distribution ou

| daily preparation, daily exams, oral and m

L of 100 based on the tasks assigned to the student, such as

onthly exams, written exams, reports, ete.




i 12. Learning and teaching resources

[Required texthooks (methodology ifany) | There is no formal syllabus |

Main References (Sources)

Consumer Behaviour / 2020 Dr. Saraju Prasad 1

more  articles antd  researth in Cotsumer Bohasour

2024/2025

| Recommended supporting books and

references (scientific journals, reports,..)

No

Electronic references, websitles

WAV AMALON. COT

Curriculum update rate

| 20%

Name and sigriis
of tNE decision holder

Bashar Thaker Saleh

Nume signature of the head
} / of the department or branch
- Prof. Dr. Munther Khuder Yaqoob

Assist, Prof. Dr. Ahmed Yousif




Course Description Form
U miversity: Mowul College: Administration and Economics: Department or Branch: Marketing Managesent
1. Course name and academic level

Customer Relationship Management
1. Course code,

3. semester/year
2025/2026
| 4. Date this description was prepared
2026/1/1
5. Availahle 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
ncademic title
Assistant Professor Mohammed Ahmed Mahmoud Al-Hamami

Email:

mohamed alhamamy{uomosul.edu.ig

8. Course objectives

 Course objectives This course focuses on the concepts of |
relationship marketing and customer
relationship  management.  Graduale
students learn how customer relationship
managemment (CRM)  impacts  the
achievement of organizational marketing
objectives, particularly in light of the
intense competition among
organizations. They also leam about its
objectives, benefits, models, strategies,
chamcteristics, sources, and stages. They
also learn about customer databases,
electronic CRM., and marketing
automation. Case studies are presented |




that jllustrate the growth, market |
penetration,  and  expansion ol |
organizations through their focus on
CRM in their murketing decisions and in
meeting needs and desires.

9. Teaching and learning strategies

Strategy: 1. Providing simplified and structured |
thearetical lectures,
2. Analyzing real-life case studies to
apply the concepts.
3, Practichl traiming on  customer
relationship management tools.
4, Encouraging inferactive learning |
through discussions and group activities. |
5. Assigning students practical projects
and presentations.
. Conducting short tests and periodic
assignments to enhance follow-up.
- - Course structure .10
Evaluation | Lewrning | Name of unit or topic | Required | watches | Week
- method ‘method learning |
| outcomes
Oral quastions, Theuratical What 1s customer knowiedge 2 | 1
GNR Sl mpyc relationship
G mansgement
Oral questions, | Theoretica) Integrated knowledge 2 2
dafly exams. and Customer Dala
discussion Kources
Oral questions, | Theotaticl Analyzing knowledge 2 3
dafly @ams, apd Sentiment and
scussien Emotions from
Oral quastions, | Theoretical Improving knowledge | 2 4
dally exams, and Customer
| Tee> _ | Lifetime Vaive | | |
Oral questions, | Theoretical Conversational knawledge 2 5
dn H'; Iﬂﬂ'[i-, and Mﬂﬂtﬂ!iﬂg' pﬂd
e Cllmbﬁts in




Relationship
Management

Oral guestions,
daily exams, and
discimsion

Thedairatical

Inte grating
Relationship
Management

with the Intemet
of Things

knowindie 2 [

Tral questions, | Thearetical Models for
diseiszion Customer:
Migration and
Prosctive
Retention
Oral questions, | Thearatical Predictive Analytics in | knowledge 2 8
dally exzms, and CRM
diseussion
Qral questions, | Thepratlcal Customer Behavior knowlerdge 2 9
daily exams, and Analysis Using Al and
e Machine Learning | | .
Oral questions, | Theorsticai Deep Leaming-Based | knowiedge 2 10
dally #xams, and Customer Behavior
Oral questions, thworetical Customer Journey knowledge 2 8]
daity mxams, ond Management in
HSHmN Omnichannel
. Environments
Oral questions, thaorelical Rlockchain for knowiedge 2 12
dally exams, and Customer Data
Oral qumestions, theoretical Generative Al for knowledge Z2 13
daily exams, and Customer [nleractions
tEscussion
Otal guestiony, theoretcal Recapturing Lost knowladge 2 14
discussion

Second exam

11Course Evaluation and Grade Divisions

The grade s distributed out of 100 based on the tasks assigned to the student, such as

daily preparntion, daily, oral, monthly and written exams, reports, efc.

12, Learning and le_nphinﬁ m

Required textbooks (methodology if any)




1" edifion, McGrow-Hil, USA. Franch
|

Arthur Battle and Stan Maklan, Customer |
Relationship Mimagement: Concepls
Teéchnologies, Januury 2015
DOL10.4324078 1351016551
Abu Bakr Bou Salem
Collection, 2019

Customer Relationship Management
Lectures, 2021, Group of Authors

and

Lecture

Lectures and Research Collection,
2024

Muhmoud Jussim Al-Sumaidaie and
others, (2020), Customer Relationship
Edition, Al-
Yazouri Publishing and Distribution
House, Amman, Jordan

Mansgement,  First

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

Electronic references, websites

Curriculum update rute




Course Description Form
University: Mosul College  Administration and Economics

Department or Branch: Marketing Management

1. Course name and academic level

Environmental and Sustainable Marketing / Master's / Second Course

2. Course code

AEMM25_F607

3. Semester/Year (First Semester/Master’s)

2025-2026

4. Date this description was prepared

2026/1/15

5. Available forms of attendance

Student attendance

6. Number of study hours (total) / Number of units (total)
2

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

Name: Assistant Professor Dr. Mohammed Mahmoud Hamed Al-Mallahsan

Email:Mohamed _almola@uomosul.edu.ig

8. Course objectives

It aims to introduce students to environmental and sustainable marketing and to
work on building an idea and 2 basic foundation aimed at constructing an
Jintegrated model of marketing concepts that seek to preserve the environment

9. Teaching and learning strategies

The teaching and learning strategies in the Environmental and Sustainable
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

social responsibility, and environmental consumer behavior, while employing real-




life examples of sustainable campaigns. It relies on project-based learning, where
students are tasked with developing rmarketing plans for environmentally friendly
products or services and analyzing the strategies of local and global companies in
adopting sustainable practices. Collaberative learning is also leveraged by
discussing sustainable marketing challenges within teams and analyzing
environmental case studies to develop critical thinking and decision-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
Jinteractive 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 cutcomes
10, Course structure

| - '-' '. :

method

Name of unit or tople

Dialy
questipns

Pressntation
and
participation

Social Responsibility of
Marksting

Theory and
field

Daily
questiong
Dby

questinns

Presantation
and

participation

Ethicz| Responulbility of
Marleting

Theory and

Prasentation
and
participation

Green Marketing Concepts
and Foundations

Dty
guestions

Prosantation
and
participation

Rimernsions of green
marksting

Eraily
guestion:

Presantation
and

particdpation

Envirenmental Marketing

Daily
questions

Presentation
and
participation

Enfightened Marketing

Diaity
question

Pragertation
antd

purticipation

Sustalnable Marketng
Fuithdatlons and Concepts

Dalty
guestions

Presuntation
s
participation

Dimensions of sustaimable
markating

Draily
questions

Presentation
pnd

participation

Consumar pratection

Daily
guestions

Pretentation
and

Environmental
pollution and Ity
effects on marketing
activities




Dally
questions

Presentation
and
participation

Environmental impacts of
marketing activities

Dadly
questicng

Pressantation
and
participation

Sustalivabile vy, Comemntional
Hrands: Comparative Studies

Dally
questions

Prejantation
and
participation

green consumer behavior

Raily
questions

Presantation
and
purticipation

Protecting consumers lrom
environmantall migsinformation

Mednl
Answer

Olliestions

Midterm exam

11, Course Evaluation and Grade Divisions

The grade is distributed out of 30 based on the tasks assigned to the student, such

as daily preparation, daily, aral, monthly and written exams, reports, etc., and

Sfinally the semester exam out of 70

12, Learning and teaching resources

Required textbooks (methodology if any)

Theses, dissertations and scientific Main References (Sources)

books

Recommended supporting books and

references (scientific journals, reports...)

t_Eler.truni: references, websites

I Curriculum I.lpd;e rate

Name and signature of the course owner
and signature of the head of the department or branch
Asst. Prof. Dr. Mohammed Mahmoud Hamed Al-Maliahsan




University: Mosul
Coaollege: Management and Economics
Department or branch: Marketing

Course Description Form

. Course name and academic level

Digital Marketing

2. Course code

3. Semester/Year

Second

4. Description Preparation Date:

29/1/2026

5. Available Attendance Forms:

Immanence

6. Number of Credit Hours (Total) / Number of Units (Total)

30

7. Course administrator's name (mention all, if more thun one name)

Prof. Dr. Alsa Abdul Salam Alhamadany
Email: alaa_abdulsalam@uomosul edu.ig

8. Conrse objectives

Course objectives | 1- Building students' skills in digital
marketing

2- Reviewing modern concepts in digital
marketing

3- Presenting case studies that reflect
modern global trénds in the ficld of
digital marketing

4- Enabling students to address digital
marketing problems locally and globally
through seminars presented by them




0. Tmllmg and learning strategies

Strategy:

ideas

problems

in classrooms

students into research teams

1. Learning through slide presentutions
of program topics
2. Seminars covering modern marketing
3. Discussions on presented marketing

4. Brainstorming sessions by dividing

5. Interactive leaming through lectures

10. Course structure

week | Hours

Unitorsubject sume |

F3

Introduction to
Digital Marketing
and Analytics

Open
discussions
and dialogues

Tests
Seminar
Discussions

Digital Marketing

Open
discussions
and
dialogues

Tests
Seminar
Discugsions

Digital Marketing
Environment

Open
discussions
and
dialogues

Tests
Seminar
Discussions

Digital Customer

R
discussions
and dialogues

Tests
Seminar
Discussions

Digltalized Business
Environment

Open
discussions
and
dialogues

Tests
Seminar
Discusslons

Digital Markeling
Strategy

Open
discussians
and
dialogues

Tests
Seminar
Discussions

Digital Marketing
Models

Cpen
discussions
and
dialogues

Tests
Seminar
Discussions

Digital Marketing

Open
discussions

Tests
Seminar




| Discussions

| Tests
| Seminar
| Discussions

Digital Marketing . Tests

b Seminar
P Discussions

digital platforme Tests
igita P ' Seminar
Discussions

ital Customer
Dig Tests

Open
Experience Seminar
and dialogues | Discussions
Management

Digital Marketing Open Tests
discussions Seminar
Mix and dialogues | Discussions

Case Study ?ﬁ" <

and dialogues | Discussions

Final Exam. Open Tests
discussions Seminar

and dialogues | Discussions

11, Course Evaluation and Grade Divisions

Distributing the score out of 100 according to the tasks assigned to the student such as daily
preparation, daily oral, monthly, or written exams, reports ... etc

12. Learning and teaching resources
Required textbooks (methodology iMany)
Muin References (Sources) 1-Chaffey , Dave , 2022,Digital Marketing,
8% ed , pearson education published ,

London,UK.
2-Feroz A, Khan,F.and Marshall Sponder,

2024,Digital Analytics for marketing, 24

ed ., Routledge Taylor of Francis Group,
New York, U.S.A.

Recommended supporting books snd
references (seientific jounals, reports...)




Electronic references, wehsites

L

Curricufum update rate

Name and sigaature
of the decision holder
profl. Dr. Alas Abdul Salam Alhamadany

l/2/ 2226

-

. tinre of the head

of the department or hranch
Bashar Dhaker Saleh Al-Qoutji




University: Mosul
College: Management and Economics
Department or branch: Marketing

Course Description Form

1. Course name and jatmie_mii: level

Scientific Research Methodology and Quantitative Statistics

2. Course code

3. Semester/Year

Secand Semester / 2025-2026

4. Description Preparation Date:

01/02/2026

&, Available Attendance Forms:

Full-time (in-person) — Classroom lectures and computer lab sessions

6. Number of Credit Hours (Total) / Number of Units (Total)

30/30

7. Course administrator's name (mention all, if more than one name)

' Dr. ahmed yusif fathee albjaree

ahmed_vosif@uomosul.edu.iq

8. Course ohjectives

Course objectives

This course aims to:

Introchuce students to the principles of scientific
and evidence-based research.

Develop the ability to formulate research
questions snd hypotheses.

Explain research designs (descriptive,
observational, experimental).

Teach methods of data collection, classification,
and summarization.

Apply descriptive and inferertial statistics In
salving real problems,

Use statistical software for data analysis and
interpretation.

Enable students to report, wrile, and critically
evaluate research studies.




9, Teaching and learning strategies

Strategy:

Inteructive lectures

Practical lab sessions using statistical software
Case studies and real datasets

Croup discussions

Assignments and mini research projects
Problem-solving exercises

research concepts
and evidence-based
rasesrch

sclentific research

Lscture +
axercise

Types of research
& research
questions

Farmulate

descriptive and
relational ROs

Quiz

Lecturs

Varlables &
measurement

Identify variables
and scales

Test

Lecture

Understand validity
and bias

Research design
fundameritals

Homework

Lecture +
practice

Apply sampling

technidues sampling methods

Assignment

Lacture + Iab

Design
guestionnalres and
protocols

Data collection
methods

Qluiz

Lab

Distinguish
guatitative vs
quantitative data

Data classification

Practical test

Lab

Descriptive
statistics

Compute means,
variation, graphs

Assignment

Compare means and

Sroportions Comparing groups

Quiz

Analyze
retationships
betwean variabiles

Correlation and
regression

Test

Understand

bability rules Probability basics

Quiz

Explain standard
error & distributions

Sampling
distributions

Assignment

Confidence
Intervals

Estimate
parametens

Practical

Conduct statist|cal

tests H?Wmﬁis lﬂﬂng

Praject

Reporting &
research writing

Write and present
research reports




11, Course Evaluation and Grade Divisions
. ® Quizzes: 10%

o AssignmentsHomework: 13%

e Practical/Lab work: 15%

o Midterm Exam: 20%,

& Research project/Presentation: 10%%
o Exam: 30%

Total: 100%
12. Learning and teaching resources

Required texthooks (methodology if any) Dunn, P. (2025). Scientific Research and
Methodelogy: An Introduction fo Quantitative
Research and Statistics. CRC Press.

Main References (Sources) e Rescarch design and statistics lecture notes

« Statistical software manuals
Recommended supporting books and ¢ Introductory Statistics textbooks

references (scientific journals, reports...)

o Scientific journals in research methodology

¢ Case-study reports

Electronic references, websites « Onling statistica] tutorials

« R /jumovi/ SPSS resources
*  Open datnsets for practice

| Curriculum update rate 14%

p—

4

Name and signature _,mm‘ﬂm head

of the decision holder of the depurtment or branch
Dr. ahmed yusif fathee albjaree Bashar Dhaker Saleh Al-Qoutji




i Gty v .,1'- -
University: Mosul ' B
College: Management and Fconomics
Department or branch: Marketing

Course Description Form

e """"‘J'?:_r""T et “..-’i’ ot

I. Course nume and scndemie leved

Master’s in Marketing crisls management

2. Course code

X SemesterYear

2026 The sectind course

4. Deseription Preparation Date:

206

5, Avallable Attendance Forms:

Atlend &i a specific thme

6. Number of Credit Hours (Total) / uinits

Number of Units (Total) 30 howrs and two

7. Course adminktrator's pame (inention abl, iF more thas ome nnme)

. Lalla Jarallah Khadll

‘B, Course nhjectives

Conrse objectives
stipes

Introduping ihe studerd to the concept of & crists pnd ks

Similur concepts (o a trivis and their diffurences
Requiremonts for minaging a marketing erisis

9. Teaching wnd learning srategics

Strategy:

Brainstorming, case studies, discussion
Group |eaming

Unit or subject umme

Learning

The conceapt
of orsis and
relatad
concepls

Participation of '
atlendess

Types of crises

Partdeipation of
attendees

Causes of crisas

Historical
davelopment of
crisis managament

attendees

Stages of cnisis
development

Paricipation

Dbslacias 1o
successiul cnmis
Management

atteniaey




Crisis management | lecture
strategies
Discussgion

information and | Asking
Crisis Managemen | questions
Leadership and lectura
Crisis Management
innovation and the | lecture
Marketing Crisis

Digcussion
Marketing crisis | Asking questions

managament
Cimensions of the lecture
mariceting orisls
Marketng crisis lecture
requiremanis
mmding crinis lecture

| Sunutertum lecture

1L Course Evaluntion and Grade Divisions
- The grade out of 100 & distifbuted scording 1o the tasks sssigned 1o the student, such us diily prepasation, dably, oral,
aswmithly, snd writien exams, fepodts, elc

11, Lenrming and tesching resources
Hequired wextbooks {methodoiogy iTany)

Nothing
Miin References (Sources) Gihmssan Qasim Daoud, Crisis Manngement

Hecommended supporting books and references Al-Noun, Walon, Marketing Knowledge: An Introduction to
{scientific journals, reports...) Crisis Management. nilmerous onling sources
Electronic references, webaites
Curriculum update rale

Name and signature W

of the d:&ci.dnn holder of the department or branch
:
C}.l””” M= Bashar Dhaker Saleh Al-Qoutji




Course description template
University: Mosul College: Administration and Economics
Department/Branc: Marketing Management

1. Course name and academic leve

Pharmaceutical Marketing / Master’s Program

2. Course Code

AEMM23_F407

3. Term/Year

2025-2026

4.Dute this description was prepared

2026/1/8

5.Available attendance formats

My presence in the classroom

6. Total number of study hours / Total number of units

Number of hours: 2/ Number of units: 2

7.Name of the course coordinator (if there is more than one, please state it) and

academic title

c.mail:Bashar_thaker@uomosul.eduiq Name:Dr. Bashar Thaker Saleh

8.Course Objectives

e To familinrize students with | Course objectives
the fundamentals of
pharmaceutical marketing
and the most important
developments in the field of
pharmaceutical product
marketing

o To familiarize students with
the nature of
pharmaceutical marketing
and other marketing
concepts

To enhance students' knowledge of the most
important modern specializations in
pharmaceutical marketing, including
pharmacentical sales and marketing




| 9. Teaching and learning strategies

1- The cooperative learning method involves | Strategy
students answering questions from the
instructor and their fellow students
2- Discusgion method
3-  Daily homework method
10.Course Structure g
Evaluation Learning | Unit or topic Required | Hours | Week
‘Method method name learning
| outcomes _
The concept of 2 the first
pharmaceutical
Discussion and marketing
brainstorming In person
SEE510TS
Importance, 2 the second
Discussion and objectives, and
brainstorming Inperson | characteristics of
sessions pharmaceutical
marketing
Discusdion Elements of 2 the third
and Liitiska0n successiul
brainstorming P pharmaceutical
yessions marketing
The difference 2 Fourth
between
Discussion pharmaceutical
and : marketing and
brainstorming | ' PETSON | consumer
sessions product (good,
service)
marketing
Discussion Pharmaceutical 2 Fifth
and riv
brainstorming In person BroduCL prvacy
SEER10NS
Discussion pharmaceutical 2 Sixth
and In marketing
brainstarming person | environment
Seusions
Discussion pharmaceutical 2 Seventh
and In product
brainstorming person
SE550NS
Di!;cussi-nn In Drug pricing 2 Eighth
and
brainstorming | Person




sessions
Discussion Drug promotion Ninth
and In
brainstorming person
SCSSIONS
Disciission Drug distribution tenth
and In
brainstorming person
qessions
Discussion pharmaceutical eleventh
und market
brainstorming In person
sessions
Discussion Green twelfth
and pharmaceutical
brainstorming | ™ PETSON | o keting
SESSions

Criteria for thirteenth
Discussion selecting a
and pharmacy
brainstorming in person location for
sessions marketing

medicines
Digcussion of Dimensions fourteenth
and harmaceutical
brainstorming In PHEON ﬁ-lar::ting
sessions
Discussion Midterm exam fifteenth
and In
brainstorming person
sessions

11. Course evaluation and grade breakdown

The grade out of 100 is distributed according to the tasks assigned to the student,

such as daily preparation, daily, oral, monthly, and written exams, reports, elc

12.Learning and teaching resources

(applicable

Required textbooks (methodology, if

nothing

Main reference (sources)

The latest university theses and
dissertation in marketing
management

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




Research published in Iragi and Arab | Electronic references, websites

journals

% 10 Curriculum update rate

Name and signature of the head of department or branch

1A bt S
\'l .i'|1 v 4 &

T




Course Description Form

r

|_1. Courye Name
__Murketing Knowicdge Management
1. Course Code

1. SemanerY o'
Courge 2/ Masier's Prograan / Elective Course ¢ Master's Program / 2024-202%
2, Date this desctiption was prepaned:

2517 2028

3. Avnilable Artendance Formats:

Attendance in classroomms and vik Google Mees. Other forms of wiamslance liclude online lectures In PowerH
aned 'DF formal,

4. Number of Study Hours {TotalyNumber of Units (Taotal)

|, Name of the course supervisor (If indre than ona name §s mentioned)
Nime: Asst. Prof. Dr, Mani! Al-Samak Email: manal_abdulgabar@iomosul. edu.ig

.\Course Objectives

The course ohjectives | introduce students to the seientific and fundamental principles of
marketing knowledge management, marketers' skills in crisis
management, and identifving marketing problems and their causes, wi
the goal of supporting business organizations in general and marketing
particular, and enhancing their competitive position. Students will alsq
acquire the knowledge and skills to identify its putterns and methods o
application in orgunizations in general and marketing in particular.
Teaching and learning strategies

Strategy ‘

[n-person and online lectures via Google Classroom

Course structure
"~ Evaluation | Learning

Outcomes Unitor | Required Leaming mm] ‘Woek

Method |  Method | Toplc Name |
Exnms and | Duily Introduction 1o {xplaining the concept of Y First
participations |  theoretivail Knowledge Managometi Imowledge
dities . -
Exams and Duity Knowledye Management | Whan are knowicdge Y | Second

participations thearetinnl Misdels | manngement models




Knowledge

The Concept of Markuting [xplaining the concept of

mirketing knowledge

Benefity of Marketing What are the benéfits of Fourth
particlpations theoredical Knowledge and | morketing knowledge
ditips Opipariunities for it
Application ] ]
Exams and Daily Marketing Knowledge [Expluning the types of Y Fifth
theoratios] Pumcems | marketing know ledye

Exams and Draily Main angd Sub- | What are the dimensions A Sixth
participations theoretical | Dimensions of Marketing | 0f marketing knowledge
dhstles Knowledge Managemen ' I
Extrns anid Dally Fuictors Influencing the yetors affecting murketing Sevanth |
participations [thinretical Ulse of Merketing know|edze Y
duties Knowledge
Exnms and ~ Dwily | The Congept of Marketing | Knowledge munagement ¥ Eighth
participations thegretical Knowlodge Managemmt strittegies
duties anid its Strulegies
Exams and ity Components und gmponents of knowledge ¥ MNimh
participations thedimtical Dimendiond of Murketing | misagement
dutles Krnowledue Minagemenl |
Exams and Ciily Marketing Knowledge fnowledie mimagernant ¥ Tunth
participaticons tienrstical Management Procosses r froceses
Exams and Daily The Interrelationship | Explaining the Y Eleventh |
preticipations thenretical between Information ntervelationship between
distles Technalogy and Formation technology sod
Murketing Knowledge knowledge management
I Mansgement |
Exams und Dinily | The Role of the | What is the role of the Y Twelith
plrticipationy [ theoretical ‘Marketing nformation pheting informanon system
duties System in Marketing [n supporting knowledge
Epowledge Management management
hat is stratesic knowledge ¥ Thirteenth

Exams and Diesliznirig & Marketing W to andlyze the knowledge | Y | Founeenth
participations theoretical Enowledge Manapament iy
~ dties Strtitegy
Knowledgs Gap Analysis Y Fifleenth

_Coursz Evaluation

Gratles are distributed out of 100 based on the: tesks sssigned 1o the shude
monthly exams, wrilten exnms, reports, ele,

nt, such as daily preparation, daily, oml, and

Learning and Teaching Resoutces

Required texthoaks (methodology, If available) ’

Main references (sources) jrketing Knowledge: An Introduction to
~ “irketing Crisis Management / Walaa
Knowledge

al

nagement

Al-Din
as an

Al-Nouri.
Introduction |
sengthening the Competitive Capabilities |

1o




| Economic Institutions / Bourkaoua
Abdelmalek / Master's Thesis

:nnunmhd supporiing  books  and  references
I {sctontific journals, repons, sle.)
| Electronic referundes, websites

Curriculurn update raie

Name and sigrature of the course instructor

Mame and sigmatiire of the hend of depariment ar branch
i pe Dr, Manal Abdul Jabbir Al-Sutmak

Dr, Bashar Thaker Al-Qoutji




Course Description Template
University: Mosul Faculty: Management and Economics Departmeni: Marketing Manugemeni

1-Course nume and academic level

Consumer Behuvior / Master's Program / Clearing

2- Clourse code

AEMM26-F6131

3. Semeste n’;renr

2025-12026

4-Date of preparation of this description
1-9-2025

[ S-Avuilable attendance formuts

| Draily and interactive attendance

E‘E-Nnmb:r of eredit hours (total) / Number of units (total)

3

T-MName of the course

coordinator (if more than one name is mentioned) and academic title

 Dr.Name:Younis Ahmad alnusimy younis alnusimy@uomosul.edu.ig

8-Objectives of the course

Course objectives, Understanding aspects related to consumer
hehavior and understanding their behavior and the
frotors that influence it, whether relared 1o leaming
or personal motivations, in order o provide
products that meet their needs und desires and
achieve the goals and strategies of organizations in
| terms of survival and achieving market shire based
' on scientific methods

| 9-Teaching and learning strutegies

Strategy Actording to what has been decided in terms of
units and topics in a sequential and logical manner,
this will contribute to incrensing undeérstanding

- and knowledge of what consumers plan and think
abbut befare making a purchase decision and afier

it in terms of maintaining it, continuing it, and

repenting the purchise process
|

' lu;tug;su siructure :
Week Watehes Name of unit or | Learning
topic method




1 3 Cognitive | Introduction to Daily Exams and
and theoretical | Consumer Behavior = theorstical | assignments
! | assignments |
2 3 Cognitive and | The Concept of Daily Exams and
theoretical Consumer Behavior ‘ theoretical | assignments
assignments
3 3 Cognitive and | The Importance of Daily Exams and
theoretical Studying Consumer | theoretical | assignments
Behavior | assignments
4 3 Cognitive and | Types of Consumers | Dally Exams and
theoretical | and Their Impacton | theoretical | assignments
Behavior assignments
o 3 Cognitive and | Objectives of Dally Exams and
theoretical Studying Consurner | theoretical | assignments
_ R L |Behavior | assignments |
6 3 Cognftive and | Reasons for Daily | Examsand
theoratical Studying Consumer theoretical | assignments
Behavior | assignments
7 3 Cognitive and | Dimensions of -~ Daily Exams and
theoretical Consumer Behavior = theoretical | assignments
and Interveners in assignments
the Purchasing |
Process ! |
B 3 Cognitive and | Stages and Factors Daily Exams and
theoretical of Purchase Decision | theoretical | assignments
Making assignments |
9 3 Cognitive and. | Models Explaining Daily Exams and
theoretical Consifner Behavior | theoretical | assignments
— - ) assignments
10 3 Cognitive and | Evaluating Dally Exams and
theoretical Consumer Behavior | theoretical | assignments
from the assignments
Organization's
- _ Perspective
11 3 Cognitive and | The Concept of Daily Exams and
theoretical International thearetical | assignments
 Consumer Behavior | assignments
12 3 Cognitive and | Factors Affecting |  Daily Exams and
theoretical International theoretical | assignments
B B Consumer Behavior | assignments N
13 3 Cognitiveand | Characteristics and Daily Exams and
theorstical Behavior of Social theoretical | assignments
Classes assignments
14 3 Cognitive and | Modification and Daily Exams and
| thearetical | Change of Trends theoretical | assignments
assignments | -
| Quarterly exam — - |

j 11-Course evaluation and grade distribution .




Grades are distributed out of 100 according to the tagks assigned 1o the student, such as daily

preparation, daily exams, oral exams, monthly exams, written exams, reports, clc.

i 12-Learning and teaching resources .

- Consumer Behavior "chuin:d textbooks (methodology, if applicabie)

' Mohammed Obeidat (Main references (sources

' Research and Academic Websites Recommended supporting books and references

{ (scientific journals, reports, el

Electronic references, websiles

Curriculum update rate

Name and signature of the author of the decision

[y Name: Younis Ahmad alnuaimy
—

o :
NnW head

m—

D, Bushar Thakir




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

1. Course name and academic level Marketing Information ﬁmmﬂmmn

2. Course code AEMM25 307

3. Semester/Year

4. Description Preparation Date: 18/8/2025

&, Available Attendance Formy: Hind Khader Ahmed

6. Number of Credit Hours (Total) / Number of Units (Total)

7. Course administrator's nume (mention all, if more than one name)

hend 79@uomosul.edu.ig

K, Course objectives

This course aims Lo introduce
the student to the nature und
concept of marketing
information systems in the
field of products, and how the
student can determine the
nature of marketing
Anformation systems

9. Teaching and learning strategies

A. Knowledge and
Understanding

Al. Basic concepts of
marketing information
Systems




A2, Familigrization with
the subsystems of 4
‘marketing mformation
System

A3. The role of subsystems
in achieving the
organization's goals of
survival and growth

A range of teaching
methods are emploved o
-achieve this, including

Cooperative learning,
where students answer
questions from the
Jnstructor and their peers

Discussion .

Daily assign

ments L3

10. Course s

irociure

COuicomies

Unit ar subjeet
naume

Understanding
the concepl of
Markating
Information
Systems (MIS)

the concept of i

Marketing
Infarmation
Systams (MIS)

Linderstanding
the objectives af
MiS

the abjectives of
MIs

Oral

ASSERSmMETt

Recognizing the

Imipottance of
M5

the difer=nie
btween MIS
and loeal
markeling

Understandiny

lmportance of
MIs

Oral
asspssment

the difference
batween MIS

ahel loeal

ma rheting |

Oral

Understanding
the tools of MIS

the tools of MIS |

leckuie

Oral

alspagment
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' 11. Course Evaluation and Grade Divisions

. The grade out of 100 is distributed according to the tasks assigned (o the student,
such as daily preparation, daily, oral, monthly, and written exams, reports, ele

'12. Learning and teaching resources

I

Miain References (Sources)

Recommended supporting books and

references (ientific jourals, repuns...)

Electronic references, websites | Subine Bohnke.Modemiser son systéme

d"information , Eyralles, Paris 2010

5 KencthLondonJane London . Management




| d"informations,pearson .des systémes

éducation 9éme ¢dition, 2012 ; p13 Chantal
Morley , Management d'un projet systéme
d'information « principes techniques mise en
aeuvre ef outils » | 6éme édition
JDunod,paris, 2012 ; P13 Hugues Angot
systeme diinformation de entreprise, de
| Boeek, 2010
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University: Mosul
College: Management and Economics
Department or branch: Marketing
Course Description Form

1. Course name and academic level
Services Marketing/Master's (Clearance)
2. Course code
 AEMM26-F6151
3. Semester/Year
Second semester 2025-2026
| 4. Description Preparation Date:
1212026
5. Available Attendance Forms:
Attendance
6. Number of Credit Hours (Total) / Number of Units (Total)
(2)
7. Course administrator’s name (mention all, if more than one name)
Name: Dr. Bahaa Habib Mahmoud Al-Tai  Email: baha habeb@uomosul.edu.iy
8, Course objectives
Course objectives | This course aims to introduce the student to the
| concept of services marketing, the main
characteristics that distinguish it, as well a8 to
explnin the mechanism of services marketing and
| the marketing mix for services, as well as
everything related to services from production,
|prit:ing., promotion and distribution. as well as
identifying the role of customers in services
marketing.
9. Teaching and learning strategied

Strategy: Continuous  daily reading, follow-up, and
electronic research, and introducing the student to
the topic of services marketing and the |
importance of transferring and applying the
knowledge gnined through lectures to the actual
Ireality.
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11 Cnum Evaluation IIH_I(EI;&E ﬁ'h'_ilhlll

The grade out of 100 is distributed according to the tasks assigned to the student, such
us daily preparation, duily, oral, monthly, and written exams, reports, ete. _I

12. Learning and teaching resources

Required texthooks (methodology if any)

Goa AT Andadl Dskd ey 1ToV+ sgind Gige|
A gl
® Alon Wilson, Valarie A. Zeithaml, Mary Jo Bimer
md Dwayne D. Gremler. (2019), "Services
Murketing Integmting Custosier Focus Across the
Firm®, Third Europesn Edition, UK.

Main References (Sources)

‘Recommended sipparting boaks and

references (scientific journals, reports...)

|. * Master's theses and doctoral dissertations.

Electronic references, websites

| »The internat.

Curriculum update rate
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Name and signnture
ol the decision holdor

Bahaa Habeeb Mahmood Altiee

Nn

¢ department or branch
Bashar Dhaker Saleh Al-Qoutji
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