Subject Code

MMG675

Subject Title Strategic Marketing
Credit Value 3

Level 6

Normal Duration 1-semester

Pre-requisite/

Statistical Analysis for Management Research (MM604) or

Co-requisite/ Econometrics Methods (AF6208)
Exelusion
Objectives This subject contributes to the achievement of the DBA/DMgt outcome by broadening,

updating and deepening students’ knowledge of business administration in general
(Outcome 1).

This module is intended to provide basic theories and empirical knowledge in various
areas of marketing strategy research. It introduces the state-of-the-art topics in marketing
strategy with knowledge base of classical research output and representative knowledge
advancement in related fields.

Intended Learning

Upon completion of the subject, students will be able to:

Outcomes a. understand and evaluate latest developments on various tropics of Strategic
Marketing; (incl. Entrepreneurship);
b. understand key theories and methods in Strategic Marketing research;
c. apply theories and methods learnt from academic papers of strategic marketing to
propose a research topic that addresses a real-world marketing problem and design a
research plan to investigate it. (incl. Entrepreneurship);
Subject Synopsis/ e Market-Driven Strategy and Market Orientation Orientation (incl. Data science and

Indicative Syllabus

Entrepreneurship)

e Corporate Social Responsibility and Value Co-Creation in Marketing (incl.
Entrepreneurship)

Inter-organizational Relationships and Channel Governance in Marketing
Resources, Capabilities, and Firm Performance in Marketing

International Marketing and Cross-Cultural Effects

Service Marketing and Customer Participation (incl. Artificial Intelligence)

Teaching/Learning
Methodology

Students are required to read pre-assigned articles and prepare for proactive and
interactive discussions during the class. A team/individual will be assigned for each paper
and to lead the class discussion and the lecturer will provide introduction of the topics
and comment on the presentation and discussion during the class.



http://www.polyu.edu.hk/mm/mm_dev/images/upload/en/doc/study_subject_syllabi/mm604.doc

Assessment

Methods in Specific assessment % Intended subject learning outcomes to
Alignment with methods/tasks weighting | be assessed (Please tick as
Intended Learning appropriate)
Outcomes
a. b. C.
Continuous Assessment* 100%
1. Presentation of research 40% v v v
papers
2. Write-up and presentation 40% v v v
of research proposal
3. Class participation 20% v v v
Total 100 %
*Weighting of assessment methods/tasks in continuous assessment may be different, subject to
each subject lecturer.
To reflect the significant technology content in this subject, 10% (or more) of the overall
weighting of this subject is based on individual assessment concerning
technology-related knowledge.
To pass this subject, students are required to obtain Grade D or above in the overall
subject grade.
Explanation of the appropriateness of the assessment methods in assessing the
intended learning outcomes: the various methods are designed to ensure that all
students taking this subject —
e Read the recommended material;
o Discuss the issues brought up in the lectures/seminars;
o Appreciate the different approaches that may be adopted in solving marketing
problems;
o Participate in presenting views on a case/marketing situation.
Feedback is given to students immediately following the presentations and all students
are invited to join this discussion.
Student Study Class contact:
Effort Expected

= | ectures 30 Hrs.

Other student study effort:

= Preparation for lectures 30 Hrs.

= Preparation for assignment / group project and

presentation / examination 60 Hirs.

Total student study effort 120 Hrs.
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