
 Tel: 04 3474127 PO Box 500333, Dubai, UAE.  Fax: 04 3453356 

training@ismdubai.com  "Towards Best Practiceé" www.ismdubai.com 

 

 

The Marketing Masterclass  
An Executive Training Course : 23 rd  to 25 th  November  2008 , Dubai, UAE.  

 
 

Marketing is  the process of planning and executing the conception, pricing, promotion, and 

distribution of goods, services and ideas to create exchanges with target groups that satisfy 
customer  and organisational objectives.  
 

édeveloping high marketing performance  
 
This comprehensive training course addresses the critical 
issues faced by every marketeer when the company looks 

to you to combine the objectives of the organisation with 
the needs and opportunities in the marketplace.  

 
This Masterclass is aimed at those individuals who are 
destined for senior Marketing, Sales or General 

Management positions within their organisation.  
 

The seminar will  pull together the product, pricing, 
promotion, positioning and distribution channels into a 

business -building marketing m ix and a strategic marketing 
plan.   
 

Case studies, examples and a comprehensive pack of 
marketing planning tools, will enable the delegates to put  

theory into professional practices that are essential for 
competitive business performance.  
 

 

 

Upon successfu l completion of the course attendees will :  
 

¶ Exp lore how marketing concepts are b eing applied within the company.  

¶ I dentify marketing opportunities and solv e marketing problems . 

¶ Determine the impact of market share and life cycle issues on marketing opportunit ies.  

¶ Develop and evaluate alternative pricing strategies . 

¶ Devel op essential skills in modern marketing planning.  

¶ Resolv e marketing issues with other people in the company . 
 

Course Content  
 

Overview  
 

¶ The importance of marketing in an organisation  

¶ Defining marketing in the larger context of the business environment  

¶ Reviewing marketing mix basics using marketing's 4 P's  

¶ The habits and motivations of the consumer as it relates to marketing  

¶ Examining the role of the marketing manager  
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Creating a strategic marketing plan  
 

¶ Understand the relationship between the marketing 
plan and the organisation's overall strategic and 
business plan . 

¶ Drafting the business mission . 
¶ Using SWOT analyses and translating them into 

strategic options . 
¶ Analysis  of the product and market portfolio . 
¶ Determining ta rget markets and related strategies . 

¶ Setting marketing objectives (A nsoff) . 
¶ Writing the strategy and action plans  

¶ Defining core terms in a plan   
 

How to successfully manage the product's life cycle  
 
¶ Understanding each stage of the product life cycle   

¶ How the product life cycle affects the development of  new products and the 
management of existing products  

¶ Extending the product life cycle   
¶ Using relative market share and business screen analysis   
 

The power of pricing  
 

¶ Gap analysis and pricing objectives  
¶ Discerning the impact of a price increase   
¶ Understand ing pricing forces both internal and external  

¶ Pricing strategies   
 

The role of segmentation  
 

¶ Why segment?  
¶ Using the positioning statement as a  key s egmentation tool  

¶ Information sources for segmentation   
¶ The characteristics of segments  

¶ Using positioning to gain a truly sustainable competitive advantage   
 

Marketing Communications  
 

¶ The core elements of market communications   

¶ Integrated marketing communications and  the importance of having the marketing 
function as a integrated system within the company  

¶ The critical relationship between advertising and life cycle   

¶ Dealing with agencies  
¶ Using copy strategy effectively   

¶ Budgeting for promotion   
¶ Briefing the sales team  and agents  
 


