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Marketing today is the company function 
charged with managing profitable customer 
relationships. Equally it defines targeted 
customer groups and aims to satisfy their 
needs and demands competitively and 
profitably by offering superior value in terms 
of products, services and experiences.

Strategic Marketing Management takes 
place in a strategic context and aligns the 
goals and objectives of the marketing 
function with those of other functional areas 
and the organisation as a whole. The role 
of the Chief Marketing Officer (CMO) now 
extends beyond a market-driven orientation 
to the organisation; the CMO has become 
a strategic partner in developing meaningful 
growth opportunities that drive up 
shareholder value.

The overall objective of the Master of 
Management in the field of Strategic 
Marketing is to give the student the opportunity 
to understand and apply theories, principles, 
models and techniques as they apply to 
the different areas of marketing, but most 
specifically within a strategic context.

The programme is two-part. It includes in-
depth course work through a number of 
modules taught by academics and industry 
experts, followed by a dissertation that 
interrogates a research topic of the student’s 
choice.
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Course structure

FUNDAMENTAL COURSE

This programme comprises of 9 core courses  and a research 
report. The coursework will typically be conducted in a block 
release format with lectures scheduled over a number of days. 
Two or three courses will be scheduled per quarter.

Orientation will introduce you to Wits Business School and the 
Master of Management in the field of Strategic Marketing 
programme. It also facilitates the smooth functioning of syndicates 
prior to the start of syndicate work, which is an important part of the 
learning process at WBS.C
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CORE COURSES
1 DAY ATTENDANCE COURSE

Strategic Marketing Management 
Research Methodology for MM
Customer Equity Management 
Applied Consumer Behaviour 

Accounting and Finance for MM
Applied Services Marketing 

Strategic Brand Management 
Integrated Marketing 
Communications 

Advanced Strategic Marketing 

1 2 3 4QUARTERQUARTERQUARTERQUARTER

RESEARCH 
REPORT

ORIENTATION

50%

Course order may be 
subject to change

*



4

STRATEGIC MARKETING MANAGEMENT

This course is designed to gain a critical 
understanding of the challenges marketing 
management face in identifying, selecting, 
implementing and adapting market-driven 
business strategies that will produce a 
sustainable competitive advantage in a 
dynamic and competitive strategic business 
environment.

It further introduces the concept of Holistic 
Marketing in a 21st century international 
context whilst paying particular consideration 
to emerging markets as well. One of 
the main outcomes is the ability to gain 
an in-depth understanding of marketing 
planning techniques in a strategic marketing 
environment and to develop a Strategic 
Marketing Plan.

Introductory aspects of identifying and 
applying strategic market strategies will also 
be included. 

RESEARCH METHODOLOGY FOR MM

Formulating marketing problems, identifying 
rigorous conceptual frameworks to underpin 
research, choosing appropriate research 
designs and analytical approaches, 
communicating results and implementing 
marketing decisions are primary CMO 
concerns. This course provides conceptual 
and practical tools required by marketing 
teams to achieve this high standard in an 
age of globalisation, big data and marketing 
analytics. Students learn how to employ 
the methods of marketing science, align 
different research methods to solve marketing 
problems, and develop strong arguments 
to underpin the conceptual development 
of the research, while preparing a research 
proposal and writing a thesis. An overview 
of qualitative and quantitative research 
methods, including multilevel models and 
structural equation models is included.

CUSTOMER EQUITY MANAGEMENT

As part of the drive for marketing as a 
function to be more accountable, there is 
a critical need for marketers to understand 
how to build the intangible assets of 
marketing. This is driven by activities of 
the Marketing Science Institute and other 
marketing bodies, as well as the joint 
efforts of business and academia. One of 
these activities is customer equity, the value 
of the customer base, so marketers need 
to understand how to measure and grow 
this intangible asset. The Customer Equity 
Management course enables attendees 
to develop skills required to address the 
management of the customer base.

This course is designed to provide a 
thorough understanding of the customer 
equity management process. It will include 
understanding issues of customer relationship 
management and its shortcomings, the 
calculation of customer lifetime value and 
customer equity, customer loyalty programme 
management, and return on marketing 
investment (ROMI).

APPLIED CONSUMER BEHAVIOUR

As part of Strategic Marketing Management, 
it is critical to understand the behaviour of 
customers in order to develop customer-
equity management strategies, and strategic 
brand management strategies.

This course is designed to provide a thorough 
understanding of consumer behaviour, the 
decision-making process, and decision 
criteria used to make purchasing selections. 
Advanced models of consumer behaviour 
will be covered to build on prior knowledge 
of consumer behaviour. The insights into 
consumer behaviour in emerging markets 
will also be addressed. The course content 
includes the consumer-decision process, 
consumer behaviour concepts, theories 
and philosophies, and the global consumer 
culture within an emerging market context.
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ACCOUNTING AND FINANCE FOR MM

This course will assist candidates to develop 
financial literacy as generalist users of 
accounting information for the purposes of 
business decision-making and control. On 
completion of the module, the candidate 
should know basic terminology and concepts 
of finance and accounting and should have 
successfully compiled a mental model of 
business dynamics based on the numerical 
data available. In particular, the candidate 
must know the characteristics of financial 
success, and be able to identify situations 
where these may be absent by reference to 
accounting and financial information.

APPLIED SERVICES MARKETING

Services Marketing is one of the fastest 
growing areas of specialisation in the field 
of marketing. The services sector is also 
the largest employer in the economies 
of most countries, and a huge generator 
of employment and economic growth. 
Hence it is critical for marketers to be 
able to develop skills in applying the latest 
tools of services marketing, to improve 
the effectiveness of their marketing 
programmes and the competitiveness of 
the organisation. This course enables 
attendees to build on prior knowledge of 
services marketing and to develop skills 
for applying new tools in this area.

This course discusses theories of customer-
experience management, the role of human 
resources in service quality, operations for 
service delivery, and specialist issues in the 
services industry. 

STRATEGIC BRAND MANAGEMENT

The management of brands and the building 
of brand equity, a key marketing intangible 
asset, is an essential requirement for 
marketers. The Strategic Brand Management 
course enables students to develop 
skills to be able to address the issues of 
brand management and the building of  
brand equity.

This course is designed to provide insights 
into developing and managing brands: 
it builds on students’ prior studies of 
branding, and approaches it from a strategic 
perspective rather than from an operational 
level. Models of brand management, brand 
inventory, brand equity, brand tracking 
and brand positioning will be discussed, 
and practical examples and case studies of 
successful brands will be given. The course 
content includes: brand-management 
tools, developing brand-tracking metrics, 
understanding developments in brand-equity 
models, and integrating brand management 
into the strategic direction of the organisation.

INTEGRATED MARKETING 
COMMUNICATIONS

This concept, which forms an integral part 
of today’s 21st century marketing mix, 
addresses the challenges associated with 
communicating value to the customer. 
Often, a company must carefully integrate 
and co-ordinate its many communication 
channels to convey a consistent, meaningful 
and clear message about the company 
and its offerings. The primary objective of 
the Integrated Marketing Communication 
(IMC) strategy is to ensure that all corporate 
messages, positioning and images, branding 
and communications are totally integrated 
across all communication channels to build 
synergy in the company’s messaging.

This course is designed to provide a thorough 
understanding of the different components of 
Integrated Marketing Communications and 
their roles in developing and implementing 
a marketing strategy. In addition to the 
traditional communications tools, such as 
advertising, public relations, direct marketing 
and sales promotion, the use of new digital 
tools such as brand activations and direct 
response marketing will also be discussed.
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ADVANCED STRATEGIC MARKETING

Developing, evaluating and implementing 
business strategies is essential to successful 
management. It is important for companies 
to be able to develop sustainable competitive 
advantages in a changing environment. A 
key to success is an understanding of how 
marketing contributes to strategic success.

This course will explore the conceptual 
and applied dimensions of marketing 
management and marketing strategy. What is 
marketing strategy? How has it been defined 
and developed by marketing scholars? 
Various theories and models will be discussed 
including the theory of competitive rationality, 
the 4P-4R model for knowledge products, 
and product portfolio models. The content of 
the course includes: the theory of competitive 
rationality, market orientation and innovation 
strategies, new approaches to product 
strategy, the role of the Chief Marketing 
Officer, and strategic marketing choices 
for special situations, especially in different 
phases of the product life cycle.

6

Core courses

9 RESEARCH DISSERTATION

The research dissertation comprises 
50% of the total mark allocation of the 
Master of Management in the field of 
Strategic Marketing programme. It is 
the culmination of the course work and 
builds on the fundamentals of all the 
courses attended.

Students will need to choose a suitable 
marketing topic, which is then developed 
into a research proposal. This proposal 
will be evaluated by a panel, after which 
the student works with their supervisor to 
collect and analyse data, and present 
the results according to the guidelines 
given in the Research Methodology 
and Design courses. The final research 
report is evaluated both internally and 
externally in terms of its contribution 
to scholarly knowledge, practical 
application and research rigour.
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I am a professional librarian who registered for this course in 2013. I have 
always been interested in finding the best way to market information and 
information resources and thought this course would give me some useful 
resources and ideas to increase my existing knowledge and enable me to  

‘sell’ information more effectively.

I admit I had some trepidation when I started as I was surrounded by 
marketing professionals who already had a firm grasp of the subject. 

However, throwing myself in at the deep end proved an exciting experience 
and one I can recommend to any person who is contemplating a career 
development, career change, or who just wants to learn something new.  

The classes were held from Thursdays to Saturdays, often followed by several 
argumentative hours while the syndicate group tried to pull a winning 

presentation together with tight deadlines looming – this was part of the 
challenge and I like to think that we rose to this challenge. I certainly benefited 
by the exposure to subjects that I knew nothing about and thoroughly enjoyed 

the experience. The lecturers were stimulating and often provocative while 
pushing us to realise our potential.

I loved being immersed in a classroom environment with the interaction 
between the students and the lecturers. The excellent guest speakers added 

an extra, unexpected dimension to the programme. I find myself looking 
at situations differently, with a marketing approach, and will be using this 

knowledge in my working professional life.

Jenny Croll 
Class of 2013
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www.wbs.ac.za 
ONLY ONLINE APPLICATIONS ACCEPTED

Degree Programmes
Master of Management in the 
field of Strategic Marketing

CLOSING  
DATE

APPLICATIONS

Wits Business School Academic Enquiries Office 

+27 11 717 3629

Please ensure that all information uploaded is correct and that you have 
included everything required on the checklist. In order to be considered 
by the Admissions Committee, your application form and the other required 
documentation (including the transcript and other supporting documents) 
must reach the Student Enrolment Centre no later than  
     31 October 2016
The Wits Business School Academic Enquiries Office is unable to obtain 
missing documents on an applicant’s behalf. Applications to the Master of 
Management in the field of Strategic Marketing are processed through the 
Student Enrolment Centre at Wits. Enquiries regarding the status of your 
application may be addressed to:

for ADMISSION
REQUIREMENTS

1. Online APPLICATION FORM + 
MANAGEMENT PART 3 FORM

2. Copies of DEGREE CERTIFICATES

3. Copies of ACADEMIC TRANSCRIPTS

4.  Non-refundable APPLICATION FEE  R200

Graduates from other universities
must submit an original or
certified copy of their academic
transcript. The transcript must
include a complete list of all
subjects taken for a degree,
including any courses that were
failed. A degree certificate is
NOT a transcript.

WBS reserves the right to change its schedule as required. 
Please note: WBS processes applications for admissions on 

a continuous basis in the order of receipt thereof.

CONTACT DETAILS
EMAIL: APPLICATIONS2017.WBS@WITS.AC.ZA

TEL: +27 76 854 4042

AP
PL

IC
AT

IO
N

CHECKLIST

ON ACCEPTANCE

How to apply

FEES: Refer to the WBS website, www.wbs.ac.za, for the 
updated cost and fee structure or contact the Fees Office. 

Carol Radasi +27 11 717 1546 • carol.radasi@wits.ac.za 
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4 YEAR DEGREE/DIPLOMA NQF8 in Marketing, Honours degree or equivalent 
qualification with overall average of 60% or better.

2–4 years WORK EXPERIENCE.

SUCCESSFUL COMPLIANCE WITH ALL ADMISSION REQUIREMENTS  
specified by the school.

Successful completion of the WBS ADMISSIONS TEST.

Candidates may also be required to attend an INTERVIEW with WBS faculty to 
determine their suitability for the programme.

ACCEPTANCE OF OFFER FEE
Students will be charged a R15 000 Acceptance of Offer fee  
upon being accepted. Your place will only be secured once this  
fee has been paid.
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