
 

                                                                                                                                   Marketing Department   

  1 

  

College of Business Administration 

AL-Madinah AL-Munawarah 

 

Marketing Program Handbook 

 Second Edition 

2025 
1447AH 



 

                                                                                                                                   Marketing Department   

  2 

Contents 

Introduction ................................................................................................................................ 4 

Academic Terminologies ......................................................................................................... 6 

PART ONE..................................................................................................................................... 8 

Marketing Program Overview, Objectives, and Academic Framework ................... 8 

A. Program Identification and General Information .................................................. 8 

B. Mission, Objectives, and Program Learning Outcomes ....................................... 11 

C. Curriculum ........................................................................................................................ 14 

D. Course Descriptions ....................................................................................................... 17 

E. Teaching and learning strategies applied to achieve program learning 

outcomes. ............................................................................................................................... 25 

F. Assessment Methods for program learning outcomes. ....................................... 27 

G. Program Faculty Members ............................................................................................ 28 

PART TWO ................................................................................................................................. 29 

Admission and Registration ................................................................................................. 29 

A. Student Admission Requirements ............................................................................ 29 

B. Guidance and Orientation Programs for New Students ..................................... 30 

PART THREE ............................................................................................................................. 31 

Study and Examination Regulations ................................................................................. 31 

A. General Instructions for Students Regarding Examinations ............................ 31 

B. Instructions for Conduct During Examinations .................................................... 32 

C. Instructions for Examination Supervision ............................................................. 33 

PART FOUR ................................................................................................................................ 34 

Student Advisory ..................................................................................................................... 34 



 

                                                                                                                                   Marketing Department   

  3 

A. Academic Advising and Student Support Services .............................................. 36 

B. Academic Regulations, Enrollment Status, and Graduation Policies ................45 

PART FIVE .................................................................................................................................. 63 

Grievances and Complaints .................................................................................................. 63 

A. Grievance Procedures .................................................................................................. 64 

B. Appeal Procedures .......................................................................................................... 66 

PART SIX ..................................................................................................................................... 68 

Faculty Member Duties and Rights in the Marketing Program .................................... 68 

A. Duties of Faculty Members .......................................................................................... 69 

B. Teaching Load and Academic Responsibilities ..................................................... 69 

C. Academic Promotion Procedures .............................................................................. 70 

D. Faculty Responsibilities Toward the Department and Program ..................... 71 

E. Rights of Faculty Members .......................................................................................... 71 

PART SEVEN .............................................................................................................................. 73 

Governance and Quality Assurance ................................................................................... 73 

A. Program Committees a Their Roles ........................................................................... 73 

B. Review and Development Mechanisms ................................................................... 74 

C. Performance Indicators ................................................................................................ 74 

 

 

 
 

  



 

                                                                                                                                   Marketing Department   

  4 

Introduction 

The Marketing Program is pleased to present this updated handbook as a 

comprehensive reference for students and faculty members in the Bachelor of 

Science in Business Administration (Marketing) program. It outlines the academic 

systems, procedures, services, rights, responsibilities, and institutional 

regulations that support a successful learning and teaching experience at the 

College of Business Administration. The handbook has been carefully prepared to 

provide essential information, facilitate understanding of academic processes, and 

guide students throughout their study journey. 

Part One provides an overview of the Marketing program, including its 

academic structure, mission, objectives, learning outcomes, and degree 

requirements, in addition to the teaching, learning, and assessment strategies 

applied within the program. 

Part Two presents the admission and registration policies, requirements, 

and procedures adopted by the University, and introduces the orientation 

programs designed to support newly admitted students. 

Part Three outlines the study and examination regulations, including 

attendance, conduct, and academic integrity, as well as the responsibilities of 

students and faculty during examination periods. 

Part Four explains the student advisory structure, including academic 

advising processes, degree planning, university systems, and available support 

services that contribute to student success and academic progression. 

Part Five describes the official grievance and appeals procedures provided 

by the University to safeguard student rights and ensure transparency and 

fairness in academic and administrative decisions. 
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Part Six clarifies faculty responsibilities, duties, teaching loads, 

professional standards, and rights, in addition to outlining key procedures related 

to academic promotion and professional development. 

Part Seven introduces the governance and quality assurance framework, 

including departmental committees, quality review mechanisms, and 

performance indicators used to support continuous improvement in the program. 

Together, these seven parts form an integrated reference that promotes 

clarity, enhances academic quality, and supports a transparent and supportive 

educational environment aligned with the mission and objectives of the College of 

Business Administration. 
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Academic Terminologies 

 

Academic Year 

A period of two semesters or more in which one or more academic levels are offered, 

with each level typically lasting one academic year. 

Academic System 

The method used by the University in its colleges and academic units to deliver 

programs using the academic levels system, credit-hour system, or annual system. 

Semester 

A period of no fewer than fifteen weeks during the academic year, during which 

courses and academic activities are delivered. Examination periods are not 

included in the fifteen-week duration. 

Academic Level 

A stage of study consisting of a set of courses that a student completes according to 

an approved study plan, representing one of the academic levels in the degree 

program. 

Credit Hour 

A weekly scheduled theoretical lecture (50 minutes) or a weekly 

practical/field/laboratory session lasting between 100–150 minutes. 

Course 

A subject offered within the curriculum each semester, carrying a specific number 

of credit hours. Successfully completing the course grants the student the 

designated credit. 

Study Plan 

A set of compulsory, elective, and free courses required to complete graduation 

requirements within the standard program duration. 
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Program 

A structured series of educational experiences leading to the award of a bachelor's 

degree, diploma, or postgraduate qualification. 

Mode of Study 

Different methods of learning delivery used in higher education, including regular 

(on-campus) study, blended learning, distance learning, and other accredited 

modalities. 

Field Training / Cooperative Training Program 

A program that enhances students’ readiness for the labor market by providing 

academic and professional training opportunities within their field of 

specialization. 
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PART ONE 

Marketing Program Overview, Objectives, and Academic 

Framework 

Introduction 
This part presents a comprehensive overview of the Bachelor of Science in Business 

Administration (Marketing) program, including its location, career pathways available to 

graduates, relevant professional sectors, as well as exit points and the awarded degree. It 

also outlines the program’s mission, objectives, and learning outcomes, which encompass 

knowledge, skills, and professional values. In addition, this part describes the overall 

curriculum structure, along with the required and elective courses across the different 

academic levels and each course’s description. It further highlights the teaching and 

learning strategies adopted to develop students’ knowledge, skills, autonomy, and 

responsibility, and concludes with the assessment methods used to evaluate learning 

outcomes through direct and indirect tools to ensure academic performance and the 

quality of educational outcomes. Finally, this part refers students and stakeholders to the 

official Taibah University website for the most up-to-date information regarding the 

program’s faculty members through the program’s official webpage. 

A. Program Identification and General Information 

First: Program’s  Main Location: 

College of Business Administration (CBA) at Main Campus 

Second: Professions/jobs for which students are qualified: 

Students majoring in Marketing are qualified for a wide range of careers across various sectors, 

including government institutions, banks, hospitals, industrial firms, and more. Common job 

titles for Marketing include: 

 



 

                                                                                                                                   Marketing Department   

  9 

Job Title Occupation Code 

Marketing Manager 122103 

Advertising Manager 122104 

Advertising Manager 122201 

Public Relations Manager 122201 

Customer Service Manager 122102 

Product Development Manager 122302 

Research and Development Manager 122301 

Customer Account Manager 122204 

Strategic Planning Manager 121311 

Quality Manager 121304 

Business Development Manager 122105 

Marketing Analyst 243103 

Digital Marketing Specialist 243104 

Market Research Specialist 243105 

Public Relations Specialist 243106 

Marketing Specialist 243107 

Sales Specialist 243108 

Business Development Specialist 243109 

Customer Service Specialist 243110 

E-Marketing Specialist 243111 

Content Marketing Specialist 243112 

Social Media Marketing Specialist 243113 

International Marketing Specialist 243114 

Strategic Marketing Specialist 243115 

B2B Marketing Specialist 243116 

Industrial Marketing Specialist 243117 

Services Marketing Specialist 243118 

Non-Profit Marketing Specialist 243119 

Government Marketing Specialist 243120 
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Educational Marketing Specialist 243121 

Healthcare Marketing Specialist 243122 

Tourism Marketing Specialist 243123 

Sports Marketing Specialist 243124 

Entertainment Marketing Specialist 243125 

Cultural Marketing Specialist 243126 

Environmental Marketing Specialist 243127 

Financial Marketing Specialist 243128 

Real Estate Marketing Specialist 243129 

Electronics Marketing Specialist 243130 

Automotive Marketing Specialist 243131 

Fashion Marketing Specialist 243132 

Food and Beverage Marketing Specialist 243133 

Retail E-Marketing Specialist 243134 

Wholesale E-Marketing Specialist 243135 

Industrial E-Marketing Specialist 243136 

Service E-Marketing Specialist 243137 

Government E-Marketing Specialist 243138 

Non-Profit E-Marketing Specialist 243139 

Educational E-Marketing Specialist 243140 

Healthcare E-Marketing Specialist 243141 
-  

Third: Relevant occupational/ Professional sectors: 

Graduates of the Marketing program enjoy a wide range of career opportunities due to the 

flexible and interdisciplinary nature of their specialization. Relevant professional sectors 

include: 

- Financial and Banking Sector 

- Business and Commerce Sector 

- Healthcare Sector 

- Government and Public Services Sector 

- Education and Training Sector 
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- Energy and Industrial Sector 

- Tourism and Hospitality Sector 

These sectors provide diverse opportunities for Marketing graduates to apply their skills and 

knowledge in various professional environments. 

Fourth: Major Tracks/Pathways (if any): 

Major track/pathway 
Credit hours 

(For each track) 

Professions/jobs  

(For each track) 

- - -  

Fifth: Exit Points/Awarded Degree (if any): 

Exit points/awarded degree Credit hours 

Intermediate Diploma in 

Business Administration 

75 credit hours for Intermediate Diploma in Business 

Administration, after completing 71 credit hours by the 

end of the fourth semester. In addition to (4) credit hours 

co-operative training in business for a period of one 

semester. “Regulations Governing the Exit Point” 

Sixth: Total credit hours:  

130 hours 

 

B. Mission, Objectives, and Program Learning Outcomes 

1. Program Mission: 

Preparing specialized competencies in the field of marketing through an academically 

stimulating environment that fosters innovative learning and teaching, with the aim of 

equipping students with modern marketing knowledge and skills required by the labor 

market, promoting research awareness to support the marketing profession and society, and 

contributing to the achievement of sustainable development goals in alignment with Vision 

2030. 

2. Program Goals: 
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1) Prepare competent professionals equipped with a strong knowledge base and modern 

practical skills across various marketing fields to meet the evolving demands of the 

labor market. 

2) Provide a stimulating learning environment that supports creativity and innovation in 

the teaching and learning process, while enhancing students’ critical thinking and 

teamwork abilities. 

3) Integrate theoretical knowledge with practical application by offering curriculum 

content aligned with current marketing trends at both local and global levels. 

4) Promote applied scientific research in the field of marketing to advance the profession 

and address contemporary challenges in society and the business sector. 

5) Promoting ethical values and sustainability principles and preparing graduates capable 

of contributing to the realization of Saudi Vision 2030 by empowering them in the 

marketing sector. 

3. Program Learning Outcomes Major in Marketing 

The graduate at this level will have: 

Knowledge and Understanding 

K1 
Describes the fundamental concepts, principles, methods, models, and theories of 

business disciplines in a comprehensive manner. 

K2 Recognizes the research methodology and methods used in the field of marketing. 

K3 
Identifies in-depth knowledge and understanding of processes, techniques and 

practices, and recent developments in the field of Marketing. 
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Skills 

S1 

Applies and integrates fundamental concepts, principles, techniques, models, and 

theories across functional areas of business to analyze problems, solve them, and 

make effective business decisions using data analytics. 

S2 
Communicates effectively, both orally and in writing, to share ideas and knowledge in 

the field of marketing. 

S3 

Utilize information technologies and quantitative analytical methods in marketing 

applications to perform practical tasks related to the discipline, workplace, and 

profession in the field of Marketing. 

S4 
Utilizes analytical and critical thinking skills to identify, formulate, analyze, evaluate, 

and creatively solve business and marketing problems. 

S5 Apply research skills in business and marketing to solve real-world problems. 

Values, Autonomy, and Responsibility 

V1 Demonstrates awareness of citizenship, work values, and ethics. 

V2 
Acquire skills in leading teams and work activities professionally, demonstrate 

responsibility for self-development, and engage actively in community activities. 
 

Learning outcomes for the Intermediate Diploma in Business Administration Program (exit 

point)* 

The graduate at this level will have: 

Knowledge and understanding 

K1 
Recognize the basic concepts, principles, theories, and terminologies in the field of 

business administration. 

K2 Define basic knowledge of the methodology and methods of research in business. 

Skills 

S1 
Apply the basic concepts, principles, and theories to solve business problems and issues 

in medium-complex and unfamiliar contexts. 
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S2 
Develop interpersonal and communication skills to articulate business solutions through 

both verbal and written communication. 

S3 
Use essential technology applications in analyzing and interpreting data related to solve 

different business problems. 

Values, Autonomy, and Responsibility 

V1 Show commitment to citizenship, values, and work ethics. 

V2 Demonstrate the ability to work independently and as part of a team. 

C. Curriculum 
1. Curriculum Structure “Major in Marketing” 

Program Structure 
Required/ 

Elective 

No. of 

Courses 

Credit 

Hours 
Percentage 

Institution Requirements 
Required 4 8 6.15% 

Elective 3 6 4.62% 

College Requirements 
Required 22 67 51.54% 

Elective 2 4 3.07% 

Program Requirements 
Required 11 32 24.62% 

Elective 2 6 4.62% 

Capstone Course/Project Required 1 3 2.31% 

Field Training/ Internship Required 1 4 3.07% 

Residency year - - - - 

Others  - - - - 

Total 46 130 100% 

2. Program Courses “Major in Marketing” 

Level 
Course 

Code 
Course Title 

Required 

or Elective 

Pre-Requisite 

Courses 

Credit 

Hours 

Type of 

requirements 

(Institution, College, 

or Program) 

Level 1 ENG 101 English Language  Skills I Required - 4 College 
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Level 
Course 

Code 
Course Title 

Required 

or Elective 

Pre-Requisite 

Courses 

Credit 

Hours 

Type of 

requirements 

(Institution, College, 

or Program) 

ECON 103 Principles of Microeconomics Required - 3 College 

MATH 107 Business Mathematics Required - 3 College 

CS 105 Introduction to Computing Required - 3 College 

GS 101 
Islamic Studies: Belief and 

Worship 
Required - 2 Institution 

GS 111 Arabic Language Skills I Required - 2 Institution 

Level 2 

ENG 102 English Language  Skills II Required ENG 101 4 College 

STAT 104 Business Statistics Required - 3 College 

ECON 106 Principles of Macroeconomics Required ECON 103 3 College 

MGT 102 Principles of Management Required - 3 College 

GS 112 Arabic Language Skills II Required GS 111 2 Institution 

GS 104 
Islamic Studies: Islamic Values 

and Ethics 
Required - 2 Institution 

Level 3 

LAW 333 Legal Environment of Business Required - 3 College 

ACCT 203 
Principles of Financial 

Accounting 
Required - 3 College 

MKT 201 Principles of Marketing Required 
MGT 102 

ECON 103 
3 College 

MGT 231 Organizational Behavior Required MGT 102 3 College 

MGT 203 Business Research Methods Required 
MGT 102 

STAT 104 
2 College 

MGT 205 Business Communication Required MGT 102 3 College 

FE 1 Free Elective I Elective - 2 College 

Level 4 

MIS 202 
Fundamentals of Management 

Information Systems 
Required CS 105 3 College 

MGT 234 

Business Ethics, Social 

Responsibility and 

Sustainability 

Required MGT 102 3 College 

ACCT 204 
Principles of Managerial 

Accounting 
Required ACCT 203 3 College 

FIN 204 
Principles of Corporate 

Finance 
Required 

ECON 106 

ACCT 203 
3 College 

MIS 204 Business Analytics Required 
STAT 104  

MGT 203 
3 College 
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Level 
Course 

Code 
Course Title 

Required 

or Elective 

Pre-Requisite 

Courses 

Credit 

Hours 

Type of 

requirements 

(Institution, College, 

or Program) 

MGT 204 Operations Management Required 
 STAT 104 

MGT 102 
3 College 

Level 5 

“Intermediate 

Diploma in 

Business 

Administration

” 

BUS 391 
Cooperative Training in 

Business  
Required 

Senior 

Standing* 
4 College 

Level 5 

ENT 325 Entrepreneurship  Required 
FIN 204 

MKT 201 
3 College 

MKT 315 Consumer Behavior Required MKT 201 3 Program 

MKT 335 Brand Management Required MKT 201 3 Program 

MKT 333 
Integrated Marketing 

Communication 
Required 

MKT 201 
3 Program 

MKT 317 
Personal Selling and Sales 

Management 
Required 

MKT 201 
3 Program 

GSE1 University Elective I Elective - 2 Institution 

MKT 303 
Professional Qualification 

Skills in Marketing 
Required MKT 201 2 Program 

Level 6 

MKT 344 Digital Marketing Required MKT 201 3 Program 

MKT 364 Marketing Research Required MKT 201 3 Program 

MKT 322 Service Marketing Required MKT 201 3 Program 

MKT 346 Industrial Marketing Required MKT 201 3 Program 

MKT 1 Program Elective 1 Elective - 3 Program 

GSE 2 University Elective II Elective - 2 Institution 

FE 2 Free Elective II Elective - 2 College 

Level 7 

MGT 461 Strategic Management Required 
Senior 

Standing** 
3 College 

MKT 453 International Marketing Required MKT 201 3 Program 

MKT 493 
Graduation Project in Business 

Administration 
Required 

Senior 

Standing** 
3 Program 

MKT 463 Strategic Marketing Required MKT 201 3 Program 

MGT 2 Program Elective 2 Elective - 3 Program 

GSE 3 University Elective III Elective - 2 Institution 



 

                                                                                                                                   Marketing Department   

  17 

Level 
Course 

Code 
Course Title 

Required 

or Elective 

Pre-Requisite 

Courses 

Credit 

Hours 

Type of 

requirements 

(Institution, College, 

or Program) 

Level 8 MGT 494 
Cooperative Training in 

Business Administration 
Required 

Senior 

Standing*** 
4 Program 

*To enroll in this course, the student should complete (71) credit hours of the Intermediate Diploma in Business Administration Program. 

**To enroll in this course, the student should complete all required business core courses. 

 *** To enroll in this course, the student should complete (126) credit hours of the BSBA – Major in Business Administration Program, including all the major 

required and elective courses at the 5th, 6th, and 7th levels. 

 

Program Elective Courses: 

The student should select (6) credit hours from the following courses. 

Course Code Course Title 
Required 

or Elective 

Pre-Requisite 

Courses 

Credit 

Hours 

Type of requirements 

(Institution, College, 

or Program) 

MKT 342 Social Media Marketing Elective MKT 201 3 Program 

MKT 316 Customer Relationship Management Elective MKT 201 3 Program 

MKT 413 Retail Management  Elective MKT 201 3 Program 

MKT 435 Marketing Channels Elective MKT 201 3 Program 

MKT 332 Sustainable Marketing Elective MKT 201 3 Program 

MKT 447 Marketing in Nonprofit Organizations Elective MKT 201 3 Program 

MKT 445 Sports Marketing Elective MKT 201 3 Program 

MKT 324 Hospitality and Tourism Marketing Elective MKT 201 3 Program 

MKT 308 Entrepreneurial Marketing Elective MKT 201 3 Program 

MGT 331 Negotiation Skills Elective MGT 102 3 Program 

D. Course Descriptions 

1. Core Courses:  

 Principles of Marketing – MKT 201                                              

This course aims to introduce students to the fundamental concepts and principles 

that form the foundation of marketing as a discipline and practice. It covers key topics 

including the concept of marketing, market processes, the importance of studying 

consumer behavior, pricing strategies, product development, and the distribution of 

goods and services. 
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The course also addresses the role of marketing in achieving corporate objectives 

and how to build eƞective marketing strategies that meet customer needs and desires. 

Emphasis is placed on the importance of marketing research in collecting and 

analyzing data to beƤer understand the market. 

         Through case studies and real-world examples, students develop critical thinking 

and creative problem-solving skills in marketing, preparing them to face challenges in 

the contemporary business environment. 

 

 Consumer Behavior – MKT 315                                                       

This course focuses on the factors influencing individual purchasing decisions and 

consumer behavior in the marketplace. It covers psychological, social, and economic 

concepts that shape consumer preferences, such as motivations, aƤitudes, and 

perceptions. 

The course explores how to analyze consumer behavior to understand needs and 

desires, enabling companies to design eƞective marketing strategies aligned with 

customer expectations. It also examines the impact of culture, social environment, 

economic changes, technology, and social media on consumer interaction with brands. 

Students enhance their skills in analyzing consumer behavior, supporting data-

driven marketing decisions and deeper market understanding. 

 

 Brand Management – MKT 335                                                             

This course introduces students to the core concepts and strategies related to creating 

and managing brands eƞectively. It covers building a strong brand identity, developing 

promotional strategies, and identifying unique value propositions for consumers. The 

course also addresses the role of branding in enhancing customer loyalty and 

increasing market competitiveness. 

Additionally, students learn techniques for measuring brand performance, 

analyzing consumer behavior, and managing brand crises. Emphasis is placed on 

innovation and sustainability in brand management, equipping students with the 

skills needed to manage brands in a dynamic and evolving environment. 

 



 

                                                                                                                                   Marketing Department   

  19 

 Integrated Marketing Communications – MKT 333                                        

This course introduces the concept of integrated marketing communications (IMC) 

and how to coordinate all marketing communication elements to deliver consistent 

and eƞective messages. It covers strategies and methods for using advertising, public 

relations, sales promotion, direct marketing, and social media in an integrated manner. 

 Students learn the importance of message consistency across channels to achieve 

brand objectives, increase awareness, and foster customer loyalty. The course also 

addresses methods to evaluate campaign eƞectiveness using various measurement 

tools.                               

It enhances students’ abilities to design and implement comprehensive marketing 

communication strategies, enabling eƞective engagement with target audiences and 

delivering experiences that enhance brand value. 

 

 Personal Selling and Sales Management – MKT 317  

This course equips students with the knowledge and skills required to succeed in 

personal selling and managing sales teams. It covers principles and techniques of 

personal selling, including building strong customer relationships, negotiation, and 

eƞective deal closure. 

The course also addresses sales management strategies, including sales planning, 

performance development, and motivating sales teams. Students learn to analyze sales 

data, identify business opportunities, and set achievable sales targets.                        

Through case studies and practical applications, students develop communication 

and persuasion skills, preparing them for challenges in the sales profession. 

 

 Professional Career Planning and Development in Marketing – MKT 303 

This course prepares students with the skills and knowledge necessary to plan their 

careers in marketing. It covers strategies for seƤing career goals, developing market-

relevant skills, building a strong resume, and preparing for job interviews. Students 

also explore the latest trends in the marketing industry and how to adapt to 

continuous changes. 

Workshops and practical exercises enhance students’ communication, teamwork, 

and problem-solving skills, contributing to their competitive advantage in the job 
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market. The course encourages students to adopt a continuous professional 

development approach to ensure success in their marketing careers. 

 

 Hospitality and Tourism Marketing – MKT 324                               

This course introduces students to the basic concepts and strategies for marketing 

tourism and hospitality products and services. It covers market analysis, 

understanding consumer behavior in this sector, and strategies to aƤract tourists and 

customers to hotels and resorts.  

The course also addresses promotional and marketing methods, including 

advertising campaigns, social media marketing, and collaboration with travel agencies. 

Emphasis is placed on the importance of customer experience for success in the 

tourism and hospitality industry.                                                                           

Students develop skills to create eƞective marketing strategies tailored to dynamic 

market environments, with case studies illustrating real-world challenges and 

opportunities. 

 

 Marketing Research – MKT 364                                                 

This course provides students with the knowledge and skills needed to conduct 

eƞective marketing research. It covers the fundamentals of research design, data 

collection, and information analysis. Students learn various research types, both 

qualitative and quantitative, and how to select appropriate methods to achieve 

research objectives. 

The course introduces research tools such as surveys, interviews, and observations, 

along with data analysis techniques including descriptive statistics and advanced 

analytics. 

Emphasis is placed on applying research insights to support marketing decision-

making. Case studies provide practical experience in designing and conducting 

marketing research that meets business needs. 

 

 Services Marketing – MKT 322                                                

This course introduces students to the key concepts and strategies for marketing 

services, which diƞer from marketing tangible products. It covers the unique 
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characteristics of services, including intangibility, variability, and perishability, and 

how these aƞect marketing strategies. 

Students learn strategies for service design and promotion, brand building, 

customer experience development, and customer relationship management. The 

course also emphasizes eƞective communication and digital marketing applications 

for aƤracting customers and increasing brand awareness. 

 Through real-world cases, students gain skills to develop strategies that meet 

customer expectations in service sectors such as tourism, hospitality, and healthcare. 

 

 Industrial Marketing – MKT 346                                              

This course introduces students to the fundamental concepts and strategies for 

marketing products and services in industrial markets. It focuses on understanding 

industrial buyer behavior, decision-making factors, and characteristics of industrial 

products. 

The course covers strategies for industrial product development, customer 

relationship management, pricing, and distribution. Marketing research is highlighted 

as a tool to identify opportunities and challenges and to design eƞective campaigns 

targeting industrial clients. 

 Students develop skills in market analysis and understanding industry dynamics, 

preparing them to create strategies for sectors like manufacturing, construction, 

energy, and telecommunications. 

 

 Digital Marketing – MKT 443                                                 

This course introduces students to digital marketing concepts, tools, and strategies. 

Topics include search engine marketing (SEO), paid online advertising (PPC), social 

media marketing, email marketing, and content marketing. 

Students learn the importance of data analysis and performance measurement 

tools to evaluate digital campaign eƞectiveness. The course emphasizes building 

customer relationships through personalized experiences and leveraging technologies 

such as AI and big data analytics to enhance performance.                           

Practical examples help students design and implement eƞective digital marketing 

strategies, preparing them to succeed in fast-paced, technology-driven environments. 
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 International Marketing – MKT 453                                         

This course introduces students to the concepts and strategies of marketing products 

and services in global markets. It covers economic, cultural, political, and legal factors 

that influence international marketing decisions. 

The course addresses market entry strategies such as exporting, licensing, 

partnerships, and direct investment. It emphasizes understanding consumer behavior 

across cultures and adapting strategies to meet diverse customer needs. 

  Students enhance their skills in analyzing international markets and developing 

marketing strategies aligned with global business environments. Case studies 

illustrate challenges and opportunities in international marketing. 

 

 Strategic Marketing – MKT 463                                                            

This course introduces students to the concepts and practices involved in developing 

and implementing eƞective marketing strategies aligned with organizational 

objectives. It covers market analysis, competitive understanding, opportunity 

identification, and the development of diƞerentiated marketing strategies. 

Students learn to create comprehensive marketing plans, including target audience 

identification, product/service development, pricing, and promotion strategies. The 

course emphasizes innovation and adaptation to economic and technological changes. 

Through case studies, students apply theoretical concepts in real-world contexts, 

developing critical thinking and strategic decision-making skills. 

 

 Research Project in Marketing – MKT 493                                           

This course enables students to apply marketing concepts and theories in a practical 

research project. Students develop a research project analyzing a real marketing 

problem or market phenomenon.                                                          

The course covers research design, data collection, analysis, and recommendation 

development. Emphasis is placed on research skills, critical thinking, and solving 

complex marketing problems, preparing students for professional challenges. 
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 Cooperative Training in Marketing – MKT 492                                               

This course provides students with six months of practical experience in real 

marketing organizations. It allows students to apply theoretical knowledge in 

professional seƤings, enhancing practical skills in digital marketing, brand 

management, marketing research, and strategic marketing.   

Students collaborate with companies to develop problem-solving and innovative 

marketing strategies, bridging the gap between academic learning and industry 

practice. The course aims to prepare students for the job market while building 

professional networks. 

 

2. Elective Courses: 

 Social Media Marketing – MKT 342  

This course provides an overview of using social media platforms as a strategic tool in 

digital marketing. Students learn about major platforms such as Facebook, TwiƤer, 

Instagram, LinkedIn, and YouTube, content creation, and engagement strategies. The 

course emphasizes using analytics to measure and improve campaign performance 

and develop innovative marketing initiatives aligned with current trends. 

 

 Customer Relationship Management – MKT 316  

This course equips students with knowledge and tools to understand the importance 

of building long-term customer relationships. Topics include loyalty development, 

customer experience enhancement, and applying CRM systems to manage and analyze 

customer data. Students learn to leverage data to personalize oƞerings, improve 

satisfaction, and achieve sustainable business growth. 

 

 Retail Management – MKT 413                                              

This course introduces students to concepts and practices in retail operations 

management. It covers store development, supply chain management, inventory 

planning, and delivering exceptional customer experiences. Students learn to analyze 

consumer behavior, price products, design promotions, and adopt the latest retail 

trends including e-commerce. 
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 Marketing Channels – MKT 435 

This course explores the various channels companies use to deliver products and 

services to customers. It covers channel planning, traditional and digital distribution, 

channel selection strategies, and partner relationship management. Students learn to 

optimize channel eơciency, ensuring products reach customers eƞectively and at 

minimal cost. 

 

 Sustainable Marketing – MKT 332                                   

This course introduces students to marketing strategies integrating environmental 

and social responsibility. Topics include resource-eơcient consumption, eco-friendly 

product development, and communication strategies promoting sustainability. The 

course emphasizes companies’ response to global sustainability challenges and 

marketing’s role in fostering responsible practices. 

 

 Marketing in Nonprofit Organizations – MKT 447                                                 

This course introduces students to eƞective marketing strategies tailored to nonprofit 

organizations. It covers designing campaigns to aƤract support, raise awareness, and 

engage stakeholders. Students learn to apply digital and traditional marketing tools to 

build reputation and community involvement while considering budget and resource 

limitations. 

 

 Sports Marketing – MKT 445                                               

This course explores marketing applications in sports and related activities. It covers 

event marketing, sports brand management, team and athlete promotion, sponsor 

partnerships, and fan engagement strategies. Students learn to analyze consumer 

behavior in sports and leverage digital platforms to enhance loyalty and interaction. 

 

 Entrepreneurial Marketing – MKT 308                                    

This course introduces students to marketing in entrepreneurial seƤings, focusing on 

developing new products and services, building innovative brands, and identifying 

market opportunities for startups. Topics include market analysis, entrepreneurial 
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consumer behavior, innovative pricing, digital marketing for small ventures, and 

growth strategies. 

 

 Negotiation Skills – MGT 331                                                  

This course equips students with fundamental knowledge and skills in negotiation, 

covering concepts, principles, strategies, and techniques to achieve mutually 

beneficial outcomes. Topics include negotiation types, process stages, persuasion, 

conflict management, and building successful negotiation relationships. Practical 

exercises simulate negotiation scenarios in local and international business contexts, 

enhancing communication and decision-making skills. 

E. Teaching and learning strategies applied to achieve program 

learning outcomes. 

1. Knowledge and Understanding: 

- Interactive Lectures. 

- Interactive Discussions. 

- Flipped Classroom.  

- Extracurricular Activities: Guest speakers, such as managers in big companies, to 

share their knowledge related to communication skills. 

- Essay assignments require students to locate and use significant information in the 

field. 

2. Skills: 

- Interactive Lectures. 

- Interactive discussions to encourage critical thinking and application of theory to real-

world scenarios.   

- Case Studies to analyze real-world Marketing issues for fostering critical thinking, 

problem- solving, and decision-making skills. 

- Extra-curricular activities: Guest speakers, such as, entrepreneurs and managers, to 

share their insights and experiences on Marketing topics. 



 

                                                                                                                                   Marketing Department   

  26 

- IT assisted learning strategy, use information technology and quantitative techniques 

process and analyses data and information related to business administration. 

- Projects that promote critical thinking and the ability to seek solutions.  

- Case study analysis promotes critical thinking and the ability to seek solutions. 

- Business communication sessions. 

- Business report writing and evaluation of a written report. 

- Technical report writing scenarios. 

- Data collation and analysis. 

- Online research assignments. 

- Semester paperwork, lab work, and special assignments in some courses will require 

students to search for data and/or information themselves. 

3. Values, Autonomy, and Responsibility: 

- Case Analysis-Based Learning to illustrate how business administration decisions 

impact society, and the environment and analyze the ethical implications of 

Marketing scenarios to highlight ethical dilemmas faced by businesses, 

entrepreneurs, and consumers, fostering critical reflection on values and social 

responsibility. 

- Guest speakers, including entrepreneurs, managers, and business leaders, to share 

their views on Marketing issues. 

- A self-learning strategy which aims to acquire the necessary skills that enable student 

to learn continuously to face the academic tasks and deal with the sources of science 

and knowledge in the academic stage as well as the following stages of his/her practical 

life. The role of the teacher is manifested in: 

• Encouraging critical thinking about Marketing problems. 

• Providing scientific resources and a suitable environment to self-learning. 

• Developing reading and analysis skills and urging students to link learning to life 

situations. 
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- A collaborative learning strategy in which students work together in small groups to 

perform a specific task or project that meets their needs and interests and that 

matches their strengths. This strategy aims to provide opportunities for developing 

teamwork and collaboration skills. 

- Extra-curricular Activities: Engaging students in community services related to 

Marketing. 

F. Assessment Methods for program learning outcomes. 

3. Knowledge and Understanding: 

A. Direct Methods: 

- Mid-term and Final Written Exams (Essay, Multiple choice, and Vignette questions). 

- Class participation and contribution. 

- Case study analysis and projects using the Critical Analysis Rubric. 

- Group discussions and presentations using the Critical Analysis Rubric. 

- Assurance of Learning (AOL) Exit Exam. 

B. Indirect Methods: 

Surveys (Questionnaires which available electronically on the university 

website) as they collect feedback from students about their satisfaction with 

the courses and their level of comprehension of the scientific content. 

4. Skills: 

Assess the critical thinking and problem-solving skills using both direct and indirect 

measures: 

A. Direct Methods: 

- Mid-term and Final Written Exams (Multiple choice, Problems-solving, and Vignette 

questions). 

- A perception study (Student perceptions of the program’s impact on ability to critically 

analyze Marketing and business issues and solve problems). 
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- Group and individual assignments: Cases, problem solving exercises and projects 

requiring students to discuss and critically analyze and evaluate business situations 

and apply principles, concepts, and procedures to solve real world business and 

Marketing problems using the Critical Analysis Rubric. 

- Computer software assignments: Exercises and Cases solved using IT applications. 

- Internet assignments: Research assignments on the internet. 

- Writing Assignments: Papers covering subjects related to the course material. 

- Assurance of Learning (AOL) Exit Exam. 

B. Indirect Methods: 

Surveys (Questionnaires which available electronically on the university website) as 

they collect feedback from students about their satisfaction with the courses and 

their level of comprehension of the scientific content. 

5. Values, Autonomy, and Responsibility 

A. Direct Methods: 

- Peer Evaluations on teamwork, and collaboration in group projects or assignments. 

- Group Assignment: Case study analysis in a group environment. 

- Group discussions and presentations using the Critical Analysis Rubric. 

- Internship written report. 

B. Indirect Methods: 

Surveys (Questionnaires which available electronically on the university website) as they 

collect feedback from students about their satisfaction with the courses and their level of 

comprehension of the scientific content. 

G. Program Faculty Members 
For the most up-to-date information on Program Faculty Members, please refer to the official 

Taibah University website through the program webpage. 

Please refer to programme page at Taibahu.edu.sa 
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PART TWO 

Admission and Registration 

Introduction 
Part Two of this handbook explains the key policies and procedures related to admission 

and registration at the Bachelor of Business Administration (Marketing) program. It 

outlines the requirements for student admission, the evaluation criteria applied during 

the selection process, and the standards adopted by the university and national 

authorities. This section also introduces the guidance and orientation programs provided 

to newly admitted students to help them understand academic expectations, available 

services, and the essential regulations governing their studies during their time at the 

College of Business Administration. 
 

A. Student Admission Requirements 

- Candidates are evaluated based on their scores in the General Aptitude Test and 

the Achievement Test (or their equivalents), in addition to their high school GPA. 

- The validity period for the Aptitude and Achievement Test scores is determined 

by the National Center for Assessment under the Ministry of Education. 

- Applicants (male and female) are compared based on a weighted percentage 

distributed as follows: 

• The minimum required weighted percentage for admission to administrative, 

literary, humanities, and applied colleges is 70% for male students. 

• The required weighted percentage for female students at the undergraduate level 

is also 70%. 

- Admission decisions are announced through the university’s online admission 

portal based on a competitive selection process. This process considers the 

declared admission criteria, applicant preferences, seat availability, specific 

college admission requirements, and the university’s overall capacity. 
 (Admissions and Registration Guide 1446) 
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B. Guidance and Orientation Programs for New Students 

Upon admission to the College of Business Administration, an orientation session 

is held at the beginning of each semester for newly admitted male and female 

students. This session provides an overview of the college, its activities, programs, 

and the services it offers. It also addresses all matters related to students’ academic 

affairs and familiarizes them with the responsibilities, duties, and regulations they 

are expected to understand and follow. 

The orientation program offers comprehensive preparation for new 

students, covering everything they need to know about the university study 

system, including policies, regulations, and academic services provided by the 

college and the program. This ensures that students are fully aware of all available 

services and resources, such as: 

- A dedicated oơcial website for the department, containing comprehensive 

and updated information about the program, including study plans, course 

curricula, and a list of faculty members with their academic specializations 

and contact details. 

- Information about available workshops and training opportunities aimed at 

enhancing students’ skills outside the classroom. 

- Guidance on how to communicate with academic administration and 

technical support services. 

- Orientation workshops are designed to help new students understand how 

to succeed in the academic program. 

- Encouragement for students to participate in the program’s extracurricular 

activities, both academic and cultural. 

- Distribution of student handbooks, such as the Student Guide, Department 

Guide, and Academic Handbook. 
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PART THREE 

Study and Examination Regulations 

Introduction 
Part Three outlines the study and examination regulations governing students 

throughout their academic journey at the College of Business Administration. It 

explains the rules and procedures related to examinations, attendance, conduct, 

and acceptable excuses, as well as the roles and responsibilities of students and 

faculty during assessment periods. This section is designed to ensure that all 

students are fully aware of the academic policies in place, the standards of 

behavior expected during examinations, and the mechanisms followed when 

dealing with exam-related issues and academic integrity. 
 

A. General Instructions for Students Regarding Examinations 

1. All students must comply with the examination procedures, rules, and the 

provisions of the Undergraduate Study and Examination Regulations. 

2. In the event of an exam schedule conflict, the student must immediately report 

to the Vice Deanship for Academic Affairs (or the Vice Dean for the Female Section) 

or to the Examinations and Control Committee and fill out the approved form 

specifying the details of the conflict, if any. 

3. The submitted form will be reviewed by the Vice Dean for Academic Affairs to 

verify the accuracy of the information. A decision will then be made either to 

approve, reject, or arrange both conflicting exams consecutively, or to reschedule 

one exam, in which case the matter will be referred to the respective course 

instructor. 
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4. In case of absence from an examination with an acceptable excuse, the student 

must submit the excuse promptly to the Vice Deanship for Academic Affairs (or the 

Vice Dean for the Female Section) along with the approved form and supporting 

documentation explaining the reason for the absence. 

5. The student must submit the request for accepting an excuse for missing a final 

exam within a period not exceeding two weeks from the date of the missed 

examination. 

B. Instructions for Conduct During Examinations 

1. Students must arrive at the examination hall well before the scheduled start 

time. 

2. Students must present their university ID card or national identification card to 

be allowed entry into the examination. 

3. Students must adhere to the official dress code and demonstrate appropriate 

academic conduct when dealing with others. 

4. Students must bring their own pens (ink and pencil) and any other permitted 

tools required for the examination. These items must be completely free of any 

written notes, symbols, formulas, or markings. 

5. Students are not permitted to enter the examination room 20 minutes after the 

start of the exam. 

6. Students are not permitted to leave the examination room before half of the total 

allotted time has passed. 

7. All students must switch off their mobile phones and place their belongings 

under their chairs. The use of mobile phones or any electronic devices during the 

exam or while inside the examination hall is strictly prohibited and considered an 

attempt to cheat. Bringing books, notes, or papers into the examination room is also 

prohibited, as is sharing personal tools or materials with others. 

8. The use of a scientific calculator is prohibited unless approved by the course 

instructor in coordination with the exam invigilator. 



 

                                                                                                                                   Marketing Department   

  33 

9. Cheating, attempting to cheat, or violating examination rules are serious 

offenses and will be penalized in accordance with the Student Conduct and 

Disciplinary Rules at Taibah University. 

10. Students who have completed their exam must maintain silence while leaving 

the examination hall and in adjacent corridors. 

 C. Instructions for Examination Supervision   
 (In accordance with the Study and Examination Regulations, the Examination Manual, and the Student Conduct and 
Disciplinary Rules at Taibah University) 

1. The Head of Department shall notify faculty members of the examination and 

invigilation schedules and ensure that students receive their coursework results 

well in advance of the final examination. The Head of Department must also 

monitor faculty adherence to the examination timetable. 

2. The course instructor shall provide the answer sheets of question papers (at least 

two versions), and the attendance sheet for their class section(s), and must arrive 

at the control room 30 minutes before the start of the examination. The course 

coordinator shall ensure that all instructors have attended and submitted their 

examination materials as required. 

3. Student identity must be verified using the university ID card. 

4. All students must be instructed to switch off their mobile phones and place all 

personal belongings under their seats. The use of mobile phones or any electronic 

device during the examination or while present in the examination room is strictly 

prohibited and considered an attempt to cheat. No books, notes, or papers are 

allowed inside the examination hall, and students are not permitted to share 

personal items. 

5. Students must be reminded that cheating, attempting to cheat, or violating 

examination instructions are offenses subject to disciplinary action in accordance 

with the University Student Disciplinary Regulations. 
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6. The invigilator is responsible, in addition to supervision duties, for maintaining 

silence and minimizing disturbance during the examination. Invigilators should 

announce the remaining time calmly to the students. 

7. Students are not permitted to enter the examination room 20 minutes after the 

start of the exam. 

8. Students are not permitted to leave the examination room before half of the 

allotted examination time has passed. 
 
Please also refer to Taibah University’s Study and Examination Regulations   

PART FOUR 

Student Advisory 
 

Introduction  

This part aims to equip you with comprehensive knowledge about the study system 

within the program, including admission and registration processes, degree 

requirements, academic regulations, and key policies. It also introduces the support 

services and resources available to you as a student in the Marketing Program. 

In addition, the part provides a detailed explanation of the academic advising process 

within the program and highlights the vital role of the academic advisor in guiding and 

supporting you. It also outlines how to effectively use the electronic platforms and 

learning systems accessible to you throughout your studies. 

The part further includes a section that defines essential program-related terms, 

explains the objectives of academic advising, clarifies the responsibilities of the 

academic advisor, and outlines your role and responsibilities as a student in the 

Marketing Program helping you progress confidently toward academic and 

professional excellence. 
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A. Academic Advising and Student Support Services  

First: The Importance and Objectives of Academic Advising 

1) Introducing students to university life, regulations, academic policies, and 

the services and resources available to them at the University. 

2) Helping students resolve academic issues and challenges that may directly 

affect their academic performance. 

3) Supporting students in improving their academic performance and 

enhancing their abilities, while guiding them to benefit from the available 

university services and facilities. 

4) Encouraging students to develop confidence and self-reliance, and to make 

informed academic decisions based on the options provided by the 

University that best support their academic progress. 

5) Motivating students to actively engage in the learning process and 

encouraging them to participate in extracurricular activities and 

community service programs. 

6) Assisting students in exploring academic majors and helping them develop 

the intellectual and practical skills necessary to achieve effective future 

planning. 

7) Supporting students’ integration into the cultural and social life of the 

University in a manner that strengthens their sense of belonging and 

contributes to positive engagement with the University and society. 

8) Contributing to the discovery and nurturing of students’ talents and 

supporting their academic development by directing them toward scientific 

research programs, academic excellence initiatives, and professional 
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development programs offered by various academic departments and 

specialized units. 

Second: Communication Channels with the Academic Advisor in the 

Marketing Program 

Academic advising in the Marketing Program is not a one-time interaction; rather, 

it is an ongoing series of meetings and engagements that take place regularly 

between the academic advisor and the students within the program. Academic 

advising accompanies the student throughout their entire academic journey—

from the start of their studies until graduation—through consistent and structured 

follow-up aimed at providing support and enabling informed academic decision-

making. 

Academic advising in the Marketing Program focuses on effective planning of the 

student’s academic pathway, offering guidance, strengthening communication 

channels, and helping students identify and pursue their academic and 

professional goals 
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Third: Categories of Students Who Benefit from Academic Advising 

Specialized Students: 

 The Marketing Program conducts regular meetings for enrolled students 

with their academic advisors at the beginning of the course registration 

period for the upcoming semester, in accordance with the dates specified in 

the academic calendar. Students can view these dates directly through the 

Deanship of Admission and Registration calendar. 

 The academic advisor in the Marketing Program reviews each student’s case 

according to the designated schedule by examining the forms and reports 

included in the student’s electronic advising file. The advisor’s role is to 

guide the student toward academic choices that align with their interests, 

abilities, and readiness, ensuring optimal academic progress. 

The following diagram illustrates student rights with academic advisor in the 

Bachelor of Science in Business Administration – Marketing Program.  
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Fourth: Student Responsibilities 

The student must: 

 Obtain a complete copy of the Academic Advising Handbook and read it 

thoroughly to understand all rights and responsibilities. 

 Obtain the full copy of the Study and Examination Regulations from the 

University’s Admission and Registration Deanship website and read it 

carefully. 

 Take full responsibility for their academic performance; academic advising 

is a support tool that must be utilized effectively. 

 Know the assigned academic advisor and the advisor’s office hours; if no 

advisor is assigned, the student must contact the department chair to 

arrange one. 

 Regularly check the college and department websites to stay informed about 

all required instructions, announcements, and available services. 

 Be familiar with the academic calendar, including important dates for 

registration, add/drop, withdrawal, and apology, and consult the academic 

advisor when facing any academic issues. 

 Meet with the academic advisor to discuss academic and career goals and 

seek clarification on matters that require further understanding. 

 Follow the advisor’s recommendations and adhere to agreed-upon 

appointments. 

 Inform the advisor of any changes that may affect academic progress or 

program performance. 

 Cooperate with the academic advisor and provide accurate and complete 

information necessary for effective advising and proper decision-making. 
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Fifth: Advising Steps and Advisor Support in the Registration Process 

(Add/Drop) 

Assigning an Academic Advisor to Each Student 

 The student reports to the college, where the Academic Advising Unit 

welcomes new students on the first day of classes and explains the 

university system. 

 New students are assigned to academic advisors from the college’s faculty 

members according to the directives of the Vice Dean. 

 Specialized students are assigned to their academic advisors. 

Despite the availability of electronic services, the academic advisor prepares a 

dedicated file for each student under their supervision, which includes: 

 Student information form. 

 The academic study plan for the student’s major in the college. 

 A list of the required courses for the student’s academic specialization. 

 Registration forms. 

 A copy of the student’s academic record and other administrative documents 

(such as semester deferral forms). 

 Early registration of courses before the beginning of the next semester 

through the university system. 

 Preparing the student’s class schedule through the electronic registration 

platform. 

 Monitoring the student’s academic progress. 
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Advising and Advisor Assistance During the Registration Process 

 Early registration for the upcoming semester begins so the student can start 

studying the next semester from the first week; early registration typically 

starts in the middle of the preceding semester. 

 After completing early registration, the advisor begins working with the 

student academically. 

 The academic advisor reviews the student’s transcript and enrolled courses, 

compares them with the study plan, and guides the student toward the 

courses that align with their academic standing and specialization. 

 If the student is not yet specialized, the academic advisor helps the student 

begin the specialization procedures according to the schedule set by the 

Deanship of Admission and Registration. 

 The advisor can then register, add, or drop courses directly through the 

student’s university account. 

 The advisor ensures that the student knows the locations and times of their 

classes and verifies that there are no schedule conflicts. 

 All registration procedures must be completed at least one week before the 

start of classes, and the student is not allowed to make changes afterward. 

Sixth: Instructions Regarding Course Registration During Online 

Registration and Registration with the Academic Advisor 

 The student’s course selections are considered final and may only be 

modified with the academic advisor’s approval. 

 Registration overloads are authorized solely by the Vice Dean of the College 

or the academic supervisor. 

 Changing the major is strictly within the authority of the college. 
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Electronic Academic Advising System: 

The electronic system reflects the university’s continuous efforts to develop 

admission and registration procedures. The Deanship has accomplished significant 

progress, and further improvements are ongoing to enhance operational 

mechanisms, ensuring that academic advising meets the diverse expectations and 

needs of students in the best possible manner, God willing. 

Seventh: Advisory Programs to Support Students with Special Needs 

This guidance program addresses the issues and needs of university students with 

disabilities. It aims to assist them in adapting to the university environment, 

developing their communication skills, and interacting effectively with other 

students. The goal is to ensure a supportive and fulfilling academic life for every 

student, aligned with the values of compassion and care promoted by national 

initiatives supporting higher education institutions. 

Tracks of the Special Needs Advising Program 

 The program is delivered at the beginning of each academic semester to 

introduce students with disabilities to the services and facilities available to 

them, inform them of their rights, and explain how to access these rights 

equally to their peers. 

 The program provides guidance and supervision to ensure students with 

disabilities receive all necessary support and meet their academic 

requirements. 

 Each semester, training sessions are held for faculty members and 

university staff to enhance their ability to interact effectively with students 

with disabilities. 
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 The program introduces the assistive tools and devices available on campus, 

explaining how to support students with mobility, visual, auditory, or other 

disabilities, to ensure their full integration into the university environment 

Eighth: Instructions for Course Registration During Electronic 

Registration and Registration with the Academic Advisor 

 The student’s course selections are considered final and may only be 

modified with the approval of the academic advisor. 

 Registration overload (exceeding credit limits) is permitted only through the 

Vice Dean of the College or the academic supervisor. 

 Changing the academic major is exclusively within the authority of the 

college. 

Electronic Academic Advising System 

The Deanship of Admission and Registration continuously works to enhance and 

develop the application and registration processes. Significant progress has been 

made, and ongoing efforts aim to refine and advance the advising system to better 

support students, meet their aspirations, and ensure a smoother academic journey, 

with God’s grace. 

Advisory Programs to Support Students with Special Needs 

This guidance program addresses the issues and needs of university students with 

disabilities. Its purpose is to help them adapt to the university environment, 

develop communication and interaction skills, and engage effectively with peers 

and university staff. The program also aims to ensure a safe and supportive 

academic life, grounded in the human values of care and inclusion promoted within 

higher education institutions. 
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Tracks of the Special Needs Advising Program 

 The program is offered at the beginning of each academic semester to 

introduce students with disabilities to the facilities and services available to 

them, raise awareness of their rights, and guide them through procedures 

tailored to their needs, in alignment with their peers. 

 The program provides continuous guidance and follow-up to support 

students in completing all required academic and administrative tasks. 

 Training sessions are conducted each semester to enhance the ability of 

faculty and staff to work effectively with students with special needs. 

 The program explains the assistive tools and devices available in colleges, 

particularly those related to mobility, visual, and auditory impairments, and 

guides students on how to use them within the university environment. 



 

                                                                                                                                   Marketing Department   

  45 

B. Academic Regulations, Enrollment Status, and Graduation 

Policies 

First: High School vs. University: There Is a Diƞerence 

 University study is fundamentally different from high school; as a university 

student, you are fully responsible for managing your academic life and 

progress. 

 In university, students rely heavily on themselves to organize their 

academic tasks, schedules, and requirements. 

 University life differs in the nature of academic courses, evaluation 

methods, and the student’s responsibility to monitor their performance each 

semester. 

 The university academic system determines a student’s level based on 

cumulative performance over all academic years, unlike high school, where 

evaluation may depend heavily on the final year alone. 

 Student evaluations are cumulative and based on GPA earned throughout all 

academic years, forming the basis for the final academic standing. 

Why Understanding University Regulations Matters: 

It is essential for students to become familiar with key university regulations, 

policies, and procedures that govern their academic journey to ensure success 

during this crucial stage. 

Second: Study System 

 The academic year is divided into two semesters, each lasting no less than 

fifteen (15) weeks, excluding registration, add/drop, and final examination 

periods. 

 An optional summer term is offered, lasting no less than eight weeks. 
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Academic Load: 

 The minimum academic load for a regular semester in the two-semester 

system is 12 credit hours, and the maximum is 19 credit hours. 

 The minimum annual academic load under the full academic year system is 

24 credit hours, and the maximum is 39 credit hours. 

 The maximum academic load for the summer term is 9 credit hours. 

Course Completion: 

 If a student does not complete the requirements of any course, they may be 

permitted to complete the remaining requirements upon recommendation 

of the course instructor and will receive an Incomplete grade (IC), which is 

not included in the semester or cumulative GPA. 

 The student must complete all course requirements in the following 

semester; otherwise, the grade will be converted to a failing grade. 

 A student expected to graduate may request to register up to 21 credit hours 

during the final semester, subject to approval. 

 Approval by the Deanship of Admission and Registration is required, and 

registration must align with the college’s study plan and course 

requirements. 

The Difference Between Academic Status Categories 

 



 

                                                                                                                                   Marketing Department   

  47 

University Dismissal 

A student shall be dismissed from the university in the following cases: 

 Receiving three consecutive academic warnings due to a low cumulative 

GPA below the required graduation threshold. The University Council may 

grant the student an additional chance to improve their cumulative GPA. 

 Failure to complete graduation requirements within a period not exceeding 

half of the prescribed duration for graduation, in addition to the standard 

program duration. In exceptional cases, the University Council may grant 

students an additional opportunity not exceeding one academic year. 

Final Withdrawal from the University 

A student has the right to withdraw permanently from the university in accordance 

with the following procedures: 

 Returning the university ID card to the relevant administrative unit. 

 Submitting all required clearances, including the return of any university 

property assigned to the student, and completing the official Clearance 

Request through the Taq platform. 

Transfer 

1. Internal Transfer 

Internal Transfer Regulations Between University Colleges: 

 The student must meet all transfer requirements approved by the council of 

the college to which they seek transfer. 

 The student must have completed at least two regular academic semesters 

and earned no fewer than 24 credit hours in the college from which they are 

transferring. 

 The student must not have completed more than 50% of the study plan 

requirements of the intended college. 
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 Transfer is permitted only to an equal or higher academic degree, and 

transfer to a lower degree is not allowed. 

 A student may request an internal transfer only once during their study at 

the university. 

 A student previously transferred from outside the university may not 

request another transfer to a different college. 

 Changing the academic major within the same college does not count as a 

transfer attempt. 

 All transfer procedures must be completed before the start of the academic 

year or according to the deadlines published in the academic calendar. 

 Transfer requests must be submitted electronically through the Deanship of 

Admission and Registration website during the announced period. 

2. External Transfer 

Regulations for Transfer from Outside the University: 

 The student must have completed coursework at a recognized local or 

international university or institution, accredited in the country of study. 

 The student must not have been dismissed from their previous institution 

for disciplinary reasons. 

 The student must meet all transfer requirements approved by the council of 

the college to which the transfer is requested. 

 Transfer procedures must be fully completed before the beginning of the 

academic year. 

 The student must have completed at least two academic semesters or one 

full academic year, and earned no fewer than 24 credit hours at the previous 

institution. 
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 The student must complete at least 50% of the graduation requirements at 

the intended college. 

 The transfer must be to an equal or higher academic degree, and transfer to 

a lower degree is not permitted. 

 Transfer requests must be submitted electronically through the Deanship of 

Admission and Registration website during the period announced in the 

academic calendar. 

Third: Regulations for Transferring Between Departments Within 

the College, or Between Specializations Within the Same Department 

 The student must meet all transfer requirements approved by the 

department to which they are applying and endorsed by the College Council. 

 The student must have completed at least two academic semesters and 

earned a minimum of 16 credit hours in their current department. 

 A student is permitted to transfer between departments within the college, 

or between specializations within the same department, only once during 

their study at the university. 

 A student who has previously transferred from outside the university may 

not request another transfer to a different department within the college or 

to another specialization within the department. 

 Transfer requests must be submitted electronically through the Deanship of 

Admission and Registration during the officially announced period in the 

academic calendar. 

Fourth: Registration for Academically Underperforming Students 

Academically underperforming students are registered in courses in a way that 

ensures the following: 
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 No timetable conflicts. 

 Completion of all prerequisite requirements. 

 Students may not register for higher-level courses unless they have 

completed the minimum required academic load. 

Fifth: Grades and Evaluation Levels 

 

 

Sixth: Academic Record (Transcript) 

It is a statement that outlines the student’s academic progress. It includes all 

courses the student has taken each semester, along with their course codes, 

numbers, credit hours, and the grades earned, as well as the symbols used to 

represent those grades. 

The transcript also shows the semester GPA and cumulative GPA, in addition to the 

overall evaluation. It further indicates the courses from which the student has 

withdrawn or been denied entry. 
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Grades and Grade Points Table 

Percentage 

Grade 
Grade (English) 

Symbol 

(English) 

Grade Point (Out 

of 5) 

Grade Point (Out 

of 4) 

95 – 100 Exceptional A+ 5.00 4.00 

90 – <95 Excellent A 4.75 3.75 

85 – <90 Superior B+ 4.50 3.50 

80 – <85 Very Good B 4.00 3.00 

75 – <80 Above Average C+ 3.50 2.50 

70 – <75 Good C 3.00 2.00 

65 – <70 High Pass D+ 2.50 1.50 

60 – <65 Pass D 2.00 1.00 

<60 Fail F 1.00 0.00 

— In-Progress IP — — 

— In-Complete IC — — 

— Denied DN — — 

— 
No Grade – 

Pass 
NP — — 

— No Grade – Fail NF — — 

— Withdrawn W — — 

— Exemption E — — 

Seventh: Method for Calculating the Semester GPA and the 

Cumulative GPA 

The cumulative GPA is a numerical indicator ranging from 0 to 5. It represents the 

student’s overall academic performance in all completed courses across all 
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semesters. It is calculated by dividing the total number of grade points earned by 

the student by the total number of credit hours for all completed courses. 

Steps for Calculating the Semester GPA 

 Convert the final letter grades into their numerical grade points according to 

the approved table. 

Example: 95% = 4.75 grade points. 

 Multiply the number of credit hours for each course by its corresponding 

grade points to obtain the quality points for that course. 

Example: 3 credit hours × 4.75 = 14.25 quality points. 

 Repeat the same process for all courses taken during the semester. 

 Add the total quality points for all courses. 

 Divide the total quality points by the total number of credit hours for that 

semester to determine the semester GPA. 

 The cumulative GPA is calculated using the same method, but with all 

completed semesters included—total quality points divided by the total 

number of credit hours for all semesters. 

Eighth: Visiting Student 

A student may, with the approval of the college in which they are enrolled, study 

one or more courses at another university within the Kingdom or abroad, or at one 

of the university’s branches, without formally transferring. This is permitted 

provided that the study is conducted in coordination with the student’s home 

college and that the courses studied are among the courses offered at Taibah 

University. 

The student must obtain prior academic approval before enrolling in any courses 

as a visiting student. The approval is based on the academic interest of the student 
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and the conditions set by the college. After the completion of the courses, the grades 

will be included in the student’s academic record but will not be counted in the 

cumulative GPA. The courses will appear in the transcript under the category 

“Visiting Student Courses” and will be considered as completed requirements in the 

degree plan. The college determines the number of courses allowed under this 

category within one academic semester. 

Conditions for Accepting a Visiting Student 

 The institution in which the student wishes to study must be an accredited 

university. 

 The course(s) must be equivalent in content and credit hours to those 

offered at Taibah University and must satisfy graduation requirements. 

 The student must obtain prior written approval from their 

department/college before enrolling in the course(s). 

 The number of credit hours studied at another university must not exceed 

the maximum approved by the college, and these hours will not be included 

in the cumulative GPA. 

 The student must achieve a grade of “Pass” (or higher, if required) in the 

external course for it to be recorded as completed in their academic record. 

 The course must not be a substitute for a course the student has previously 

failed at Taibah University (except under very limited conditions). 

 A visiting student may study a maximum of 20% of the university’s 

graduation credit requirement, provided that it does not exceed 24 credit 

hours for bachelor’s degree programs. 

 The student may enroll as a visiting student only once during their academic 

study inside or outside the university. 
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 The visiting period is not considered a break in enrollment and does not 

affect the student’s academic status or university ID number 

Ninth: Enrollment Status and Re-Enrollment 

A student’s enrollment at the university is terminated if they interrupt their 

studies for a period specified by the university and then do not submit a request for 

postponement or withdrawal. 

If the student completely interrupts their studies, their enrollment will be 

terminated, and they will not be permitted to resume their studies at the university 

unless they apply as a visiting student at another university. 

A student whose enrollment has been cancelled may apply for re-enrollment, 

provided that the request is submitted before the start of the academic semester for 

which reinstatement is sought. 

Conditions for Re-Enrollment 

 The student must submit the re-enrollment request within a period not 

exceeding two academic years from the date of termination. 

 The student must not be enrolled in any other academic program inside or 

outside the university. 

 The student must meet all admission requirements applicable to continuing 

in their program of study. 

 The university retains the right to reject a re-enrollment request if it 

determines that the student’s previous dismissal was due to academic or 

behavioral reasons. 

 The university may require the student to repeat certain courses if deemed 

necessary, and completion of those courses will follow regular academic 

procedures. 
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 If the student’s study plan has changed since their disenrollment, the 

student must adhere to the latest approved study plan at the time of re-

enrollment. 

 Re-enrollment may be granted only once throughout the student’s entire 

academic career at the university. 

 Re-enrollment is not permitted for a student whose enrollment was 

terminated due to exceeding the maximum number of allowed academic 

warnings. 

 Re-enrollment is not permitted for a student whose enrollment was 

cancelled due to exceeding the maximum allowed period for withdrawal or 

postponement, unless the student provides a justified and approved excuse 

within three years from the date of dismissal. If the excuse is accepted, the 

student is reinstated under the new study plan. 

Highlighted Policy Clause 

A student whose enrollment was cancelled due to exceeding the maximum 

allowable period for withdrawal, postponement, or study interruption may not be 

reinstated except after providing a valid excuse within three years from the date of 

dismissal. If no excuse is provided or if the period exceeds three years, 

reinstatement is permitted only by submitting a new application to the university 

as a first-time applicant. If the student previously completed one or more 

semesters, they may request transfer of credit according to the applicable rules. 

Conditions for Re-Enrollment of a Dismissed or Withdrawn Student 

A dismissed or withdrawn student may apply to the university for re-enrollment, 

provided the application is submitted within the time frame and regulations 

approved by the University Council. 
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 A student whose enrollment was cancelled due to exceeding the permitted 

postponement or withdrawal limits may apply for re-enrollment if they 

submit a valid excuse and if the University Council approves the 

reinstatement. 

 A student whose enrollment was cancelled due to academic dismissal may 

apply for a new admission (with a new university ID number) only after at 

least two academic years have passed from the date of dismissal. 

 A student who formally withdrew from the university may apply for re-

enrollment if they submit a justified excuse. 

 Re-enrollment will be processed in accordance with university regulations 

and will consider the student’s academic record and the reason for the 

original dismissal. 

Tenth: Medical Excuses 

 Medical excuses submitted by students are accepted only when 

accompanied by an official medical report issued through the approved 

digital platform (Sehati) or by the university hospital or a recognized medical 

center. 

 Medical excuses issued from outside the university are accepted only if they 

are submitted within the specified timeframe and verified by the University 

Medical Administration. 

 The medical excuse must clearly specify the medical condition, its duration, 

and the period during which the student is unable to attend. 

 Excuses submitted after the specified period will not be accepted unless 

there are compelling reasons that prevented timely submission. 
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 Approved medical excuses may entitle the student to makeup exams, course 

withdrawal, or rescheduling of academic requirements, in accordance with 

the relevant university policies. 

 If the medical excuse affects a final exam, the student must follow the official 

procedures for requesting a makeup exam through the Academic Affairs 

Administration and within the approved deadlines. 

Eleventh: Grade Adjustment for a Student 

A student may request a review of their final grade for a course within a period not 

exceeding fifteen days from the date the grade is officially released. The executive 

regulations outline the procedures for reviewing a student’s final grade for a course 

as follows: 

 The Department Chair must submit a request to the college’s Vice Dean for 

Academic Affairs indicating that there is a need to review the student’s grade. 

If necessary, the Vice Dean may authorize the revision of the grade using the 

approved form for grade modification and the supporting documents 

submitted by the course instructor. 

 If the course instructor agrees to the request, the Department Chair shall 

assign another qualified faculty member in the same specialization to re-

evaluate the student's work. If the instructor does not agree to the request, 

the Department Chair must provide justification in the designated section of 

the grade modification form. 

 In all cases where the grade review is conducted, the student’s answer sheets 

shall be reviewed confidentially, and the department’s specialized academic 

committee, chaired by the Department Chair, must approve the modified 

grade (if applicable). 
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 In the event that the grade is reduced after the review, the student does not 

have the right to request an appeal or a re-review of the grade. 

 If the grade is adjusted upward, the college retains the right to keep copies of 

the student’s evaluated coursework and all supporting documents related to 

the grade review. 

 A grade may be modified upward only when the review proves the existence 

of an error in grading, calculation, transcription, or record entry, and the 

student must adhere to all rules stated in the Student Code of Conduct. 

Twelfth: Pre-Graduation and Graduation Procedures 

A student is eligible for graduation after successfully completing all graduation 

requirements as specified in the academic regulations and the approved study plan, 

provided that the student’s cumulative GPA is not below the minimum required by 

the University Council for each major, and in all cases must not fall below “Pass.” 

 A student graduates after completing all required courses according to the 

approved study plan, provided their cumulative GPA is not below the 

minimum required by the University Council and the college’s 

recommendation. 

 The University Council may approve graduation for a student whose 

cumulative GPA is below the required minimum if the student has only one 

remaining course. In this case, the student may be granted an exceptional 

attempt to improve their grade, following the recommendation of the College 

Council. 

 The student must complete all administrative procedures related to 

graduation through the Deanship of Admission and Registration, and all 

relevant graduation forms must be submitted and approved. 
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 A “To Whom It May Concern” letter is issued only after confirming that the 

student has no outstanding academic or financial obligations. This letter is 

issued by the college after verifying clearance through the student's 

university record. 

 The Deanship of Admission and Registration verifies the student’s academic 

record to ensure completion of all graduation requirements before issuing 

the final graduation decision. 

 A student whose cumulative GPA is below the minimum required for 

graduation may be allowed to repeat one or more courses, based on the 

recommendation of the student’s department, to enable the student to raise 

their cumulative GPA to the minimum required for graduation (i.e., “Pass”). 

Thirteenth: Honors Classification 

A student is awarded First-Class Honors if their cumulative GPA at graduation is 

4.75 or higher out of 5.00. 

A student is awarded Second-Class Honors if their cumulative GPA at graduation is 

between 4.25 and 4.74 out of 5.00. 

Conditions for Receiving First-Class or Second-Class Honors 

To be eligible for an honors classification, the student must meet the following 

conditions: 

 The student must not have received a grade of Fail in any course studied at 

the university or transferred from another institution. This includes 

transfer courses, visiting student courses, and courses taken through 

academic exchange inside or outside the university. 
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 The student must have completed all graduation requirements within the 

minimum period specified in the study plan, and must not have exceeded the 

maximum allowable period for graduation by more than one semester. 

 The student must have completed at least 60% of the graduation credit 

requirements at Taibah University. 

 The student must not have received any disciplinary penalties during their 

period of study at the university. 

Honors Classification Table 

Classification Grade Range (A) Grade Range (B) 

First-Class Honors 
From (4.75) to less than 

(5.00) at graduation 

From (4.75) to less than 

(5.00) at graduation 

Second-Class Honors 
From (4.25) to less than 

(4.75) at graduation 

From (4.25) to less than 

(4.75) at graduation 

(Note: The table column headers “(A)” and “(B)” in the Arabic version represent parallel grade 

categories; in English, both refer to the applicable GPA ranges for honors.) 

Fourteenth: Common Mistakes 

 Students must ensure regular attendance of lectures and practical sessions. 

A student may be prohibited from continuing in a course or from taking the 

final exam if their absence exceeds 25% of the scheduled classes for that 

course. 

 The Deanship of Admission and Registration automatically registers 

students who have not registered their courses during the designated 

registration period. If a student fails to attend the registered courses for the 

entire semester and does not submit an official excuse or a withdrawal 
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request, they will receive a grade of Denial (DN) for all courses and will be 

considered withdrawn from the semester. 

 Students must avoid enrolling in courses from different academic levels that 

go beyond the allowed upper-level limits, as this may lead to academic 

overload and impact their academic performance. 

 Some students fail to monitor their academic progress and unknowingly 

accumulate multiple academic warnings, which ultimately results in 

academic dismissal. 

 Students may be denied reinstatement if they request a change of major after 

exhausting their allowable attempts or after receiving a modification refusal 

from the Deanship of Admission and Registration. 

Fifteenth: Student Violations 

If a student commits an act that contradicts the values of integrity, diligence, and 

responsible conduct, or engages in behavior that violates university regulations, 

the university will take disciplinary action in accordance with the Student Conduct 

Code. Penalties vary depending on the nature and severity of the violation. 

The following are examples of student violations: 

 Violating the examination system, cheating, attempting to cheat, or assisting 

others in cheating. 

 Violating the class attendance system or unjustified absence from lectures 

or practical sessions. 

 Disruptive behavior in lectures or attempting to disrupt the class 

environment. 

 Committing acts that violate public morals, good conduct, or proper 

behavior. 
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 Assaulting or insulting university employees, faculty members, or fellow 

students. 

 Providing false information or submitting forged or fraudulent documents 

to the university. 

 Destroying, damaging, or stealing university property or property belonging 

to others. 

 Unauthorized distribution of publications or posters inside the university or 

participating in activities not approved by the university. 

 Any other violation that falls under the Student Conduct Code and exposes 

the student to the corresponding disciplinary penalties. 

Possible Disciplinary Actions 

 Verbal or written warning 

 Deduction of marks from the course 

 Receiving a Denial (DN) for the course 

 Temporary suspension from specific university services 

 Term suspension (one semester) 

 Academic dismissal (in severe or repeated violations) 

Note: Penalties are imposed based on the university’s regulations and the severity 

of the violation. 
Please also refer to Taibah University’s Student Advisory Handbook.  
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PART FIVE 

Grievances and Complaints 

 

Introduction 

Students enrolled in the Marketing Program are granted the right to submit 

grievances and appeals in accordance with the regulations and executive rules 

approved by the University. These procedures aim to ensure a fair and equitable 

academic environment, and to provide formal channels through which students 

may request a review of academic and non-academic decisions, thereby 

safeguarding student rights and promoting institutional justice. 

This section of the handbook outlines the official procedures established by the 

University to ensure fairness, transparency, and the protection of student rights. It 

explains the types of grievances students may submit, the conditions required for 

their acceptance, and the approved forms and documentation that must 

accompany each request. The section also clarifies the procedural steps for 

submitting a grievance through the department, the college, and finally the Student 

Rights Administration, in accordance with the University’s regulations and the 

Student Rights Guide. 

Additionally, this part presents the formal mechanism for submitting appeals 

against decisions issued by permanent committees, including the required 

timelines, notification methods, and the responsibilities of the student throughout 

the process. By defining clear, structured pathways for resolving complaints and 

appeals, this section reinforces the University’s commitment to ensuring that 
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students have access to just, timely, and organized procedures for addressing 

concerns related to their academic experience. 

 

A. Grievance Procedures 

1. Types of Grievances 

Students may submit a grievance regarding: 

 Grades or results of midterm or final examinations. 

 Academic decisions issued by the department or the college. 

 Administrative decisions or any conduct perceived as non-compliant with 

university regulations. 

Steps for SubmiƤing a Grievance within the Department and College 

Step 1: SubmiƤing a WriƤen Grievance 

The student must submit a formal written grievance addressed to: 

1. The Department Chair, or 

2. The Dean of the College 

The grievance should clearly include: 

 The subject of the grievance and all relevant details 

 The date of the incident 

 The specific requests being sought 
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The grievance letter must be officially recorded through administrative 

communications to ensure documentation and follow-up. 

Step 2: Using the Oơcial Forms 

The student is required to use one of the approved forms provided in the appendix 

of the Student Advisory Guide, Third Edition – 1447 AH / 2025 AD, issued by the 

University: 

1. Form 1: Request for Review of an Examination Grade (p. 21) 

2. Form 2: Grievance Submitted to the Department or College (p. 22) 

2. Conditions Required for Accepting a Grievance 

To have the grievance accepted, the student must meet the following conditions: 

 A grievance must first be submitted to the entity being complained about 

before escalating the matter to the Student Rights Administration. 

 The grievance must be clearly written, stating all facts and specific requests. 

 Official grievance forms must be used. 

 Supporting documents must be attached, where applicable. 

 The student must attend meetings when requested; failure to attend without 

a valid excuse is considered a withdrawal from the grievance. 

 The issue must not have been previously decided unless new evidence or 

justification is provided. 

3. Cases in Which a Grievance May Be Formally Rejected 

A grievance may be rejected if: 

 It is submitted after the regulatory deadline. 

 The grievance lacks clarity or does not specify the concerned entity. 

 The requests are illogical or cannot be implemented. 

 No supporting documents are provided when required. 
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4. SubmiƤing a Grievance to the Student Rights Administration – The Standing 

CommiƤee for the Protection of Student Rights 

Method 1: In-Person Submission 

Students may visit the Student Rights Administration (for both male and female 

campuses) and complete. 

Method 2: Electronic Submission 

A grievance may be submitted electronically through one of the following 

channels: 

- University Email: 

Male students: msrs@taibahu.edu.sa 

Female students: msrg@taibahu.edu.sa 

- Academic Portal: 

Through Academic Advising → Student Rights Protection → Grievance Form 

(Standing Committee) 

B. Appeal Procedures 

Definition of an Appeal 

An appeal is a formal objection submitted by a student to challenge a decision 

issued by one of the permanent committees of the University. The appeal must be 

submitted within 15 days from the date on which the student becomes aware of the 

decision. 

1. Steps for SubmiƤing an Appeal 

Step 1: Verifying the Date of Notification 

The official date of notification shall be determined based on: 

 The email sent to the student’s university email account, or 

 A formal letter received from the college 
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If neither is available, the student may request written notification. 

Step 2: SubmiƤing the Appeal 

The appeal must be addressed to His/her Excellency, the University President. 

The appeal must include: 

 The number and date of the decision being appealed 

 The date on which the student was notified of the decision 

 The reasons and justifications supporting the appeal 

 Any supporting documents 

Step 3: Adhering to the Oơcial Deadline 

The appeal must be submitted within 15 days from the date of notification. Failure 

to do so renders the decision final and non-contestable. 

2. Notification of Decisions 

Departments and permanent committees are required to notify students of any 

decision issued against them through: 

 The official university email, or 

 A registered letter delivered by the college 

A copy of the decision must be attached to the notification. 
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PART SIX 

Faculty Member Duties and Rights in the Marketing 

Program 
 

Introduction 
This section of the handbook outlines the professional and regulatory framework 

governing the roles and responsibilities of faculty members in the Marketing 

Program at the College of Business Administration. It clarifies the academic, 

ethical, and professional obligations that faculty members are expected to uphold, 

including maintaining academic integrity, staying current with disciplinary 

developments, delivering high-quality instruction, and contributing actively to 

departmental councils, committees, and academic initiatives that support the 

learning environment. 

The section also explains the teaching load requirements and weekly working 

hours, in addition to the core academic functions of teaching, advising, research, 

and community engagement. Furthermore, it highlights the procedures and 

criteria for academic promotion, which include scholarly output, teaching 

effectiveness, and service contributions, as well as the formal steps involved in 

submitting and evaluating promotion applications. 

In addition, this part presents the professional and employment rights granted to 

faculty members under university regulations, such as salaries and allowances, 

eligibility for secondment and sabbatical leave, and opportunities for participation 

in conferences, workshops, and professional development programs. Together, 

these elements provide a comprehensive reference that underscores the essential 
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role faculty members play in advancing the mission of the Marketing Program and 

ensuring the quality of its academic outcomes. 

A. Duties of Faculty Members 

In accordance with university regulations (Article 38 and subsequent articles), 

faculty members are expected to adhere to the following professional and ethical 

responsibilities: 

1. Uphold academic integrity and professional conduct, and comply with all 

institutional regulations and university codes of ethics. 

2. Stay current with scientific and disciplinary advancements and 

continuously update their academic and research knowledge. 

3. Deliver up-to-date knowledge to students and promote scientific thinking 

and analytical skills. 

4. Actively participate in departmental councils, committees, and academic 

activities within the college and university. 

5. Commit fully to university duties, and refrain from external employment 

without obtaining formal approval from the authorized body. 

B. Teaching Load and Academic Responsibilities 

According to Articles (40–41), the teaching load and academic duties for faculty 

members are defined as follows: 

Maximum Weekly Teaching Load 

 Professor: 10 credit units 

 Associate Professor: 12 credit units 

 Assistant Professor: 14 credit units 

 Lecturer/Teaching Assistant: 16 credit units (with possible reduction 

during postgraduate study) 



 

                                                                                                                                   Marketing Department   

  70 

Weekly Working Hours 

Faculty members are required to work 35–40 hours per week, covering the 

following activities: 

 Classroom teaching 

 Academic advising and student follow-up 

 Office hours for student support 

 Research activities and scholarly production 

 Participation in departmental and college committees and administrative 

tasks 

C. Academic Promotion Procedures 

Academic promotion is a key element of faculty professional development and is 

governed by the executive regulations for academic promotion: 

1. Promotion Requirements 

 Completion of the required years of service for the targeted academic rank. 

 Meeting the minimum scholarly production requirements stated in the regulations 

(published research units in peer-reviewed journals). 

 Demonstrating teaching effectiveness and active contribution to university 

and community service. 

2. Evaluation Criteria (Article 27) 

 60 points for scholarly production. 

 25 points for teaching. 

 15 points for university and community service. 

3. Promotion Procedures 

 Submitting a promotion application to the Department Council, along with 

supporting documents. 
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 Sending the scholarly work to specialized and accredited reviewers for 

evaluation. 

 Reviewing the recommendation at the College Council and then at the 

Scientific Council. 

 Confirmation and approval of the promotion by the authorized university 

body. 

D. Faculty Responsibilities Toward the Department and Program 

These expectations represent the program’s professional standards and should be 

clearly communicated in the faculty guide: 

1. Adherence to the approved curriculum and course plans. 

2. Compliance with academic quality policies, including course assessment and 

continuous improvement. 

3. Contribution to program and college initiatives, including committees, 

accreditation efforts, and quality assurance activities. 

4. Engagement in community service activities aligned with the mission of the 

program and university. 

5. Maintaining a safe, organized, and supportive learning environment within 

classrooms. 

E. Rights of Faculty Members 

According to university regulations, faculty members are entitled to several 

professional and employment rights, including: 

1. Salaries and allowances in accordance with the official academic salary scale. 

2. Compensation for administrative and academic positions (Dean, Vice Dean, 

Department Chair). 
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3. Eligibility for secondment, study leave, and sabbatical leave, in accordance 

with approved university policies. 

4. Participation in conferences, workshops, and training programs that 

support professional and research development. 

Please also refer to Taibah University’s Regulations governing the affairs of staff and 

faculty members.  
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PART SEVEN 

Governance and Quality Assurance 

Introduction 
Part Seven introduces the governance and quality assurance framework that 

guides the management, evaluation, and continuous development of the Marketing 

program at Taibah University. It outlines the key committees responsible for 

overseeing academic quality and program implementation, and explains the 

mechanisms used to review performance, ensure compliance with national 

standards, and support ongoing enhancement. This section also highlights the 

indicators used to measure program effectiveness and institutional excellence, 

demonstrating the University’s commitment to accountability and continuous 

improvement. 

A. Program CommiƤees a Their Roles                                    

Each academic program is overseen by dedicated committees established under 

the governance framework of Taibah University. These committees typically 

include: the Program Committee, the Departmental Quality Assurance Committee, 

and the Advisory Board (where applicable). Their principal roles include: 

Defining and approving the program’s curriculum structure, review cycles, and 

strategic development aligned with the University’s mission. 

Monitoring compliance with academic regulations, accreditation standards, and 

internal quality policies.  
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Facilitating coordination among stakeholders (faculty, students, industry 

partners) and ensuring that recommendations for improvement are documented 

and implemented. 

Evaluating program outcomes, identifying areas of risk, and recommending 

corrective or enhancement actions. 

B. Review and Development Mechanisms                             

 Taibah University adopts systematic mechanisms for continuous review and 

development of academic programs, including: 

Periodic internal review at the departmental and college levels, using feedback 

from students, faculty, alumni, and industry.  

Data-driven decision making: the Quality Assurance Office ensures that review 

cycles are supported by relevant evidence, benchmarked against national and 

international standards. 

Implementation of action plans: identify gaps are addressed via targeted 

development initiatives (e.g., curriculum revision, teaching methods 

enhancement, resource upgrades). 

Follow-up and monitoring: progress on development plans is tracked through the 

University’s quality management system and reported to senior governance 

bodies. 

C. Performance Indicators  

To measure program effectiveness and institutional quality, Taibah University 

uses a Key Performance Indicators (KPI) framework for academic programs, 

covering domains such as student satisfaction, graduation rates, employment 

outcomes, and efficiency.                                                   

Key indicators include but are not limited to: 

- Student retention rate and program completion time. 

- Graduate employment rate within a defined post-graduation period. 

- Stakeholder satisfaction levels (students, employers, alumni). 
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- Ratio of students to teaching staff 

- Rate of published research per faculty member 

- Citations rate in referred journals per faculty member 

Resource utilization (laboratories, digital platforms) and cost-effectiveness. 

Performance results are benchmarked, analysed, and used to set targets for the 

next review cycle, thereby feeding into the continuous improvement loop. 
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The formal review for the approval of this Handbook was conducted during the 

Fifth session of the Department Council of Marketing for the academic year 

1447 AH, under Resolution No. Nine dated 28-05-1447 AH. 
 


