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Spring Semester 2011
BUS445 – Direct Marketing


Faculty Information:

Course Instructor:	Eddie Rhee	
Office:	 		Stanger 307			
Office Phone: 		508-565-1854
Office Hours: WF 2:30 – 3:30 pm or by appointment	
Email: erhee@stonehill.edu	

Course Meeting Times and Places: W 6:30 – 9:00 pm Stanger 207
	

Business Administration Department Mission Statement

The Stonehill College Department of Business Administration offers a high quality undergraduate business education that prepares students to make ethical, thoughtful, and significant contributions to their organizations and communities as professionals.  In the tradition of the Congregation of the Holy Cross, with a foundation in the liberal arts, and using a high degree of faculty-student interaction, we provide an integrated curriculum delivered with an emphasis on the student.  We value the enrichment of the learning environment through intellectual contributions of faculty in the areas of teaching and learning, discipline based research, as well as contributions to practice.	

Course Description

This course covers the planning, design, and execution of direct marketing programs, including methods for utilizing databases and targeting techniques. You will learn how to design direct mail, telephone, catalog, email, and web-based marketing programs for consumer goods, services, and industrial markets. You will learn the principles of database design for marketing and the basic techniques of statistical analysis for targeting.

Course Objectives

· To gain knowledge of direct marketing methods. Describe and apply targeting, offer, positioning, media selection, creative development, and program tracking. 
· To identify opportunities for direct marketing with an appreciation for the strengths and weaknesses of direct marketing.

· To understand and apply data analysis for direct marketing, including basic measurement techniques, modeling and profiling.

· To develop a direct marketing campaign, applying concepts and techniques covered in class.

Required Texts and Resources

1. Primary Text: Contemporary Direct & Interactive Marketing, 2nd Ed., Prentice Hall. ISBN-10: 0136086101, ISBN-13: 978-0136086109.

2. The eLearning web site established for this course is: http://elearn.stonehill.edu

3. Additional readings and assignments as distributed in class.

Course Structure

This course involves lectures, discussions, cases, assignments, current event examples, exams, and group projects. The lectures may cover particularly important aspects of direct marketing and may be on topics not in the textbook. Students are expected to read all assigned readings prior to class meeting and discussion.

Course Assignments

There will be eight written assignments. The objective of the homework is to give the students an opportunity to apply the concepts to the real world marketing decision-making. 

The homework will be collected at the start of the class on the due date. Late homework will not be accepted. If for some reason you will not be in class, make arrangements to submit the homework in time.

Attendance

Regular attendance is an important part of participation grade. Class attendance will be checked every class. 
Students are excused to skip up to two classes for any reason during the semester without any penalty. Absences exceeding 2 sessions will seriously affect a student’s participation grade. In addition, I will lower the student’s course grade by one grade increment (e.g. A to A-) if the student has more than two class absences. A very high absentee rate (above 4 absences, 30% of class sessions) will result in a failing grade for class participation and the course as a whole, regardless of their performance on homework and tests.


Participation

The students can make the class a valuable learning experience by actively participating in class discussions. Class participation may include defining the concepts and applying the concepts to the real marketing decision-making. In-class exercises and case discussions will also be counted toward participation grade.

Group Project

A group of 3 students will work on a direct marketing campaign partnered with Metro South Chamber of Commerce based in Brockton, MA. The project will be composed of four phases: SWOT analysis, test mail design, test mailing, and analysis of response to the mailing. Further detail will be discussed in class.

Examinations

There will be two tests and no final test. The format of the exams will be multiple-choice and short essays. The dates for the exams are in the tentative course schedule in the syllabus. Further details about the tests will be given in class. 

Permission to miss an exam should be requested in advance. If you are unable to contact me directly, please leave a voice mail or email message as to where you can be contacted. 

Grade Determination

Grades will be earned through a series of objective and subjective evaluations of student performance throughout the semester. The following framework is intended to give students a rough guide to the relative importance of different course components:

	
	Test1
	25%
	

	
	Test 2
	25%
	

	
	Homework
	20%
	

	
	Group Project – Written paper and Presentation
	30%
	

	
	Class Participation
	10%
	




Credit will be determined by assigning a numerical value to each category, corresponding to 100%.  Final grades will be calculated by multiplying the relative weights by the achievement earned for each category.  A letter grade will be assigned, using the following table:


	Achievement
	Letter Grade
	Definition

	95-100
	A
	Outstanding

	90-94
	 A-
	

	87-89
	  B+
	

	83-86
	B
	Superior

	80-82
	 B-
	

	77-79
	  C+
	

	73-76
	C
	Satisfactory

	70-72
	 C-
	

	60-69
	D
	Passing but unsatisfactory

	<60
	F
	Failure




Academic Integrity Policy

My expectation is that you will adhere to the Academic Honor Code and Academic Integrity Policy that are provided on pages 105 – 107 in the 2010 – 2011 of the Hill Book. Violations of the academic integrity policy include but are not limited to the following actions:

1. Presenting another’s work as if it were one’s own;
2. Failing to acknowledge or document a source even if the action is unintended (i.e., plagiarism);
3. Giving or receiving, or attempting to give or receive, unauthorized assistance or information in an assignment or examination;
4. Fabricating data;
5. Submitting the same assignment in tow or more courses without prior permission of the respective instructors;
6. Having another person write a paper or sit for an examination;
7. Unauthorized use of electronic devices to complete work; or
8. Furnishing false information, including lying or fabricating excuses, for incomplete work.

When in doubt, always verify with me if something is being done properly or is allowable in this class rather than simply make an assumption based on the fact that it was or is currently allowable in another class. 
 
A violation of Stonehill’s Academic Integrity Policy may, at my discretion, result in but is not limited to failing grade for the assignment in question or failing grade for the course.

Accomodations

Stonehill College is committed to providing all students equal access to learning opportunities under the Americans with Disabilities Act, and/or Section 504 of the Rehabilitation Act of 1973.  The Center for Academic Achievement is the campus office that works with students who have disabilities to provide and/or arrange reasonable accommodations. Students who have registered with the center and have a letter requesting accommodations are encouraged to contact me early in the semester. Students who have, or think they may have, a disability (e.g. psychiatric, attentional, learning, vision, hearing, physical, or systemic), are invited to contact The Center for Academic Achievement for a confidential discussion at Duffy 109 or 508-565-1208.

Tentative Course Schedule


	Date
	Chapter
	Topic
	Assignments Due

	Week 1
	
	
	

	W 1/19

	

1

	Introduction, Groups

Examining the History and Processes of Direct and Interactive Marketing

	

	Week 2
	
	
	

	W 1/26


	2
	Building Databases, Selecting Customers, and Managing Relationships

[Discuss Group Project - Phase 1: SWOT]
	
Homework 1

	Week 3
	
	
	

	W 2/2


	
3
	
Developing Lists and Discovering Markets
	
Homework 2

	Week 4
	
	
	

	W 2/9


	

	Group Project Presentation – Phase 1
(Paper & Presentation)

[Discuss Group Project - Phase 2: Test Mail Design]
	
Homework 3

	Week 5
	
	
	

	W 2/16

	10


4

	Conducting Research and Utilizing Tests to Measure Performance

Planning and Creating a Value Proposition: The Offer

[Test 1 Review]
	





	Week 6
	
	
	

	W 2/23


	


	
Test 1
	


	Week 7
	
	
	

	W 3/2


	
5


	
Planning and Creating Compelling Message Strategies

	
Homework 4


	Week 8
	
	
	

	W 3/9


	
6
	
Designing and Employing Print

	Homework 5

Group Project – Phase 3: Finalize test mail design and order print

	Week 9
	
	
	

	W 3/23

	7

8


	Developing and Utilizing Electronic Media

Crafting and Applying High-Tech Digital Media

	
Homework 6

	Week 10
	
	
	

	W 3/30

	9

	Fulfilling the Offer and Serving the Customer

Group Project Presentation – Phase 2
(Paper & Presentation)
	Homework 7

Group Project – Phase 3: Test Mailing by Thu 3/31



	Week 11
	
	
	

	W 4/6


	
11
	
Understanding the Industry’s Environment, Ethical, and Legal Issues

	
Homework 8

	Week 12
	
	
	

	W 4/13

	13

	Applying Direct and Interactive Marketing Math and Metrics

[Test 2 Review]
	Group Project – Phase 4: Measure Response by Metro South – Deadline Mon 4/11

	Week 13
	
	
	

	W 4/20

	


	
NO CLASS - Easter Weekend

	


	Week 14
	
	
	

	W 4/27


	


	
Test 2
	


	Week 15
	
	
	

	W 5/4

	


	
Group Project Presentation – Phase 4
(paper & presentation)

	
Announce Winning Group
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