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COURSE DESCRIPTION:
Prerequisite: MARK 3336 and DISC 3331
This course is designed to introduce students to concepts, methods, and applications of database marketing.  Advances in information technology have created opportunities for firms to gather more detailed information on their customers and competitors.  The enormous volume of information which companies now collect poses many new challenges.  This course focuses on building marketing models and applying them in the areas of database/direct marketing.  This is an applied course that involves PC-based analysis using Microsoft Access and Excel.  
COURSE OBJECTIVES:
· Develop analytic thinking about marketing problems.

· Enhance working knowledge and analytical skills in assessing marketing phenomena through course assignments, an exam, and a database marketing project.

· Increase understanding of the role that mathematical models and data analysis play in enhancing managers’ marketing decision-making.

REQUIRED COURSE MATERIAL:
Textbook:  Drozdenko, Ronald G. and Perry D. Drake (2002), Optimal Database Marketing: Strategy, Development, and Data Mining, Thousand Oaks, CA: Sage.

Supplementary readings:  Available on WebCT in the MARK 4339 course webpage.

COURSE PROCEDURES:
This course will involve PC-based analysis.  The course incorporates textbook material, published articles, cases, and marketplace examples of database marketing practices.  Students will be required to use Microsoft ACCESS and Microsoft EXCEL to complete course assignments.  Working knowledge of statistics and statistical techniques is expected.  Discussions, assignments, and in-class activities are designed to bring new perspectives to the material and to foster the active application of text and class content to business problems and situations.  Students will be exposed to problems that require the assessment, analysis, and recommendation of actions within the context of contemporary database marketing principles.  Expect to spend at least 6 hours on course assignments.  All assignments (including readings) should be completed prior to class.  No late assignments will be accepted.
WebCT:

We will utilize the WebCT Vista system to facilitate electronic communication in this course.  The MARK 4339 webpage will have a copy of the syllabus, supplemental readings, assignments, handouts, datasets and some of the lecture slides. WebCT access is at http://www.uh.edu/webct.  Please note:  Assignments are to be turned in in class, or if indicated in the assignment guidelines, via email.  Assignments turned in via WebCT will not be accepted.  In addition, use email (jkacen@uh.edu) to communicate with me electronically.  I do not check WebCT for messages.
COMPUTER LAB INFORMATION
The student computer labs in the Bauer College of Business are located in Rooms 131 and 272A Melcher Hall.  Microsoft ACCESS and EXCEL programs are available in the RICS lab. Students must have a RICSNT computer account to use the computers in the RICS lab. See http://www.bauer.uh.edu/RICS/Lab/index.htm for information about setting up a computer account.  
ACCESS, EXCEL and SPSS programs are available at Central Site Computing Center, Room 58 M.D. Anderson Library.  The Central Site lab is open 24 hours a day, 7 days a week.  A CougarNet computer account is required to use computers in the Central Site lab.  (Accounts are available at the IT Support Center service counter located in room 116 PGH. Bring your Cougar1Card.)  

COURSE POLICY ON ACADEMIC MISCONDUCT:
The University of Houston Student Handbook (http://www.uh.edu/dos/hdbk ) presents the University’s policy on academic honesty.  Students should be aware that anyone who engages in actions prohibited by the University’s policy on academic honesty (e.g., cheating, plagiarism) will be subject to disciplinary action and may not receive credit for the course.  

ACCOMMODATIONS FOR STUDENTS WITH DISABILITIES:
Students in this course who need accommodations for any sort of disability should make an appointment to see me by September 30, 2008. Reasonable accommodations for persons with documented disabilities will be provided.  Students should contact the Center for Students with Disabilities (CSD), 307 Student Service Center (713-743-5400-voice, 713-749-1527- TTY) regarding University policies before making an appointment to see me.

GRADING:
Class participation





 20%

Exams







 40%

Course assignments





 40%

Final course grades will be based on your performance relative to other students in the class, determined by a weighted average of numerical scores for the above grade components.  This weighted average will be converted into a standardized z-score with a mean of 0 and a standard deviation of 1.  Typically, z = 0.0 translates into a “B” although final z-score values are subject to actual class performance.  
Requests for regrades:  All requests for regrading must be made in writing and state clearly the basis of the request.  All requests for regrades must be made with 7 days of receipt of the grade.  Clerical errors will be corrected at no risk to the student.  All other regrading requests will result in a complete review.  Downward as well as upward grade revisions are possible.

CLASS PARTICIPATION: 

(20% of the course grade).  Regular attendance is required of each student. Failure to attend class may result in a student being dropped from the class.  Excused absences for medical reasons or for official University-related business (e.g., Varsity athletics) require documentation.  Due to the nature of the class, active participation of each student in class discussions and activities is necessary to ensure a passing grade.  You should expect to be called on at random throughout the term.  In evaluating class participation, I will assess how your contributions enhance both the content and the process of the discussion.  Participation points will be awarded to each student each class session based on the following scale:

5 = insightful comments that provide an excellent contribution


2 = relevant contribution


1 = prompt attendance but did not contribute 

0 = did not attend class or inappropriate classroom behavior

QUIZZES:
Unannounced quizzes will be given consisting of multiple-choice and short answer questions including problem-solving applications of the course material.  The quizzes will be based on class discussions, assigned readings, coursework, class exercises, and the textbook.  They are designed to help you synthesize and understand what you learn throughout the term.   All assigned material, whether discussed in class or not, may appear on a quiz.   Quizzes will be given in class, during regular class hours.  Quiz grades will be factored into the class participation grade.  If you are not present for a quiz, it cannot be made up, regardless of an excused absence. There are NO MAKE-UPS FOR MISSED QUIZZES.
EXERCISES:
There will be in-class exercises throughout the term relating to the material discussed in class.  In-class exercises will be factored into the participation grade.   If you are not present in class for an exercise, it cannot be made up regardless of an excused absence.
EXAMS:
(40% of the course grade).  Two exams will be given during the semester consisting of multiple-choice and short answer questions including problem-solving applications of the course material.  The exams will be based on class discussions, assigned readings, coursework, class exercises, and the textbook.  They are designed to help you synthesize what you learned throughout the term.  All assigned material, whether discussed in class or not, may appear on the exams.   The exams will be given in class, during regular class hours.  There are NO MAKE-UP EXAMS.
COURSE ASSIGNMENTS:
(40% of the course grade).   There will be homework assignments in this course, often requiring computer-based data analysis.  Assignments and data sets will be posted on WebCT.  Homework assignments are to be completed independently of your classmates, although discussing assignments and problems with your classmates is encouraged.  Homework assignments are due in class on the day indicated on the course schedule unless otherwise indicated.  A professional-quality work product is expected. All written assignments should be typewritten, double-spaced, error-free, with printing quality equal to that produced by a letter-quality printer.  Spelling, grammar and typographical mistakes reduce grade points.  Proofread all assignments before turning them it.  Please note:  Assignments turned in via WebCT will not be accepted.   Late assignments will not be accepted.   
EXTRA-CREDIT FOR PARTICIPATION IN THE BAUER RESEARCH SYSTEM

Student participation is important to the research conducted by faculty and doctoral students in the Department of Marketing and Entrepreneurship. You are encouraged to participate in research studies conducted by our department. You can earn 5 class participation points for each “1 credit” of research participation, for a maximum of 3 “credits” or 15 points.  Your research participation will be managed by a web-based system that enables you to view the available studies, select the studies you want to participate in, and keep track of your total hours of participation. Detailed instructions regarding creating an account and logging into the Bauer Research Participation System are provided in a handout titled, “Instructions for Research Participants Fall 2008” located on the home page of the MARK 4339 WebCT page.

AVAILABILITY FOR CONSULTATION

Want help working with Excel, SPSS, or Access?  In addition to regularly scheduled office hours, I am usually in my office during the week and more than happy to meet with students. Appointments can usually be made with very little advance notice.  

SOFTWARE INFORMATION

A tutorial for Microsoft ACCESS 2007 is available at http://www.functionx.com/access/.  A tutorial for Microsoft ACCESS 2003 is available at http://www.brainbell.com/tutorials/ms-office/Access_2003/.  A tutorial for Microsoft ACCESS 2000 is available at http://www.cwnresearch.com/resources/databases/access/tutorials/access2000/Access2000Tutorial.html.  
MARK 4339: Database Marketing
Fall 2008 Class Schedule*
	Class
	Date
	Topic
	Reading 
	Assignment

	1
	Tu 8/26
	Course introduction
	
	

	2
	Th 8/28
	Introduction to database marketing
	Ch 1
	Student info card and photo

	3
	Tu 9/2
	Databases and marketing planning
	Ch 2
	

	4
	Th 9/4
	Customer data requirements: RFM
	Ch 3
	

	5
	Tu 9/9
	Introduction to relational databases
	SBS Background document; Microsoft ACCESS tutorial 
	

	6
	Th 9/11
	Database hygiene
	Ch 4; Experian “List Processing Solutions”
	

	7
	Tu 9/16
	Introduction to data analysis
	Ch 6
	

	8
	Th 9/18
	Analyzing and manipulating customer data
	Ch 7; SPSS handout; SPSS “Basic Applied Techniques”
	

	9
	Tu 9/23
	More data analysis
	
	

	10
	Th 9/25
	Customer list segmentation
	Ch 8
	SBS Database Assignment

	11
	Tu 9/30
	More segmentation models
	
	

	12
	Th 10/2
	Introduction to response models: linear regression
	Ch 9
	RFM Analysis Assignment

	13
	Tu 10/7
	More about regression
	
	

	14
	Th 10/9
	EXAM
	
	

	15
	Tu 10/14
	More modeling techniques: multivariate regression
	Ch 10
	

	16
	Th 10/16
	More modeling techniques
	
	

	Class
	Date
	Topic
	Reading 
	Assignment

	17
	Tu 10/21
	Modeling choice:        logistic regression
	Ch 10
	

	18
	Th 10/23
	Customer analysis:

expected profit
	Ch 11
	SBS Marketing Assignment

	19
	Tu 10/28
	Analyzing brand choice
	
	

	20
	Th 10/30
	Customer equity:

lifetime value of a customer
	Ch 12; Berger and Nasr “Customer Lifetime Value”
	

	21
	Tu 11/4
	Assessing marketing test results
	Ch 13
	

	22
	Th 11/6
	Designing marketing tests
	Ch 14
	LTV Analysis Assignment

	23
	Tu 11/11
	Internet applications
	Ch 15
	

	24
	Th 11/13
	More online applications
	Ch 16; Gladwell “Science of the Sleeper”
	

	25
	Tu 11/18
	Future trends and other issues
	Ch 17
	

	26
	Th 11/20
	TBA
	
	

	27
	Tu 11/25
	TBA
	
	

	
	Th 11/27
	THANKSGIVING
	NO CLASS
	

	28
	Tu 12/2
	Course summary
	
	

	29
	Th 12/4
	EXAM
	
	


*Any changes to the schedule will be announced in class and also posted in the MARK 4339 folder on WebCT.  
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