COX SCHOOL OF BUSINESS

MKTG 6229: Database Marketing (MBA)

Tentative Course Outline (Spring 2006)

Professor Raj Sethuraman
Office:

  310 Fincher

Office Phone: 
  (214) 768-3403

E-mail:
  rsethura@mail.cox.smu.edu


Office hours: Mon. 3.30-4.30PM and 5.15-6.15pm, or e-mail, call or drop in any time I am free.


Course Overview
Database marketing represents a fruitful marriage between the concept of marketing and advances in information technology.  Database marketing is a systematic approach to the gathering, consolidation, and processing of marketing databases to learn more about customers and competitors, select target markets, compare customers' value to the company, and provide more specialized offerings.  Although databases have been used in traditional marketing for a long time, the database marketing approach is differentiated by the fact that much more data is maintained, and that the data is processed and used in new and more sophisticated ways.  Because of these reasons, many companies have embraced the Database marketing approach and the demand for Database marketers appears to be on the increase.  In this course, you will learn about several techniques and tools of database marketing such as response modeling, customer lifetime value assessment, cluster analysis, and how they can be applied to support a variety of marketing decisions.  The course will involve the use of SAS software –  SAS Regular, SAS Enterprise Guide, and SAS Enterprise Miner. Emphasis will be placed on learning the procedures and techniques and applying them in some marketing situations.  
Course Materials   
There is no required textbook.  I have reviewed several books on database marketing.  No text fulfils the needs of the course, as I would like to teach it.  Some useful reference books are:

Data Mining Techniques by Michael Berry and Gordon Linoff, John Wiley, 2nd ed. (2004)

Optimal Database Marketing by Ronald Drozdenko and Perry Drake, Sage Publications 2002

Strategic Database Marketing by Arthur M. Hughes, McGraw Hill, 2nd ed., 2000

Statistical Modeling for Database Marketing by Bruce Ratner, Chapman and Hall 2003.

I have many of these books in my office, if you are interested. Or, you can buy them online or in bookstores.

In lieu of the text, several reading materials such as cases, articles, SAS procedures will be handed out in class or made available online.  Because of the volume of such handouts, there will be a small charge ($10-$20) to cover the cost of copying the materials, to be collected at the end of the module.

The data analysis software is a required course material. The primary software that we will use for analyzing data is SAS. It is the most popular and versatile data analysis software that professionals use for marketing research. SPSS is the other commonly used software. The edition we will use for this course is SAS Learning Edition 2.0 with SAS Enterprise Guide 3.0.  The CD version of this leaner’s edition retails for $125.  However, recently SAS has made available an Internet downloadable version especially for students at half the price ($60).  To download this version, go to www.e-academy.com/sas.  On the top you will see the details on the student downloadable version of SAS learning edition. Follow the instructions given there. You will first submit your student e-mail (with an edu subscript). A password will be sent to you to that e-mail, which you can use to log in and make the purchase with a credit card. Once the purchase is made, you can download the learning edition. The file is fairly large (286MB) and requires cable/DSL speed to download, which takes about 40 minutes. If Internet downloading won’t work for you, you can try purchasing the CD version.  Either way, I would like all students to bring their laptop with the downloaded SAS Enterprise guide to class on the first day (March 13).
Schedule and Grading

	Assignment #
	Description
	Responsibility
	Due date -

Beginning of class time
	Points

	1
	Harrah’s case analysis
	Individual or

2-3 person group
	Week 2 – March 20
	10

	2
	Assignment on Weeks 1-3 topics
	Individual or

2-3 person group
	Week 4 – April 3
	20

	3
	Assignment on Weeks 4-5 topics
	Individual or

2-3 person group
	Week 6 – April 17
	20

	4
	Final exam – Take Home
	individual
	Week 8 – May 1
	40

	5
	Class participation 
	Individual
	Course duration
	10

	                                                                                      TOTAL
	100


Note:

There will be +/- letter grades

There is no relative grading.  It is possible for every one to get an A or a B.

There will be peer evaluation at the end of the semester to evaluate the contribution of each member to the group effort, if applicable.  A person found to have contributed less to the group project will get a lower grade.
Course Outline

	Week #
	Date
	Topics

	1
	March 13
	Introduction to Database Marketing (DBM)
Basic Topics in CRM/DBM: Life Time Value (LTV), RFM Analysis

Introduction to SAS Enterprise Guide

	2.
	March 20
	Harrah’s Casino – case discussion
Basic Exercises using SAS Enterprise guide

	3.
	March 27
	Logistic Regression Model – Theory

and application using SAS
Cluster Analysis - Theory

	4
	April 3
	Database marketing in practice

Speaker from Rapp Collins – Segmentation of DirecTV customers using Cluster Analysis

	5
	April 10
	Decision Tree Model – Theory and Application using SAS Enterprise Miner

	6.
	April 17
	Database Marketing in the grocery retail industry – Scanner data, Market Basket Analysis, Category Management 

	7
	April 24
	Other topics, leftovers, review 

	8
	May 1
	Take-Home Final Examination Due


Disability Accommodations:  If you need academic accommodations for a disability, you must first contact Ms. Rebecca Marin, Coordinator, Services for Students with Disabilities (214-768-4563) to verify the disability and to establish eligibility for accommodations.  Then you should schedule an appointment with the professor to make appropriate arrangements.
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