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MKT 420 – Direct Marketing

	Credit: 3 (3,0,0)
	Prerequisite: MKT 301


							
Instructor        :   Dr. Mikhail Zenchenkov
Office		: E346, 3/F, old building
Phone		: +966 1 4948 738
E-mail          	:  mzenchenkov@psu.edu.sa

Office Hours :  the working schedule on the homepage and on office door.
			
Course Description and Objectives
The world is becoming more complex and interconnected with the advent of new technology and media.  The field of marketing is likewise evolving and adapting to this changing landscape.  Although deeply rooted in the past, direct marketing and database marketing capitalize upon the most recent developments in computer and media technology, and represent the most advanced and one of the most important components of modern integrated marketing. This course provides a comprehensive examination of direct and interactive marketing concepts, methods, techniques, tools and applications. It covers the foundations of direct and interactive marketing, integrated and multi-channel marketing communications, and response measurement and evaluative metrics.

Upon completion of the course, students are expected to be able to:

1. Demonstrate a variety of direct marketing skills: describe and apply targeting, create an offer, develop positioning, select appropriate media (including lists), evaluate creative execution, and show how to track program performance.
2. Identify opportunities for direct marketing with an appreciation for the strengths and weaknesses of direct marketing versus other forms of marketing communications.
3. Combine direct marketing methods with other elements of the promotional mix to produce
an integrated marketing approach to the marketplace.
4. Collaboratively develop and present a direct marketing plan, applying concepts and techniques covered in the course.

Text Required
Contemporary Direct and Interactive Marketing (2010). 2nd Edition. Lisa Spiller and Martin Baier; Pearson. ISBN-13:  9780135093160

DN Policy
Any student, who earns 13 absences, will be recommended for DN.  The absences will be counted from the day first of the official start of classes given in the semester calendar, no matter when the student has actually registered the course.  Besides, any student who is late by more than five minutes after the scheduled start of a class will be marked absent, and such absences will also be counted for DN purpose.

Grading* 
Your grade will be based on the following:

	Research Project          				 20%
In-class activities (presentations, discussions)   	10%
	Case analysis/direct marketing applications	 	10%
	Major 1						20%
	Final Examination					40%

*The course professor reserves the right to alter this distribution without prior notice.

Indicative Course Contents
This schedule is subject to change. More details may be provided online or via email. Additional reading may be assigned from time to time. Recurring assignments not listed separately include weekly discussions, exercises and quizzes.

	Week
	Chapter
	Subject

	1
	
	Course overview

	1
	Chapter 1
	Examining the history and processes of Direct & Interactive Marketing

	2
	Chapter 2
	Building Databases, Selecting Customers And Managing Relationships

	3
	Chapter   3
	Developing Lists And Discovering Markets

	4
	Chapter 4
	Planning and Creating a Value Proposition: The Offer

	5
	Chapter 5
	Planning and Creating Compelling Message Strategies

	6
	Chapter 6
	Designing & Employing Print

	7
	Chapter 7
	Developing & Utilizing Electronic Media

	8
	Chapter 8
	Crafting & Applying High-tech Digital Media

	9
	Chapter 9
	Fulfilling the Offer & Serving the Customer

	10
	Chapter 10
	Conducting Research & Utilizing Tests to Measure Performance

	11
	Chapter 11
	Understanding the Industry’s Environmental, Ethical & Legal Issues

	12
	Chapter 12
	Exploring & Adapting Direct & Interactive Marketing Strategies around the World

	13
	Chapter 14
	Examining Direct & Interactive Marketing Applications in a Variety of Sectors

	14
	
	Presentations

	15
	
	[bookmark: _GoBack]Presentations



Special Note:
The course professor reserves the right to modify any part of this course outline/syllabus during the course of the semester.  If any such modification is made, it will be intimated to the students by posting it in the homepage and/or through classroom announcement. 



Extra resources:

WEBS

1. http://www.dmnews.com/ 
2. http://www.dcmg.com/ 
3. http://www.directmarketingconcierge.com/
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