Change in Masters of Business Administration

Managing Technology Module

 

I. Exact description of request 

From:



PART 3-MANAGING TECHNOLOGY-3-6CREDITS


1. ACCOUNT 761
ACCOUNTING AND M.I.S.


2. BSEDCNA 772
BUSINESS TECHNOLOGIES OR

BSEDCNA 778
NETWORK ADMIN. FOR END USERS

3. MANGEMNT 734 INTRO. TO COMPUTER BASED I.S. OR

MANGEMNT 738 MANAGEMENT OF TECHNOLOGY OR

MANGEMNT 753 TRAINING OR DEVELOPMENT OR

MANGEMNT 769 QUALITY ISSUES IN OPERATIONS

4. MARKETNG 745 TOTAL QUALITY MANAGEMENT OR

MARKETNG 770 PRODUCT INNOVATION AND PRICING

 

To:


PART 3-MANAGING TECHNOLOGY-3-6CREDITS


1. ACCOUNT 761
ACCOUNTING AND M.I.S.


2. BSEDCNA 772
BUSINESS TECHNOLOGIES OR

BSEDCNA 778
NETWORK ADMIN. FOR END USERS

3. MANGEMNT 734 INTRO. TO COMPUTER BASED I.S. OR

MANGEMNT 738 MANAGEMENT OF TECHNOLOGY OR

MANGEMNT 753 TRAINING OR DEVELOPMENT OR

MANGEMNT 769 QUALITY ISSUES IN OPERATIONS

4. MARKETNG 745 TOTAL QUALITY MANAGEMENT OR

MARKETNG 770 PRODUCT INNOVATION AND PRICING

MARKETNG 775 DATABASE MARKETING

MARKETNG 772 INTERNET MARKETING

5. MCS 785

INFORMATION SYSTEMS PROJECT

MANAGEMENT

 

 

II. Relationship to mission and strategic plan of institution, and/or College/Department goals and objectives

The Select Mission of the University includes a charge to “offer graduate education built clearly upon its undergraduate emphasis and strengths with particular emphasis in the fields of business and education”. The proposed graduate degree change will add a course to the business MBA “Managing Technology” module.

 

In addition, part of the Core Mission of the University Cluster institutions is to “support activities designed to promote the economic development of the state”.  Additional technology management offerings will certainly meet this criterion.

 

 

III. Rationale

The syllabus for the Marketng-775 Database Marketing, learning objectives required for inclusion in the Managing Technology module and a brief description of how this course meets those objectives follows:

 

 

Managing Technology Module Learning Objectives

 

As specified in the department’s annual report, the proposed course meets four important technology-based program objectives.  

 

 

1. 1.      Develop a high level of technical ability—Database marketing is at the forefront of technological development. The proposed course exposes students to highly technical material and provides hands-on experience dealing with this technical information.

2. 2.      Increase analytical thinking and problem solving skills of students—Through the course, students will solve a variety of unstructured problems and have students to complete assignments that require analytical skills to solve business problems.

3. 3.      Enhance students’ written and oral communications—Through assignments, projects, and presentations, and group projects, students will have the opportunity to enhance how they communicate with others.

4. 4.      Instill students an appreciation of the significance of ethical issues and their implications for business practice—database/information acquisition is an area where unethical behavior can occur, especially regarding consumer privacy.  The proposed course will focus in detail on legal issues that drive undesirable behaviors.
 

Related to Module Objectives: Although significant overlap exists, each of the major components on the course syllabus is placed in one of four module objective categories.  It should be clear that this course is heavily slanted toward the understanding, utilization and management of technology

 

1. Understand, select, evaluate and apply technology in business settings

 

These and other weeks introduce database technology and how this technology can be applied in a marketing/business setting. The use of cases will help identify the ways that databse technologies can be applied in real world settings.

 

6-7
Data and Marketing Databases

What Do You Want Your Database to Do

 Building a Marketing Database

9-11
Basic Statistics and Modeling


The Basics of Statistical Analysis


Relationships between Variables


Multiple Regression


Response Analysis

       
Segmentation Analysis

2. Develop a strong conceptual understanding of the factors that affect the successful management of innovation and technological change.

 

These weeks introduce the fundamentals of how database technology has changed marketing as we know it.

 

1-2
An Overview of the New Direct Marketing


Contact Strategy


Buzzwords


Sources and Uses of Marketing Data 


Access


3-5
Relationship Marketing and How It Relates to the New Direct Marketing

                  The Role of Direct Marketing in Building Brands

                   Customer Service and Direct Marketing

 

3. Gain knowledge of human factors that help students manage technology training and development in the business setting.

 

These weeks strongly focus on how individuals and groups will interact with the training and use of databases.

 

8
Using Data Hygiene to Identify Individuals and Households

            Campaign Management

            What Direct Marketers need to know about Technology

            The Unique Requirements Direct Marketers Place on Their DSS

 

12-15
Assessment of Direct Marketing Response Models


Market Classification Modeling with Logistic Regression

4. Identify trends in technology and how they affect the business environment.

 

These weeks address how databases have changed business models and how they enhance certain business issues.  Each of the below weeks focuses on change.

 

12-15
Modern Methods of Testing in Direct Marketing

Economics, Lifetime Value, and the Role of Modeling in the New Direct Marketing


An Introduction to the Economics of the New Direct Marketing


Back to Basics: The Economics of Classical Direct Marketing


The Role of Modeling in the New Direct Marketing


Applications of the New Direct Marketing--presentations
 

IV. Cost implications

 

None.

 

