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A.
Catalog Description of the Program

The Direct and Internet Marketing Emphasis will provide marketing students the opportunity to expand their horizons regarding state-of-the-art interactive marketing strategies and tactics.  The nine-credit Emphasis is best suited for students who want to develop an understanding of how customer information can be used to establish and maintain interactive buyer-seller relationships through direct and Internet-based marketing programs.

B.
Student Learning Objectives 

The Direct and Internet Marketing Emphasis is designed to address a number of important objectives.  Although objectives pertinent to each of the three primary areas in the proposed Emphasis are highlighted (direct marketing, Internet marketing, and database marketing), it is important to note that these three areas are highly interrelated and are all critical components for developing and nurturing mutually beneficial buyer-seller relationships.  

a. Direct Marketing Objectives

1. To understand the nature and scope of direct marketing, including how direct marketing differs from traditional marketing, methods used in direct marketing for database creation and management, and how measurement techniques are used in evaluating direct marketing efforts.

2. From a strategic standpoint, to understand the primary purpose of a firm’s direct marketing perspective and the steps that must be taken to develop that strategy.  This includes an understanding of the major areas to incorporate into a comprehensive strategic marketing plan.

3. To explore how changes in technology have impacted direct marketing opportunities, especially in terms of innovations designed to better communicate with target customers.

4. From a tactical level, to provide students the opportunity to develop their understanding of the elements of direct marketing offers and how they relate to other components of the marketing mix.  Special attention will be devoted to furthering students’ knowledge of how various media can be used to present direct marketing offers.

b. Internet Marketing Objectives

1. Marketing on the Internet will be for the foreseeable future an evolving area of business that has varied paths to success.  Indeed, many issues including privacy, taxation, and time to profitability are still open to debate.  Through class discussions of topics being considered in the business press and related projects, assignments, and tests, students will be urged to consider a wide range of important issues for which there are no “textbook answers.”  Such experiences offer students an excellent opportunity to develop their critical thinking skills.

2. Students will gain an understanding of the technology of the Internet and why it has such important implications for marketers. 

3. Students will be able to apply general principles to specific business situations. 

4. To prepare for marketing careers, students will be able to identify particular types of site content. In particular, they will learn the differences between first, second, and third generation sites, understand different ways in which sites may generate revenues, know the capabilities and data requirements necessary to use various methods of personalization, and learn how to establish online communities.

c. Database Marketing Objectives

1. Developing an understanding of how a database can be used to develop strong buyer-seller relationships.  Specific attention will be devoted to investigating how relationships are established and maintained over time.

2. The ability to manipulate a database is critical for making sound marketing decisions.  A goal is to help students identify who their best customers are, which prospects best match their customers, how often various customers should be contacted, how successful their efforts were, and which strategies and tactics would likely be most successful.

3. Database marketing is not conducted in isolation. As such, a key objective is to illustrate how database marketing practices can be integrated with other key elements of the marketing mix (product, price, place, and promotion), and how this integration will benefit the marketing planning process.

d. Overall Objective

Most importantly, the Emphasis is designed to give students real and first-hand experience into how companies utilize direct marketing, Internet marketing, and databases in the marketing decision process.  Ultimately, students graduating with an Emphasis in Direct and Internet Marketing will be well prepared to meet employers’ needs in the area of developing interactive and individualized marketing programs.

C.
List of Courses to be Included in the Emphasis

The Direct and Internet Marketing Emphasis is part of the Marketing Major.  As such, students must satisfy all requirements needed for the Marketing Major.  Currently, the marketing major has two required courses (260-321 and 260-479) and 18 electives.

a.
Required Courses in the Major:  6 credits
Marketing Research (321)

Marketing Management and Policies (479).

b.
Required Courses in the Emphasis:  9 credits
In addition to 321 and 479, the Direct and Internet marketing Emphasis requires that students take the following three courses (nine credits):

a. Direct Marketing (444): As illustrated by the title of the Emphasis, teaching the principles and practices of direct marketing is of utmost importance.  This course must be taught to meet the needs of the Emphasis as conceptualized.

b. Internet Marketing (351): As illustrated by the title of the Emphasis, teaching the principles and practices of Internet marketing is of critical importance. This course must be taught to meet the needs of the Emphasis as conceptualized.

c. Database Marketing (445): At the core of effective direct and Internet marketing strategies is the presence and utilization of customer and prospect databases.  As such, marketing databases drive the ability to develop and maintain mutually beneficial buyer-seller relationships.

Note: All of these courses currently exist and have gone through the consultation process.

c.
Electives: 9 credits
In addition to the five required courses outlined above (15 credits), students are required to select nine additional credits from the remaining elective marketing courses (337, 346, 350, 361, 400, 412, 420, 429, 432, 436, 442, 498).

For a total of 24 credits

D.
4-year Plan of Course Offerings

All of the required courses in the Direct and Internet Marketing Emphasis (321, 351, 444, 445, 479) are already being offered each semester.  Specific to the Emphasis, Direct Marketing, Internet Marketing, and Database Marketing will continue to be offered each semester over the next four years.  In most semesters, two sections will be offered.

E.
An assessment Plan for the Program 

Program assessment will be integrated into the existing departmental assessment plan.

F.
Resources Needed to Support the Program

In that the Department already offers the required courses in the proposed Emphasis, the required staff and support funding are already in place.  Moreover, in the support documentation for the new position that it received as part of EM21, these courses and likely Emphasis were put forth as partial justification for that new position. 

G.
Student Need/Demand for the Program

Without question, demand for the Emphasis exists.  On a national level, numerous universities, colleges, and tech schools offer similar programs.  On campus, all three of these courses have high enrollments (160 students) and students are excited about the opportunity to have certification in these areas.  Currently, the sponsor is on the Board of Trustees of the Direct Marketing Education Foundation, the primary association in this industry.  The number one need that the industry has communicated is that there is a shortage of students that have been exposed to direct, Internet, and database marketing.  The Department’s Advisory Board has echoed this sentiment.  

H.
Relation to Other Programs on Campus, UW System, and the Region

Advancing technologies have changed how marketers interact with prospects and customers.  As a consequence, the field has evolved from marketing to the "masses," to developing one-on-one relationships.  At the heart of one-on-one marketing is the practice of knowing the precise needs of customers and developing marketing strategies that are tailored to these needs.  Three of the most critical aspects of this evolving approach to marketing is (1) having a detailed database that contains a multitude of relevant customer-related information on which solid marketing decisions can be made; (2) developing tailored direct marketing strategies and tactics; and (3) utilizing the Internet to develop highly interactive buyer-seller interactions.  

The rapid emergence of the electronic information is intensifying the need to produce graduates who understand how direct marketing, Internet Marketing, and database information fits into the development of strategic marketing plans.  The Department's Advisory Board has echoed the need for our students to have exposure to database marketing theory and applications.  Unfortunately, and as elaborated by the Direct Marketing Association, the prominent professional organization in the field, there is an extreme shortage of graduating students who have had solid exposure to these important areas in marketing.  In response to this shortage, marketing departments all across the U.S. are changing their course offerings to these needs

The proposed Emphasis is designed to prepare students to compete in the new age of marketing and to provide businesses with a stream of qualified applicants.  The Department of Marketing at UWW has been at the forefront of this revolution.  Specifically, we were one of the first departments to offer courses in Direct Marketing, Internet Marketing, and Database Marketing.  We would like to continue our efforts of having a relevant curriculum for our students.

