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Announcements
The GMA Executive Committee is pleased to present our 2005/2006 strategic plan. We have attached a PowerPoint presentation to the same email at the current issue of Smith Marketer for your viewing. This year’s executive committee is looking to reach out to faculty, students, and alumni in new and creative ways. Remember those platform statements YOU voted on? We are holding strong to our promise to advocate your scholastic, networking, industry, and career needs. We are looking for your feedback to ensure that our plan is comprehensive, on-point, and executable. Please email your comments to marketing@rhsmith.umd.edu. We thank you in advance for your insight.

Smith Marketer is still looking for articles to be featured in “SmithPoint”. Feel free to submit short (1-5 pages) articles to marketing@rhsmith.umd.edu. We ask that your submissions are delivered as an email attachment no later than 5:00 p.m. of the prior Wednesday.

As always, if you have any questions or comments regarding the content in any issue of Smith Marketer, please feel free to contact the executive committee at marketing@rhsmith.umd.edu. We welcome your feedback and contributions! Email us any career opportunities, articles, or events that you would like to share with the GMA community. Enjoy!
Regards,

The 2005/2006 GMA Executive Committee

Monisha Banerjee- President

Tawney Bains, VP External Relations

Melissa Davis, VP Programs

Mark Nebesky- VP Finance

Andrew Roberts, VP Web Development

Vishwas- VP Career Development

Derek Vlcko, VP Communications

SmithPoint
As you may have read in last weeks SM, two teams from Smith placed 2nd and 3rd at the University of Rochester (Simon) case competition sponsored by Fisher-Price that took place on April 8th-9th in Rochester, NY. SM caught up with members of the two Smith teams, Valerio Zanini and Melissa Davis to discuss their experiences:
Valerio expressed: Attending the Marketing Case Competition at Simon has been one of the best experiences so far! I enjoyed meeting people from other top US schools and being challenged with a real-life marketing problem. My team came up with a creative proposal that included a T.V. ad example and suggestions for future improvement of the product, and in the end won the third prize out of 16 teams! It was useful for me to compare myself and my skills with other MBA students from different schools. I realize the Smith gives us a complete and broad knowledge, and provides us with the skills and tools to easily compete with higher-ranked business schools. Fear the Turtle!

Melissa concurred with the great experience. Her team included one student each from NYU (Stern), Georgia Tech, University of Rochester (Simon), and Hult International Business School. "The Simon competition was tough but it was a great learning experience. Being thrown together with students that I didn't know and having only five hours to pull together a marketing strategy was seemingly impossible at the beginning but turned out to be very rewarding. I learned a tremendous amount from my fellow teammates."

Case Competitions
· Sep. 29- Oct. 1, Anaheim, CA. Dell and Microsoft Case Competition, sponsored by the National Society of Hispanic MBA’s. Each team consists of 4 MBA candidates currently enrolled in their FIRST YEAR. The deadline for team registration is April 4th, 5:00 p.m. (CST).  For more information and registration visit,

http://www.nshmba.org/conference.asp.

CONFERENCES
· Tuesday, April 26, 1:00 pm. How to Revolutionize Your Customers' Experience with Real-Time, Predictive Analytics. In a word, customer experience management (CEM) is challenging. Business managers are challenged to balance the activities and goals of departments that ultimately compete for customer attention. At the same time, IT staffs face the challenges associated with creating the infrastructure that will enable a seamless customer experience. Both are daunting tasks. Please join James Fiorda, Director of Marketing, Sigma Dynamics, for a live 1 hour web cast. You will learn how you can influence customer behavior by balancing your performance goals with customer experience insight to achieve the best desired outcome -- whether that means managing a potential retention problem, making a cross-sell offer, or keeping service costs in line with customer value. Visit
https://amawebcasts.webex.com/amawebcasts/mywebex/epmainframe.php?rlink=https%3A%2F%2Famawebcasts.webex.com%2Famawebcasts%2Fonstage%2Fmainframe.php%3Fmainurl%3D%2Famawebcasts%2Fonstage%2Ftool%2Fevent%2Fevent_detail.php%3FEventID%3D335657001%26FirstEnter%3D1%26GuestTimeZone%3D%26SourceId%3D&Rnd2094=0.8274323681745752
· April 28, Atlanta, GA. AMA Hot Topic Series- Branding in Multicultural Markets. Developing marketing and communication strategies to reach the growing ethnic and minority populations in the U.S. requires an in-depth understanding of the forces of culture and language that can shape consumer attitudes and purchase behavior. Going beyond Census Bureau statistics to the who, what, when, where and why requires a finely tuned mix of advanced marketing research skills combined with proven inter-cultural understanding and sensitivity. For additional information and registration visit:
http://www.marketingpower.com/aevent_event.php?Event_ID=24795
· May 19-21, Washington, D.C. Marketing and Public Policy Conference. Network with individuals with similar interests in marketing and public policy from a variety of different backgrounds such as government, trade/consumer organizations, profit/nonprofit entities, and academia. Learn how public policy/social marketing initiatives may be affected by changes in leadership in our country and how these programs and plans may evolve in the future. Explore how "new" policy directives may impact anti-trust policy, regulatory agencies, governmental interventions in the marketplace, and social and not-for-profit marketing initiatives. Consider how new technology such as the Internet may impact populations that vary in their vulnerability to these marketplace interventions. For more information and registration visit,
http://ecommerce.ama.org/public_policy/
· May 24–27, Ohio State University, Columbus, OH. Corporate Marketing Essentials Workshop. The Marketing Essentials program provides participants with the opportunity to develop knowledge about key marketing concepts and the tools required to compete in today's business environment. Through this series of classroom sessions, participants will explore important marketing theories and concepts, and apply them to practical business situations. This program is especially relevant for individuals who have recently moved into positions with responsibilities such as marketing, sales and sales management, advertising, promotion, brand building, pricing, strategic planning, services, and product development, as well as individuals preparing to take advanced course work. For more information and registration, visit 

https://ecommerce.ama.org/essentials/ 
· July 11-13, Washington D.C. AMA Nonprofit Marketing Conference. For nonprofit organizations, marketing has never been more important than it is right now, when competition for attention, funding, donations and volunteers is tougher than ever. At this year’s AMA Nonprofit Marketing Conference, presented in conjunction with the AMA Foundation, corporate and nonprofit marketing leaders will share valuable strategies, experience and advice with a new focus each day of the event. As the leading association for marketing professionals, the AMA and the AMA Foundation are committed to building organization-wide marketing strategies in nonprofits to raise awareness and increase support. For more information and registration, visit https://ecommerce.ama.org/nonprofit/
· Sep. 25, 2005 - Sep. 28, Boston, MA. AMA Annual Marketing Research Conference. he Annual Marketing Research Conference is one of the AMA's largest and most popular professional development forums for the market researcher. This conference is designed to develop the researchers' scope through a variety of activities: intensive tutorial instruction (optional), provocative keynote presenters, concurrent sessions, presentations by leading research companies, as well as a variety of networking opportunities. For additional information and registration, visit 

http://www.marketingpower.com/aevent_event.php?Event_ID=24630
Careers
INTERNSHIPS

	Job Title 
	Company Name
	Deadline
	Apply at
	For International Students

	Solutions Marketing Intern
	Software,AG
	04/23/05
	Online Via Source
	 No

	Summer Intern AOL.com Internet Portal Strategy
	AOL
	O4/30/05
	Online via Source
	Yes

	Marketing Intern
	Avendra,LLC
	04/30/05
	Online via Source
	No

	Marketing Intern
	SafeNet, Inc.
	05/07/05
	Online via source
	Yes

	Summer Intern
	Cort Furniture Rental, Inc.
	05/12/05
	Online via source
	Yes

	IT and Marketing Intern
	Kencast, Inc.
	05/19/05
	Online via Source
	Yes

	Internship 
	Sodexho North America
	05/19/05
	Online via Source
	Yes

	Product Manager and Business Development Inter
	Time Warner
	05/20/05
	Online via Source
	No


FULL-TIME OPPORTUNITIES

	Job Title 
	Company Name
	Deadline
	Apply at
	For International Students

	Associate Manager, National Ad Sales Marketing
	National Geographic Channel
	________
	Send resume and cover leter to Kiera Hynninen at KHynninen@natgeochannel.com
CC:LRazgaitis@natgeochannel.com
	Inquire with application

	Manager, National Ad Sales Marketing
	National Geographic Channel
	_________
	Send resume and cover leter to Kiera Hynninen at KHynninen@natgeochannel.com
CC:LRazgaitis@natgeochannel.com
	Inquire with application

	Director, Business Development/Franchising
	Career Opportunities International
	04/24/05
	Online via Source
	No

	Associate Product Marketing Manager
	InPhonic, Inc.
	04/29/05
	Online, via Source
	No

	Special Assistant to the CEO
	Korn Ferry International
	04/30/05
	Online via Source
	No

	Product Marketing Manager
	KLA-Tencor
	03/31/05
	Offline, via Source
	No

	AVP Sales
	Schoolgrounds, Inc.
	05/04/05
	Online, via Source
	No

	Sales and Business Development -Federal
	Comter Systems
	05/04/05
	Online, Via Source
	Yes

	Advocacy Department Coordinator
	KPMG LLP
	05/04/05
	Online via Source
	No

	Manager- Strategic Business Development
	Cheasapeake Corporation
	05/04/05
	Online, via Source
	No

	Quantitative Research Analyst
	Eureka Facts LLC
	05/07/05
	Online, via Source
	Yes

	Sr. Consultant
	Gartner
	05/15/05
	Online via Source
	No

	Software Sales Representative
	Group Logic
	12/31/05
	Online via Source
	Yes

	Global Product Management
	Career Opportunities International


	12/31/05
	Online via Source
	Yes

	Account Executive
	MPSearch and Associates LLC
	12/31/05
	Online via Source
	No

	Vice President
	1800401kPlan, LLC
	12/31/05
	Online via Source
	No

	Senior Sales Executive
	Career Opportunities International


	12/31/05
	Offline via Source
	No

	Consultant
	Career Opportunities International


	12/31/05
	Offline via Source
	No

	VP Sales-Japan.
	Career Opportunities International


	12/31/05
	send your resume to the following email address:
info@careeropsinternational.com
	Yes

	Senior Staff, Development
	National Mental Health Association.


	12/31/05
	To apply, send your resume to the following email address:
jobs@nmha.org
	Yes

	Director, Business Development/Franchising-Latin America


	Career Opportunities International
	12/31/05
	send your resume to the following email address:
info@careeropsinternational.com
	No

	Retention Director
	Betfair.com, London, England
	_________
	For more information and confidential discussion, please contact: Charlene Miller  at cmiller@globaldirectors.com
or

Cassandra Marrone at

cassandra@globaldirectors.com

	_______

	Director, Product Management
	Betfair.com, London, England
	_________
	For more information and confidential discussion, please contact: Charlene Miller  at cmiller@globaldirectors.com
or

Cassandra Marrone at

cassandra@globaldirectors.com

	_______


Industry News

Keybank Lays Out a Tactical Approach 

source: Inside 1to1
published : February 03, 2005


When KeyBank started its search for technology to enable its customer strategy push, its primary goals were to become faster, smarter, and more thorough about reaching the right customers at the right time. It selected Unica's Affinium Campaign as the software platform to help to achieve those goals. 
From a tactical execution perspective, most marketing programs at KeyBank are targeted at the individual customer level. Yet business rules and logic used within a campaign to target the right customers require access to data maintained at different audience levels, including customer, household, and account level. Affinium provided the ability to perform exclusions and selections at each level. For example, KeyBank may first exclude all high-value households handled through a specific banking channel and then at the customer level, exclude the communication channels each individual has opted out of. 
Next, at the account level, the company might select only the highest priority accounts for up-selling or cross-selling and then, last, execute the campaign at the customer level. Prior to the purchase of Affinium, this multilevel selection and exclusion process required custom programming and several iterations between marketing and IT before the final campaign was executed. Now with Affinium, the process is streamlined, it requires no coding or changes to the existing data structures, and is executed by marketers, resulting in faster deployment and more accurate selections. 
Affinium's flexibility enabled KeyBank to, among other things, migrate about 40,000 lower-value customers to the next highest value segment. Each of four groups of 10,000 customers was refined based on attributes ranging from income to products owned. Another campaign saw KeyBank use Affinium to find a better way of retaining small business customers who, according to a survey, departed due to service issues. The campaign included both monthly retention and quarterly loyalty components, allowing KeyBank to understand and address customer concerns before they blossomed into full-force problems. 
"We have the ability to go out and grab disparate data sources," notes Senior Vice President and Director of Database Marketing Patricia Mathe. "We can identify different universes and segments and sub-segments. [Affinium] is adaptable to what we want to do." So far, the results have been promising. KeyBank saved about $4,300 per program during this year. Unica also predicted a 20-percent surge in conversion rates and a 60-percent jump in "marketing velocity" (the speed with which a program can be designed and executed). 

Do-it-Yourself Business Model Gets High Marks

by: John Gaffney
source: Inside 1to1
published : February 03, 2005


Matt Doyel learned all he needed to know about business in the U.S. Navy. Before he entered the business world in the marketing department at Procter & Gamble, he worked as a test pilot on the F-14 fighter jet upgrade project. Two teams worked on the plane. One team improved mechanical performance. The other test team made sure those mechanical improvements worked for the pilots. 
"Does it work the way it's supposed to? Does it work for the pilots? I went into P&G with that mentality," he says. As co-founder and marketing vice president for cosmetics manufacturer and retailer Reflect.com, Doyel still works from the pilot's point of view. These days the pilots are the company's customers. As this year's Impact Awards winner in the organizational transformation category, Doyel gets his wings for taking Reflect from an online cosmetics site to an expanding retailer that bases its product decisions on customer insight. For Doyel, changing a company is simple: "Change management has to do with customer management." 
Reflect.com offers do-it-yourself customized beauty care products online and through its 33 different retail outlets. Its product offerings literally run into the hundreds of thousands. For example, to buy makeup, a customer is asked to specify skin type, skin tone, facial shape, hair color, eye color, and ethnic background. Different bases or blushes can be configured and customized right down to the packaging and the name of the color chosen. Doyel has had a lot of titles during his six-year tenure at Reflect.com. Besides being a co-founder, he has been director of customer focus, chief CRM architect, and is now marketing vice president. For Doyel, Reflect.com has always been a customer-centered company. But it needed to become a company that used reliable customer data to do everything from crafting efficient marketing campaigns, to creating new products, even down to naming new products. The customer strategy and data orientation that Doyel started in 2000 came to fruition in 2004 when he says Reflect learned to drive from "zero to 100." Translated: Having consistent, relevant and reliable customer insight has added thousands of new customers monthly and increased multiple purchases per customer by 25 percent. It has increased total transaction revenue by 55 percent and increased customer purchase frequency by 47 percent. Maybe the most impactful statistic is this: During 2004 Reflect increased the number of customers who purchased more than once from its Web site and retail stores by 100 percent. 
It took four years to realize Doyel's vision. While always looking for new technologies and tactics to improve customer relationships, he sticks with the "fundamentals. Always asking what the customer wants. Having the tools and resources to interact with customers and gather data, and putting that data into action." 
In 1999 Reflect was launched with $35 million from Procter & Gamble and $15 million from venture capital firms (P&G is still a shareholder; Reflect is privately held). Online cosmetic firms Eve.com, BeautyJungle.com, and Beauty.com had already blown away in the Internet whirlwind. Doyel knew that the ability to customize cosmetics would find a profitable audience. It was a competitive differentiator. It would keep the site's products from becoming price-driven commodities. And it worked. So far, Reflect has sold more than 10 million products. But even back in 2000, Doyel knew he had to drive the organization toward customer data to thrive. 
From a customer's point of view 
At the time, it had a lot of disparate systems to collect data. Customers were sharing a wealth of personal information, but engineering had a different data set than marketing did. And operations had different data than engineering. The Web site was personalized for customer use, but internally, engineers couldn't track how that personalization was being used. So Doyel assigned himself the title of chief CRM architect. He created a customer experience team of representatives from each area of the company. They looked at Reflect from the customer's point of view. They created customer experience maps through interviews with actual customers. Then they created a desired customer map, defining how the experience could be optimized. So the first organizational transformation element was getting the employees involved. Now he had to empower them, and that was going to take money. Money came from the board of directors, which at that time included several P&G executives, such as CFO Clayton Daley. From his P&G experience, Doyel knew his business case had to define the money being spent on disparate data sources and had to predict the return on a system that could be constructed with a vendor partner and managed internally. He had the board meeting, sold his vision, and won the funding on the spot. 
In 2001 Reflect selected Epiphany to help build the database system that would provide a single view of the customer. It also collaborated on a campaign management system that would allow marketing messages to be crafted and targeted for the right customers through their desired medium. During the past three years Doyel has continually met with department teams to make sure that data was driving decision-making. "[There were] a lot of lunches with our

chief engineer," he says. "Every meeting I was in was always some push and pull." 

In 2003 the data project and campaign optimization incorporated new customers and became more tightly integrated within the company. Doyel has implemented best practices that connect employee, customer, and customer insight. "We've leveraged our counters, our counter staff, and our store events to leverage contact with customers. This effort extends all the way to the top. Even our president and all VPs spend time talking to customers," he says. All employees have access to all correspondence from customers. Even the engineering department is responsible for consistent customer interaction. Not only has this helped transform Reflect into a customer data centric company, it has also provided critical feedback as Reflect expands from its online base into retail. 

Impact judges cited the cross-departmental effort at Reflect. "It is impressive that a relatively small company can have such a well-developed CRM program," said Hugh Watson, professor at the University of Georgia. "I like how they aligned marketing and service, and then recognized the need to better align engineering, operations and finance." 

"Several people have told me I'd make a great politician," Doyel says. "I look at myself more as an evangelist. For customer strategy to work, you need a strong leader, and you need to work toward specific goals. [You} need to have a purpose and a direction. Without the mandate from the executive suite, we could never jump this high or run this fast. My key focus was being an evangelist for the customer. We make all our decisions as if we were the customer. It's not just an e-mail. It's not just a database. It had better be something that gives the customer better service and better products."[image: image2.png]
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