
STUDENT LEARNING ASSESSMENT PROGRAM

SUMMARY FORM  AY 2008-2009

Degree and

Program Name:
Submitted By:

PART ONE

	What are the learning objectives?
	How, where, and when are they assessed? 
	What are the expectations?
	What are the results?
	Committee/person responsible?  How are results shared?

	On completion of the marketing program, marketing majors will demonstrate the ability to:
	
	
	
	

	1. Use marketing terminology and concepts appropriately in marketing decision making.
	Revised this year: New test given to measure concepts.
How:  

A 45-item, multiple choice exam on common marketing concepts, developed by the marketing faculty, will be administered each semester at the junior level and at the senior level.  

Where:  

Junior level:  The exam will be administered in MAR 3550 .

Senior level:   The exam will be administered in MAR 4700, the marketing major capstone course.

When:

Each semester, beginning FA 08. In hindsight, we realize test should be given 3 times: (a) in MAR 3550 the test measures retention of principles class, (b) in MAR 4700 at beginning of term, measures retention from MAR 3550, (c) at end of MAR 4700, measures learning through the curriculum.
	Revised to reflect expectations at three different levels:

Junior level (a):  50% of the junior marketing students will score 60% or higher on the exam.  

Senior level (b):  70% of the senior marketing students will score 70% or higher on the exam. 
Senior level (c): 90% of senior marketing students will 80% or higher on exam.
	A 45-item multiple choice exam was developed and administered in FA 08 and SP 08.  
Junior level (a): (4 sections of MAR 3550; n=88):  

· 63% of the students scored 59% or lower
· 35% scored 60% or higher

· Highest score was 78%
· Mean = 56% correct 
Senior level (b): (3 sections of MAR 4700; n=70)

· 58% of students scored 69% or lower
· 42% of students scored 70% or higher
· Highest score was 98%  

· Mean ( 67% correct

Senior level (c):  not measured this year; will begin FA 2009
	Faculty teaching MAR 3550 and MAR 4700 were responsible for administration.  Results were shared at assessment meetings in January 2009 and on April, 2009.  

	2. Identify, analyze, and evaluate market segments.
	How:

Student assignments in MAR 3720 marketing major core course will be evaluated using a faculty developed rubric. 
Where:

MAR 3720.  Students will complete a written customer analysis assignment on an individual basis

When:

Each semester, beginning SP 06
	Expectations are based on data collected AY 07-08:
70% of students will score at satisfactory or superior levels.


	Students in MAR 3720 completed a term project on a group basis requiring consumer analysis (n=30 groups).  Responses were analyzed using rubric with 4 point scale (see Appendix A).
· More than 78% of the groups demonstrated satisfactory or superior performance in 20 of 30 categories of evaluation.

	Faculty members teaching MAR 3720 were responsible for administration, development of rubric, and assessment.  Results were shared at assessment meetings in January 2009 and April 2009.  

	3. Recognize the integrated relationships among the components of a marketing system.
	How:
Students written analyses of mini-cases will be assessed using a faculty developed rubric.
Where:
MAR 4700.  Students complete written assignments on situation analysis, product development, channels of distribution, promotion, pricing, and overall marketing strategy

When:

Each semester, beginning SP 06.
Simulation began in FA 2008.


	90% of the students will demonstrate superior or satisfactory analyses of the overall marketing strategy mini-cases.
	Students in MAR 4700 (n=70) completed written analyses of mini-cases. See Appendix B. Overall marketing strategy was assessed using 4 criteria.  Students achieved expectations on 2 of 4, but the other 2  criteria were  close to meeting the 90% expectation goal:  
· Criterion 1: 21 %  of students demonstrated superior and 63% of students were satisfactory for a total of 84% ; 
· Criterion 2: 28 % of students were superior, 64% were satisfactory, for a total of 92%.
· Criterion  3: 50% of students were superior, and 36% were satisfactory for a total 86%.
· Criterion 4: 50% of students demonstrated superior analyses, 42% were satisfactory, for a total of 92% of students meeting expectation.
Overall, student performance remained stable compared to   previous years.
	Faculty member teaching MAR 4700 was responsible for administration, development of rubric, and assessment.  Results were shared at assessment meetings in January 2009 and April 2009.

	4. Analyze, evaluate, and propose alternatives to a comprehensive marketing plan.
	Revised this year. New measurement process.

How:
Beginning FA 2008, students, on a group basis, compete in a computer simulation on marketing strategy over 10 decision periods (business quarters). 
Where:

MAR 4700, marketing capstone course.  

When:

Each semester, beginning FA 08.
	Expectations will be established based on data collected AY 07-08.
90% of students will demonstrate superior or satisfactory ability to evaluate a company’s existing marketing plan
	40% of students performed at the superior level, 53% at the satisfactory level; for a total 93% students meeting expectations. 
Overall performance improved slightly. The simulation improved student participation and interest in course content. 
	Faculty teaching MAR 4700 will evaluate simulation results over a composite 10 decision periods. Results were shared at assessment meetings in January 2009 and April 2009..  


(Continue objectives as needed.  Cells will expand to accommodate your text.)

PART TWO

Describe what your program’s assessment accomplishments since your last report was submitted.  Discuss ways in which you have responded to the CASA Director’s comments on last year’s report or simply describe what assessment work was initiated, continued, or completed.

The marketing faculty continued to implement assessment activities and compare results for the last two years.  

· The marketing terms / definitions exams were changed to measure concepts (subcategories: research, strategy, segmentation, consumer behavior, business-to-business, product, place, promotion and price). In hindsight, we realize the exam should be administered three times: at beginning of MAR 3500, at beginning of MAR 4700 and at end of MAR 4700. Each exam administration will be separated by at least 13 weeks, so learning from taking the test should not affect exam scores on a test-retest basis. We are developing an equivalent exam to eliminate any learning effect. Exam scores demonstrate that the addition of MAR 3550 to our curriculum is beneficial to student learning. Exam scores were significantly improved after students has completed MAR 3550.
· The rubric for assessment of students’ consumer analyses was continued and refined in MAR 3720 Consumer Behavior.
· The rubric previously developed for evaluating mini-cases in MAR 4700 was improved and refined.  Criteria defining “superior,” “satisfactory,” and “needs improvement” were developed to facilitate consistent assessment among faculty.  

· The marketing faculty met several times throughout the academic year to discuss issues relating to assessment.  At the end of the FA 08 semester and the end of SP 09 semester, the marketing faculty met to share assessment data and to discuss how the data would be used to improve instruction and learning. After three years of similar assessments results, the faculty decided to change the marketing curriculum. We have deleted Business-to-Business (MAR 3490) as a required course and added Retail Management (MAR 3780) as a required course. Assessment results indicated that students needed more conceptual and practical exercises on pricing and channels of distribution. Retail Management is more suitable to accomplish these learning goals. 
· Student performance in MAR 4700 has been enhanced by the addition of a new intermediate course MAR 3550. We feel the increase in the concepts exam average score for seniors is attributable to MAR 3550. Also, student participation and performance in other measurable activities (mini-cases and computer simulation) are improved.
· To better reinforcement student learning, the same textbook has been adopted in MAR 3550 and MAR 4700. Assignments are different for the two courses.

· No indirect measurement occurred this year.

PART THREE
Summarize changes and improvements in curriculum, instruction, and learning that have resulted from the implementation of your assessment program.  How have you used the data?  What have you learned?  In light of what you have learned through your assessment efforts this year and in past years, what are your plans for the future?  
This year marked the continuation of the marketing assessment plan developed following the IBHE program review.
· As mentioned previously, the addition of MAR 3550 as a required course in the major has improved student learning.

· After three years of similar assessments results, the faculty decided to change the marketing curriculum. We have deleted Business-to-Business (MAR 3490) as a required course and added Retail Management (MAR 3780) as a required course. Assessment results indicated that students needed more conceptual and practical exercises on pricing and channels of distribution. Retail Management is more suitable to accomplish these learning goals
· Unfortunately, some negative trends have been detected. Students in early morning classes significantly performed worse on assignments than classes later in the day. Much of the poor performance is due to lack of attendance, sleeping and lack of attention in class, and a general disinterest in learning.
· Additionally, students continued to plagiarize references and demonstrated lazy research skills, so the written term project was discontinued in MAR 4700 and a semester long computer simulation on strategic marketing was implemented. Students seem more receptive and “enjoy” the simulation. The simulation incorporates all course work in marketing and allows students to make practical decisions based on theory.
Appendix A

Assessment of Term Project in MAR 3720:  Consumer Behavior

	Areas
	Superior
	
	Satisfactory
	
	Needs

Improvement
	

	Logistics
	
	
	
	
	
	

	1. Cover pages follows required format
	27
	1
	1
	1
	
	

	2. Times New Roman; 1-inch margins; page numbers, etc.
	16
	7
	3
	4
	
	

	3. Understands what an executive summary is
	5
	8
	11
	6
	
	

	4. Quality of executive summary
	
	
	30
	
	
	

	5. Proper use of marketing terminology
	
	
	
	
	
	

	
	
	
	
	
	
	

	Part I:  Introduction
	
	
	
	
	
	

	1. Concise, no fluff, no analysis in this section
	20
	5
	4
	1
	
	

	2. States the objective of the consumer analysis using SMART rule (Specific, Measurable, Attainable, Relevant, and Time-bound)
	29
	1
	
	
	
	

	3. Proper use of marketing terminology
	
	
	29
	1
	
	

	
	
	
	
	
	
	

	Part II: Consumer Analysis
	
	
	
	
	
	

	Part IIA: Affect and Cognition
	
	
	
	
	
	

	1. Quality and conciseness of analysis
	1
	8
	15
	6
	
	

	2. Proper Multiattribute Model calculations in spreadsheet for both companies
	26
	1
	1
	1
	1
	

	3. Professional format of spreadsheets and summary Table
	6
	3
	16
	5
	
	

	4. Professional looking survey
	14
	8
	6
	1
	1
	

	5. Proper format for multiattribute model questions
	20
	5
	3
	1
	1
	

	6. Proper use of marketing terminology
	
	
	23
	4
	3
	


	Areas
	Superior
	
	Satisfactory
	
	Needs

Improvement
	

	Part IIB:  Behavior and Physical Environment
	
	
	
	
	
	

	1. Quality and conciseness of analysis, including proper discussion of each of the eight stages of the behavior sequence model for both companies
	7
	14
	7
	2
	
	

	2. Detailed attachment of strengths and weaknesses for both companies
	15
	9
	2
	2
	2
	

	3. Proper discussion of physical environment and conditioning embedded in behavior sequence model discussion as appropriate
	2
	2
	6
	4
	16
	

	4. Proper use of marketing terminology
	
	
	28
	2
	
	

	
	
	
	
	
	
	

	Part II C:  Social Environment
	
	
	
	
	
	

	1. Quality and conciseness of analysis, including culture, sub-culture, and reference group influences
	2
	5
	10
	13
	
	

	2. Proper use of marketing terminology
	
	
	25
	5
	
	

	
	
	
	
	
	
	

	Part III:  Summary of Consumer Analysis
	
	
	
	
	
	

	1. Quality and conciseness of analysis, including summary of key strengths and weaknesses of the primary companies current marketing strategy that will be improved upon in Part IV
	4
	10
	12
	4
	
	

	2. Proper use of marketing terminology
	
	
	30
	
	
	


	Areas
	Superior
	
	Satisfactory
	
	Needs

Improvement
	

	Part IV:  Marketing Proposal
	
	
	
	
	
	

	1. Quality and conciseness of Positioning recommendations, which follows from the consumer analysis in Parts III and IV
	18
	3
	3
	5
	1
	

	2. Quality and conciseness of Product recommendations, which follows from the consumer analysis in Parts III and IV
	2
	10
	14
	3
	1
	

	3. Quality and conciseness of Price recommendations, which follows from the consumer analysis in Parts III and IV
	7
	8
	12
	2
	1
	

	4. Quality and conciseness of Place recommendations, which follows from the consumer analysis in Parts III and IV
	2
	3
	17
	7
	1
	

	5. Quality and conciseness of Promotion recommendations, which follows from the consumer analysis in Parts III and IV
	8
	4
	14
	2
	2
	

	6. Proper use of marketing terminology
	
	
	30
	
	
	

	
	
	
	
	
	
	

	Part V:  Conclusion
	
	
	
	
	
	

	1. Quality and conciseness of Conclusion
	30
	
	
	
	
	

	2. Proper use of marketing terminology
	
	
	30
	
	
	

	
	
	
	
	
	
	


Assessment of Term Project in MAR 3720:  Consumer Behavior

	Areas
	Superior
	
	Satisfactory
	
	Needs

Improvement
	

	Logistics
	
	
	
	
	
	

	1. Cover pages follows required format
	29
	1
	1
	
	
	

	2. Times New Roman; 1-inch margins; page numbers, etc.
	21
	3
	1
	4
	2
	

	3. Understands what an executive summary is
	8
	5
	12
	5
	1
	

	4. Quality of executive summary
	3
	7
	14
	6
	1
	

	5. Proper use of marketing terminology
	
	
	29
	2
	
	

	
	
	
	
	
	
	

	Part I:  Introduction
	
	
	
	
	
	

	1. Concise, no fluff, no analysis in this section
	14
	6
	6
	4
	1
	

	2. States the objective of the consumer analysis using SMART rule (Specific, Measurable, Attainable, Relevant, and Time-bound)
	23
	2
	4
	2
	
	

	3. Proper use of marketing terminology
	1
	
	27
	3
	
	

	
	
	
	
	
	
	

	Part II: Consumer Analysis
	
	
	
	
	
	

	Part IIA: Affect and Cognition
	
	
	
	
	
	

	1. Quality and conciseness of analysis
	3
	4
	14
	9
	1
	

	2. Proper Multiattribute Model calculations in spreadsheet for both companies
	27
	
	1
	1
	2
	

	3. Professional format of spreadsheets and summary Table
	8
	13
	5
	5
	
	

	4. Professional looking survey
	14
	6
	7
	4
	
	

	5. Proper format for multiattribute model questions
	23
	2
	4
	2
	
	

	6. Proper use of marketing terminology
	
	
	21
	9
	1
	


	Areas
	Superior
	
	Satisfactory
	
	Needs

Improvement
	

	Part IIB:  Behavior and Physical Environment
	
	
	
	
	
	

	1. Quality and conciseness of analysis, including proper discussion of each of the eight stages of the behavior sequence model for both companies
	5
	10
	14
	2
	
	

	2. Detailed attachment of strengths and weaknesses for both companies
	20
	3
	3
	1
	4
	

	3. Proper discussion of physical environment and conditioning embedded in behavior sequence model discussion as appropriate
	
	4
	6
	8
	13
	

	4. Proper use of marketing terminology
	
	
	28
	3
	
	

	
	
	
	
	
	
	

	Part II C:  Social Environment
	
	
	
	
	
	

	1. Quality and conciseness of analysis, including culture, sub-culture, and reference group influences
	2
	5
	10
	12
	2
	

	2. Proper use of marketing terminology
	
	
	23
	7
	1
	

	
	
	
	
	
	
	

	Part III:  Summary of Consumer Analysis
	
	
	
	
	
	

	1. Quality and conciseness of analysis, including summary of key strengths and weaknesses of the primary companies current marketing strategy that will be improved upon in Part IV
	4
	3
	12
	11
	1
	

	2. Proper use of marketing terminology
	
	
	30
	1
	
	


	Areas
	Superior
	
	Satisfactory
	
	Needs

Improvement
	

	Part IV:  Marketing Proposal
	
	
	
	
	
	

	1. Quality and conciseness of Positioning recommendations, which follows from the consumer analysis in Parts III and IV
	12
	5
	6
	8
	
	

	2. Quality and conciseness of Product recommendations, which follows from the consumer analysis in Parts III and IV
	3
	9
	10
	8
	1
	

	3. Quality and conciseness of Price recommendations, which follows from the consumer analysis in Parts III and IV
	10
	3
	9
	7
	2
	

	4. Quality and conciseness of Place recommendations, which follows from the consumer analysis in Parts III and IV
	6
	4
	8
	12
	1
	

	5. Quality and conciseness of Promotion recommendations, which follows from the consumer analysis in Parts III and IV
	2
	5
	18
	6
	
	

	6. Proper use of marketing terminology
	
	1
	30
	
	
	

	
	
	
	
	
	
	

	Part V:  Conclusion
	
	
	
	
	
	

	1. Quality and conciseness of Conclusion
	31
	
	
	
	
	

	2. Proper use of marketing terminology
	
	
	31
	
	
	

	
	
	
	
	
	
	


Appendix B
Assessment of Marketing Seniors in Capstone Course  MAR 4700  Fall 2008+ Spring 2009

Students were assessed using 5 mini-cases, one each for situation analysis, product development and management, distribution channels, promotion strategy, pricing, and overall strategy.  Within each mini-case, a variety of competencies or abilities were assessed.  Students provided their individual written answers to the mini-cases in class with the aid of textbooks, but no group discussion was allowed.  Though overall numerical scores (grades) were assigned to each mini-case as a whole, the individual competencies or abilities assessed were assigned categorical ratings of “superior, satisfactory, and needs improvement.” Total number of students assessed was 70 (20 fall, 50 spring). Also, students competed on a group basis on a computer simulation that evaluated overall marketing.  The simulation proved to be quite beneficial in allowing students to practice their conceptual knowledge and receive feedback in the form of a profit and loss statement, market share analysis and consumer perceptual brand map(n=14 groups for the simulation). 

Assessment Results:

	
	
	
	
	
	Needs
	

	
	Superior
	%
	Satisfactory
	%
	Improvement
	%

	Situation Analysis: 
	
	
	
	
	
	

	Ability to:
	
	
	
	
	
	

	1.  identify target market by demographics
	15
	21%
	44
	 63 %
	11
	16%

	2.  identify target market by psychographics
	5
	  7%
	40
	 57%
	25
	36%

	3.  identify target market by benefits received
	5
	  7%
	36
	 54%
	27
	39%

	4.  segment overall market
	12
	17%
	50
	 71%
	 3
	11%

	5.  combine segments into a viable market
	12
	 17%
	40
	57%
	18
	26%

	6.  identify potential threats from uncontrollable variables
	40
	 57%
	20
	29%
	10
	14%

	7.  interpret market survey results (importance weights)
	45
	  64%
	20
	29%
	 5
	7%

	8.  interpret market survey results (competitor rankings)
	42
	  60%
	20
	29%
	8
	11%

	9.  calculate market demand potential using intention to buy
	na
	
	na
	
	Na
	

	
	
	
	
	
	
	

	
	
	
	
	
	Needs
	

	Product development and management:
	Superior
	%
	Satisfactory
	%
	Improvement
	%

	Ability to:
	
	
	
	
	
	

	1.  delineate economic benefits of product / service
	 8
	11%
	22
	31%
	40
	57%

	2.  delineate psychological benefits of product / service
	10
	14%
	30
	43%
	30
	43%

	3.  implement appropriate branding decisions
	15
	21%
	45
	64%
	10
	14%

	4.  understand product development process
	25
	36%
	35
	50%
	10
	14%

	5.  understand stages and normal competitive conditions of product life cycle
	25
	36%
	35
	50%
	10
	14%

	6.  understand buyer behavior process
	18
	26%
	32
	46%
	20
	29%

	
	
	
	
	
	
	

	
	
	
	
	
	Needs
	

	Physical distribution and logistics:
	Superior
	%
	Satisfactory
	%
	Improvement
	%

	Ability to:
	
	
	
	
	
	

	1. specify duties and responsibilities of manufacturers
	 5
	7%
	45
	64%
	20
	29%

	2. specify duties and responsibilities of wholesalers / distributors
	8
	11%
	32
	46%
	30
	43%

	3. specify duties and responsibilities of retailers
	15
	21%
	35
	50%
	20
	29%

	4. specify duties and responsibilities of independent agents
	5
	7%
	25
	36%
	40
	57%

	5. develop channels using combination of channel members to service customers
	12
	17%
	36
	51%
	22
	31%

	6. understand the concept of total cost approach in physical distribution
	18
	26%
	36
	51%
	16
	23%

	
	
	
	
	
	
	

	Promotion strategy:
	
	
	
	
	Needs
	

	Ability to:
	Superior
	%
	Satisfactory
	%
	Improvement
	%

	1.  understand importance of communicating information through coordinated promotional activities
	35
	50%
	25
	36%
	       10
	14%

	2.  identify and select appropriate advertising media and messages
	25
	36%
	34
	49%
	11
	16%

	3.  utilize appropriate publicity and public relations activities to influence public perceptions
	 5
	  7%
	45
	64%
	20
	29%

	4.  utilizes company sales force or independent agents to accomplish personal selling
	5
	  7%
	45
	64%
	20
	29%

	5.  determine the appropriate use of electronic and web based informational activities
	33
	47%
	33
	47%
	 4
	6%

	6.  develop criteria to evaluate the effectiveness of promotion 
	18
	26%
	44
	63%
	8
	11%

	
	
	
	
	
	
	

	
	
	
	
	
	Needs
	

	Pricing strategy:
	Superior
	%
	Satisfactory
	%
	Improvement
	%

	Ability to:
	
	
	
	
	
	

	1. calculate breakeven analysis
	22
	31%
	28
	40%
	20
	29%

	2. calculate stock turnover
	Na
	
	Na
	
	Na
	

	3. understand price structure using markup and allowances
	 5
	  7%
	35
	50%
	30
	43%

	4. select appropriate introductory pricing for a new product
	10
	14%
	35
	50%
	25
	36%

	5. understand value-in-use benefits to establish prices
	10
	14%
	30
	43%
	30
	43%

	6. temporarily adjust price using sales promotion tactics
	23
	33%
	33
	47%
	14
	20%

	
	
	
	
	
	
	

	
	
	
	
	
	Needs
	

	Coordinated marketing mix strategy: (n=14 groups)
	Superior
	%
	Satisfactory
	%
	Improvement
	%

	Ability to:
	
	
	
	
	
	

	1. identify competitive market trends
	 4
	28%
	 9
	64%
	1
	7%

	2. identify and develop competitive advantage for product / service
	6
	42%
	 7
	50%
	 1
	  7%

	3. develop marketing mix that emphasizes competitive advantage
	 6
	42%
	 7
	50%
	 1
	  7%

	4. implement a unified, harmonious marketing mix to gain profit and sales objectives
	 7
	50%
	 6
	42%
	 1
	  7%

	
	
	
	
	
	
	


Please complete a separate worksheet for each academic program (major, minor) at each level (undergraduate, graduate) in your department.  Worksheets are due to CASA this year by June 15, 2009.  Worksheets should be sent electronically to � HYPERLINK "mailto:kjsanders@eiu.edu" ��kjsanders@eiu.edu� and should also be submitted to your college dean.  For information about assessment or help with your assessment plans, visit the Assessment webpage at � HYPERLINK "http://www.eiu.edu/~assess/" ��http://www.eiu.edu/~assess/� or contact Karla Sanders in CASA at 581-6056.	





Bachelor of Science in Business


Major:  Marketing


n Marketing





Michael Boorom








