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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.
	How:  

A 50-item, multiple choice exam on common marketing terms, 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 3490 (beginning FA 07, the junior level 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 SP 06.
	Junior level:  90% of the junior marketing students will score 70% or higher on the exam.  

Senior level:  90% of the senior marketing students will score 80% or higher on the exam.  
	A 34-item multiple choice exam was developed and administered in SP 06

2 sections of MAR 3490  and  in MAR 4700 in SP06.

Junior level: (2 sections of MAR 3490; n=58):  

· 77.5% of the students scored 70% or higher
· Mean = 25.7/34

Senior level: (2 sections of MAR 4700; n=48)

· 75% of students scored 80% or higher
· Mean ( 27
	Faculty teaching MAR 3490 and MAR 4700 were responsible for administration.  Results were shared at assessment meeting on May 8, 2006.  

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

Student assignments in two marketing major core courses will be evaluated using a faculty developed rubric. .

Where:

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

MAR 3490. Students will complete a written assignment related to organizational purchasing decisions on either a group or individual basis.

When:

Each semester, beginning SP 06
	Expectations will be established based on data collected AY 05-06.
	Students in MAR 3720 completed a term project on a group basis requiring consumer analysis (n=13 groups).  Responses were analyzed using rubric with 4 point scale (see Appendix A).
· More than 75% of the groups demonstrated satisfactory or superior performance in 20 of 30 categories of evaluation.
Students in MAR 3490 completed a group in-class exercise  requiring segmentation analysis of business customers (n= 15 groups). Responses were analyzed using a holistic rubric on 4 point scale (1=lowest;  4= highest) [see Appendix B.]
· Score = 1:  0

· Score = 2:  4

· Score  = 3: 4

· Score = 4:   7

· Mean = 3.2
	Faculty members teaching MAR 3720 and MAR 3490 wereresponsible for administration, development of rubric, and assessment.  Results were shared at assessment meeting on May 8, 2006.  

	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
	90% of the students will demonstrate superior or satisfactory analyses of the overall marketing strategy mini-cases.
	Students in MAR 4700 (n=48) completed written analyses of mini-cases. See Appendix C. Overall marketing strategy was assessed using 4 criteria.  Students achieved expectations on 2 of 4 criteria:  
· Criterion 1: 92% of students demonstrated superior or satisfactory analysis

· Criterion 2: 67% of students demonstrated superior or satisfactory analysis

· Criterion  3: 92% of students demonstrated superior or satisfactory analysis

· Criterion 4: 83% of students demonstrated superior or satisfactory analysis
	Faculty member teaching MAR 4700 was responsible for administration, development of rubric, and assessment.  Results were shared at assessment meeting on May 8, 2006.  

	4. Analyze, evaluate, and propose alternatives to a comprehensive marketing plan.
	How:

Written term project. 

Where:

MAR 4700.  Students will complete a written term project analyzing a company’s marketing strategy and proposing alternative marketing strategies.

When:

Each semester, beginning SP 06.
	Expectations will be established based on data collected AY 05-06.
	Not implemented in SP 06.
	


(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 made significant progress in assessment activities.  

· The marketing faculty developed an exam to assess students’ ability to use marketing terminology.

· A holistic rubric was developed for assessment of students’ ability to analyze market segmentation and was used in MAR 3490, Business to Business Marketing.  

· The first draft of a rubric for assessment of students’ consumer analyses was developed and used 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 SP 06 semester, the marketing faculty met to share assessment data and to discuss how the data would be used to improve instruction and learning.  Faculty are working more as a group and are becoming more skilled in rubric development and use.  Continued refinement of rubrics is needed so that consistent standards and expectations are used by different faculty.
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 implementation of the marketing assessment plan developed following the IBHE program review.  

· The faculty learned that greater emphasis must be placed on students’ developing and using appropriate marketing terminology. The results of the marketing terms exams were discussed and faculty agreed to focus on using and requiring use of shared terminology.

· Students generally appear to be capable of solving structured problems but are less competent in analyzing and developing strategies for unstructured problems.

· Students need to improve skills in application and analysis, particularly in interpreting numerical data.  All faculty agreed to include more quantitative problem solving in upper division courses.
· Channels of distribution and channel member functions need more emphasis in courses. Faculty agreed to include more discussion in principles, B2B and professional selling courses.

· Students seem to understand segmentation and target market analysis, but tend to be overly focused on their peer groups (youth market, college students). To develop more student understanding, faculty need to challenge them with examples / assignments dealing with other target segments (such as babies, baby boomers, global, B2B rather than consumer).

· Faculty agreed to encourage students to read and browse media concerning the business and world environment. 

· Students demonstrate excellent creative skills in developing presentations.

· Based on data gathered this year and next, the faculty will tweak the structure of MAR 3550 which will be added to the marketing core in FA 07.
Assessment of Term Project in MAR 3720:  Consumer Behavior

	Areas
	Superior
	Satisfactory
	Needs

Improvement
	

	Logistics
	
	
	
	

	1. Cover pages follows required format
	
	
	
	

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

	3. Understands what an executive summary is
	
	
	
	

	4. Quality of executive summary
	
	
	
	

	5. Proper use of marketing terminology
	
	
	
	

	
	
	
	
	

	Part I:  Introduction
	
	
	
	

	1. Concise, no fluff, no analysis in this section
	
	
	
	

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

	3. Proper use of marketing terminology
	
	
	
	

	
	
	
	
	

	Part II: Consumer Analysis
	
	
	
	

	Part IIA: Affect and Cognition
	
	
	
	

	1. Quality and conciseness of analysis
	
	
	
	

	2. Proper Multiattribute Model calculations in spreadsheet for both companies
	
	
	
	

	3. Professional format of spreadsheets and summary Table
	
	
	
	

	4. Professional looking survey
	
	
	
	

	5. Proper format for multiattribute model questions
	
	
	
	

	6. Proper use of marketing terminology
	
	
	
	


	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
	
	
	
	

	2. Detailed attachment of strengths and weaknesses for both companies
	
	
	
	

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

	5. Proper use of marketing terminology
	
	
	
	

	
	
	
	
	

	Part II C:  Social Environment
	
	
	
	

	1. Quality and conciseness of analysis, including culture, sub-culture, and reference group influences
	
	
	
	

	2. Proper use of marketing terminology
	
	
	
	

	
	
	
	
	

	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
	
	
	
	

	2. Proper use of marketing terminology
	
	
	
	


	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
	
	
	
	

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

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

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

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

	6. Proper use of marketing terminology
	
	
	
	

	
	
	
	
	

	Part V:  Conclusion
	
	
	
	

	1. Quality and conciseness of Conclusion
	
	
	
	

	2. Proper use of marketing terminology
	
	
	
	

	
	
	
	
	


MAR3490:  Business-to-Business Marketing, Spring 2006

	Assessment Criteria
	4 

	3

	2

	1


	Discussion of information needed to develop a segmentation plan.
	An excellent analysis demonstrates the following:

· Specifically identifies all relevant information needed; i.e.:

· Macro-dimensions of segmentation – size, location, usage rate, end market served 

· Micro-dimensions of segmentation – purchasing strategies, key criteria, importance of purchase, organizational innovativeness, key decision maker personal characteristics

· Clearly and specifically explains the basis for segment selection.

· Clearly and specifically explains how to implement a segmentation plan i.e.:

·  Develop an offering that meets needs of desired segment(s)

· Differentiate the offering from competitors

· Uses appropriate language/description to identify the information needed.

· Excludes all irrelevant information.
	A developed analysis demonstrates the following characteristics of an excellent analysis:

· Specifically identifies all relevant information needed; i.e.:

· Macro-dimensions of segmentation 

· Micro-dimensions of segmentation  

· Explains the basis for segment selection.

· Explains how to implement a segmentation plan

But demonstrates some of the following:

______Language/description identifying the information needed is inappropriate or unclear.

______Includes some irrelevant information.

______Does not clearly and specifically explain the basis for segment selection

______Does not clearly and specifically explain how to implement a segmentation plan.
	A developing analysis demonstrates some of the characteristics of a developing analysis but demonstrates some of the following:

· Specifically identifies all relevant information needed; i.e.:

· Macro-dimensions of segmentation 

· Micro-dimensions of segmentation 

But demonstrates some of the following:

______ Does not address the basis for segment selection.

______ Does not address how to implement a segmentation plan.

______Language/description identifying the information needed is inappropriate or unclear.

______Includes some irrelevant information.


	An unsatisfactory analysis demonstrates most of the following:

______Does not identify any relevant information needed.

______Language/description identifying the information needed is inappropriate or unclear.

______Includes some irrelevant information.

______Does not explain how the information will be used to make a recommendation.

	Other
	
	
	
	


Assessment of Marketing Seniors in Capstone Course  MAR 4700

Spring 06:  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.”  

Spring 05:  Students were assessed using 12 mini-cases.

	SP 05 n = 46             SP 06 n = 48
	Superior
	Satisfactory
	Needs Improvement 

	 
	 
	 
	 

	Situation Analysis 
	Performs at satisfactory level AND can generalize given factors to other environmental factors, see the big picture; e.g., patent dispute (legal) may also affect competitive area
	Able to identify and describe most environmental factors
	Does not recognize potential problems/opportunities from external environments, e.g. political, social, economic, competitive, etc

	1.  identify target market by demographics
	 
	 
	 

	2.  identify target market by psychographics
	 
	 
	 

	3.  identify target market by benefits received
	 
	 
	 

	4.  segment overall market
	 
	 
	 

	5.  combine segments into a viable market
	 
	 
	 

	6.  identify potential threats from uncontrollable variables
	 
	 
	 

	7.  interpret market survey results (importance weights)
	 
	 
	 

	8.  interpret market survey results (competitor rankings)
	 
	 
	 

	9.  calculate market demand potential using intention to buy
	 
	 
	 


	 
	Superior
	Satisfactory
	Needs Improvement 

	Product development and management:
	Performs at satisfactory level, AND integrates decisions with other 3 p’s and overall stratgey
	Able to discuss PLC, perceptual positioning, and assign appropriate principles
	Misuses or does not demonstrate knowledge of appropriate product principles, e.g., miscategorizes product, places in wrong PLC stage, etc.

	Ability to:
	 
	 
	 

	1.  delineate economic benefits of product / service
	 
	 
	 

	2.  delineate psychological benefits of product / service
	 
	 
	 

	3.  implement appropriate branding decisions
	 
	 
	 

	4.  understand product development process
	 
	 
	 

	5.  understand stages and normal competitive conditions of product life cycle
	 
	 
	 

	6.  understand buyer behavior process
	 
	 
	 


	 
	Superior
	Satisfactory
	Needs Improvement 

	Physical distribution and logistics
	Performs at satisfactory level, AND provides justification / explanation of channel member functions; may also perceive need for multiple channels; suggests other possible combinations of channel members
	Able to diagram / describe channel structure, and explains most functions of channel members
	Unable to delineate correct channel structure or functions of intermediaries 

	Ability to:
	 
	 
	 

	1.  specify duties and responsibilities of manufacturers
	 
	 
	 

	2.  specify duties and responsibilities of wholesalers / distributors
	 
	 
	 

	3.  specify duties and responsibilities of retailers
	 
	 
	 

	4.  specify duties and responsibilities of independent agents
	 
	 
	 

	5.  develop channels using combination of channel members to service customers
	 
	 
	 

	6.  understand the concept of total cost approach in physical distribution
	 
	 
	 

	 
	Superior
	Satisfactory
	Needs Improvement 

	Promotion Strategy
	Performs at satisfactory level, AND fits promotion to meet budgetary constraints; establishes criteria to measure effectiveness based sales and communications goals)
	Able to construct promotional strategy encompassing multiple promotional functions
	Concentrates on one promotional function (ignoring other functions), cannot establish criteria to assess promotional effectiveness; e.g., MTV advertising only, ignores other media; uses only push tactics and ignores pull tactics

	Ability to:
	 
	 
	 

	1.  understand importance of communicating information through coordinated promotional activities
	 
	 
	 

	2.  identify and select appropriate advertising media and messages
	 
	 
	 

	3.  utilize appropriate publicity and public relations activities to influence public perceptions
	 
	 
	 

	4.  utilizes company sales force or independent agents to accomplish personal selling
	 
	 
	 

	5.  determine the appropriate use of electronic and web based informational activities
	 
	 
	 

	6.  develop criteria to evaluate the effectiveness of promotion 
	 
	 
	 


	 
	Superior
	Satisfactory
	Needs Improvement 

	Pricing strategy:
	Makes appropriate price decisions, AND relates to other 3 p’s and future market reactions and probable situations, e.g. skimming and penetration possibiliies
	Makes appropriate price decisions
	Attempts to compete on lowest price only; offers overly generous concessions and discounts; fails to understand price elasticity of demand and PLC concepts

	Ability to:
	 
	 
	 

	1.      calculate breakeven analysis
	 
	 
	 

	2.      calculate stock turnover
	 
	 
	 

	3.      understand price structure using markup and allowances
	 
	 
	 

	4.      select appropriate introductory pricing for a new product
	 
	 
	 

	5.      understand value-in-use benefits to establish prices
	 
	 
	 

	6.      temporarily adjust price using sales promotion tactics
	 
	 
	 

	 
	Superior
	Satisfactory
	Needs Improvement 

	Coordinated marketing mix strategy:
	 
	 
	 

	Ability to:
	 
	 
	 

	1.      identify competitive market trends
	 
	 
	 

	2.      identify and develop competitive advantage for product / service
	 
	 
	 

	3.      develop marketing mix that emphasizes competitive advantage
	 
	 
	 

	4.      implement a unified, harmonious marketing mix to gain profit and sales objectives
	 
	 
	 


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, 2006.  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.	
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