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PART ONE:

	What are the learning objectives?
	How, where, and when are they assessed? Committee/person responsible?
	What are the expectations?
	What are the results?
	How will/have the results be used? Committee/ person responsible?

	1. Upon completing their programs, marketing majors should be able to use marketing terminology and concepts appropriately in marketing decision making.
	Since 2000-01 common test questions had been used in the final exam for BUS 3470 and in MAR 4700 (capstone course).  However, the marketing faculty decided to suspend the comprehensive final exam for BUS 3470 because of the difficulties discussed in the 2002 Assessment Report.  In addition, the faculty believed that BUS 3470 was not the appropriate place for such an exam because the course is a core course, required of all business majors not just marketing majors.  Therefore, the faculty developed a new course, MAR 3550, which will be required of marketing majors and serve as an "introductory" marketing course for the major.  Terminology and concepts as well as students' ability to use those terms and concepts in decision making will be assessed in that course.  The course is currently at the CAA level and will be offered for the first time during the Spring 2004 semester.  Dr. Sid Dudley continues to administer the exam in the capstone course, MAR 4700.
	The average scores for these questions on the exams in MAR 3550 will be 60% or better.  The students will retain this knowledge in MAR 4700.
	Because MAR 3550 has not been scheduled until next year, there are no results from that class.  Data from MAR 4700 has not been shared with the marketing faculty, except anecdotally.
	Assessment activities within the major have indicated that our methods for assessing this learning objective have not been appropriate.  Thus, we are making significant changes for next year.  MAR 3550 will be a more appropriate venue for assessing this objective.  In addition, MAR 4700 will be taught by another faculty member next year.  We hope that this will allow the data from that course to be more accessible.

	2.  Upon completing their programs, marketing majors should be able to identify, analyze, and evaluate market segments.
	Students are required to complete profiles for a consumer target market and for an organizational target market as a course assignment in Buyer Behavior (MAR 3720).  Dr. Nancy Marlow has the responsibility for coordinating this assignment.  In addition, there are two items on the senior survey that address the ability to develop profiles of market segments.
	Please see the attached grading rubric for this assignment.  In addition it is expected that the average response to the senior survey questions in this area will be 6 or higher (7 point scale).
	The marketing faculty have continued to refine this assignment so that the students have a better understanding of what is expected of them.  A sampling of projects completed during the 2002-03 academic year indicated that the average score was 89%.  The responses to the senior surveys for spring 2003 were 6.69 (consumer profiles) and 6.38 (business and organizational profiles).
	The profiles are graded by the faculty teaching the course.  Samples of assignments from all levels will be shared with the members of the marketing faculty to determine if changes need to be made to the content taught in MAR 3720, the learning goals, and/or the assignment.  Because the classes continue to be large and the grading of this project becomes quite cumbersome, this project continues to be a group project.

	3.  Upon completing their programs, marketing majors should be able to recognize the integrated relationships among the components of a marketing system.
	This goal is addressed with a question on the senior survey.  In addition projects in each course assist in the development of a student's ability to integrate the components of marketing.  All professors turn in an evaluation of their projects in terms of strengths, weaknesses, and overall success of the project.
	It is expected that 80% of the graduating seniors will respond to this item on the Senior Survey with a 6 or better (7-point scale).
	Results from Fall 2002 senior surveys indicate that the average response was 6.50 with a standard deviation of 0.63.  Individually, faculty have changed their project requirements in response to their individual evaluations of those projects.  For example, the project in International Marketing was changed in response to student and faculty assessment.
	The results from the senior survey have improved from a mean of 5.64 (fall 2000) to 6.50 (fall 2002).  The faculty believe that one reason for this is the change in the marketing program instituted in Fall 2001.  In addition, faculty continue to review their projects to ascertain their relevance and thoroughness in meeting this objective.

	4.  Upon completing their programs, marketing majors should be able to develop a comprehensive marketing plan.
	One of the requirements for the capstone course is the preparation of a comprehensive marketing plan.  Dr. Sid Dudley was responsible for this course.  Focus groups, led by a graduate assistant, were implemented spring 2003 to determine progress and satisfaction with the program.
	It is expected that 80% of the graduating marketing majors will be able to prepare a plan that is at least minimally competent (grade of C or better).  Focus groups will help the faculty to understand specific areas of deficiency and competency from the students' viewpoint.
	Information about the marketing plans was not available.  Focus group feedback indicated that the marketing students were pleased with their education at EIU.  However, they felt there was some redundancy in the coursework and projects.  They would like to see more sections and more classes offered.
	Anecdotal data and information from the focus groups have led to some changes in teaching assignments for marketing faculty for the 2003-04 academic year.


(Continue objectives as needed.)

PART TWO:  Summarize changes and improvements in curriculum, instruction, and learning that have resulted from the implementation of your assessment program.  While this section should focus on the current academic year, some departments may find it useful to discuss trends in longitudinal data.
Since the implementation of our assessment program we have made several changes and improvements in curriculum, instruction, and learning.  Faculty members continue to change and adapt their projects after reviewing and sharing the strengths and weaknesses of those projects.  Especially, the Consumer Behavior project has been improved every semester.  Results of prior curriculum changes will not be seen until AY 2003-04 at the earliest.  Other curriculum changes will take longer for the results to be noted.  The faculty are especially excited about the introduction of MAR 3550, Marketing as a Profession.  Assessment activities within the marketing discipline indicated the need for a course to begin the preparation of the marketing professional.  In addition, the marketing literature, recent graduates, and the School of Business Advisory Board have expounded on the need for an increase in professionalism in marketing education. l This course will allow students to apply the knowledge gained from the Principles of Marketing course as a marketing professional would.  The faculty hope that the addition of a new faculty member during AY 2003-04 and the change in teaching assignments will continue to improve the marketing program.  Jane Wayland presented a proposal for assessing BUS 3470.  This would involve creating or rewriting a case that students could read prior to coming to the final exam.  Multiple exam questions would then ask students to identify the following concepts based on the information in the case:

 1. Identify the target market

 2. Identify which PLC stage the product may be in (or industry competing in)

 3. Identify the current promotion mix.

 4. Identify the different channels that the case suggests

 5. Identify the major pricing strategy currently being used.

 6. Identify the ethical dilemma facing management.

 7. Suggest an alternative promotion strategy.

 8. Suggest an alternative pricing strategy.

 9. Identify how marketing served the company in the case.

She will continue to work on this proposal.
Please complete a separate worksheet for each academic program (major, minor) at each level (undergraduate, graduate) in your department.  Worksheets are due to CASA annually by July 1.  Worksheets should be sent electronically to � HYPERLINK "mailto:cskjs@eiu.edu" ��cskjs@eiu.edu�.  For departments undergoing the IBHE program review, this worksheet should be submitted in fulfillment of the requirements for the learning assessment portion of the statewide review.  For information about assessment, visit the Assessment webpage at � HYPERLINK "http://www.eiu.edu/~assess/" ��http://www.eiu.edu/~assess/�.	
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