Assessment Report
July 1, 2003 – June 30, 2004
Department/Program/Major Assessed:  Marketing B.S. 

Chair: Paula M. Saunders, Ph.D.

Outcomes Assessed:

Outcome 1:  Retention of basic marketing terminology, concepts, and principles.
Outcome 2:  Relationships and marketing discussions and experiences with marketing majors from other colleges.

Outcome 3:  Classroom and extracurricular experiences with business professionals. 
Measures Employed:

Measure 1:  Examination of students in Marketing 492 capstone course. Survey includes questions related to basic knowledge of marketing terminology, concepts, and principles. It also includes questions related to basic business knowledge from required business courses and questions related to general knowledge of world events, people, etc.

Measure 2:  Faculty analysis of student needs in Marketing 492 related to standardized means for understanding the gaps in student preparation for completing marketing plans.
Measure 3:  Participation in the annual workshop of marketing students from colleges and universities in the Miami Valley area. This workshop is planned by marketing faculty from Sinclair College, University of Dayton, and Wright State University and includes invitations to students and faculty from several other area schools. A keynote speaker, workshops, trade booths, and a dinner are all included.

Measure 4:  Participation in the American Marketing Association local chapter or Dayton Advertising Club meetings.  Monthly meetings are held and students from the area universities receive a student rate for attending.  Students sign in as students when they attend the meetings, and sit with local business marketing people for lunch or dinner and listening to a speaker.
Measure 5:  Participation in the marketing club meetings in which speakers come to share their experiences and knowledge with the students.  Students sign in when they attend the meetings.
Measure 6:  Participation of businesses in speaking to classes and providing class projects. The department has developed forms to track speakers, class projects with businesses, and faculty consulting work.
Measure 7:  Participation of students as marketing interns to business.
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Findings:
Outcome 1:  


Examination:  Examinations to determine the retention of basic marketing terminology, principles, and concepts have been given to every student of each capstone course offered in this assessment year.  Students averaged 82% correct on the exam.  The range was from 70% to 100% correct. above 75% in.  As a result of the new assessment plan that has now been completed, it was decided to continue giving a comprehensive exam It will be specifically related to five learning outcomes (from questions developed by the Marketing department curriculum committee) and will be given at the beginning of Mkt. 492, the capstone course.  This test will count for 5% of the course grade, and a review sheet will be available for students.


Faculty Analysis:  This analysis consists of viewing the answers to the comprehensive exam regarding specific marketing plan components.  This year it appeared that the students were not significantly less prepared in any one area.  
Outcome 2:



Area Workshop:   Two weeks before this planned event, it was cancelled because of problems with the keynote speaker and two of the workshop presentations.


Marketing Association and Dayton Advertising Club:  Six students attended one Dayton Advertising Club meeting and an average of three students attended each American Marketing Association meeting. 
Outcome 3:



Marketing Club:  The marketing club had somewhat less attendance this year, primarily due to meeting time problems.  An average of twenty-four students participated in the marketing club meetings.  

Class Speakers and Projects:  There were 8 class projects and 10 speakers from business for the undergraduate marketing classes.

Interns:  The marketing department had 25 students participating in internships for credit during the year.  These included both paid and non-aid positions.
Timetable for Future Activities:

Program Recommendations:

1. Begin careful tracking of results on the new comprehensive examination to be given in Spring 2005. The initial goal is to have 80% of the students get 70% of the questions correct.
2. Continue to track participation in and develop specific incentives for encouraging student participation in the annual workshop and American Marketing Association and Dayton Advertising Club meetings.

3. Continue to track marketing club attendance by students and business participation in classes and develop strategies for increasing both.

Improvements:
1. A new comprehensive examination is being completed.
2. The Chair of the marketing dept. is participating in planning the third annual workshop and incentives for encouraging student participation.  
3. The department faculty is working on a plan for giving some credit for participation in the American Marketing Association meetings and the marketing club meetings. These activities will also become part of a required portfolio component that is being planned for marketing majors.

4. A list is being developed for classes of business speakers who are interested in speaking to classes.

5. The faculty member in charge of internships has made great strides in developing the program.  The department now has relationships with many businesses.  The new department website has already started receiving requests for interns from businesses. 
6. The new department Board of Advisors is working with the department to plan an effective portfolio program component that will aid students in retaining information from the basic courses as well as being better prepared to apply for an internship or career position.

7. Alumni surveys, student exit interviews and student focus group interviews are being planned for assessing the perceptions of students with regard to the preparation of the program provided them for the learning outcomes.

