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July 1, 2004 - June 30, 2005

PROGRAM(S) ASSESSED ___Department of Marketing_____________

ASSESSMENT COORDINATOR ____Dr. Paula Saunders____________

YEAR __1________ of a ____5______YEAR CYCLE
1. ASSESSMENT MEASURES EMPLOYED



Briefly describe the assessment measures employed during the 
year.

· What was done?
The Marketing Department Assessment Plan was completed in Spring 2004 and revisions were completed by Fall 2004. It is an appropriate plan for both NCA and AACSB accreditation and is used to complete an assessment every year for WSU to be turned in during December.

Most of the work done during the 2004-2005 assessment year involved developing, refining and testing the measures described in the Assessment Plan. 

1.  During Summer 2004 a course-learning outcome matrix was completed). This grid matches the learning outcomes to the required marketing major courses and indicates the level of learning desired. (See attached Course Matrix - it is currently being reviewed for changes)

2.  During Fall 2004 and Winter 2005, the department curriculum committee developed the Exit Interview and the Comprehensive Exam and developed guidelines for the Teaching Portfolio. (The Exit Interview and Comprehensive Exam are available upon request.  See attached Teaching Portfolio Guidelines)
3.  The first test of the Exit Interview and the Comprehensive Exam was given to students during Spring 2005.

· Who participated in the process?
The Marketing Department Curriculum Committee is made up of the entire marketing department faculty since it is a small faculty of eight.  

Faculty members teaching any of the six required courses matched the learning objectives to the courses for the Course Matrix and also indicated the intended level of learning. (This included six of the eight faculty members, all except the Chair and the Lecturer)
An individual faculty member developed a draft of the Exit Interview and all faculty members worked on refining it through four revisions, three before the test and one since the spring test.

The six faculty members teaching the six required courses contributed questions for a database of comprehensive questions for the Comprehensive Exam.  They also selected several questions to be included in every exam for comparisons.   

· What challenges (if any) were encountered?
The first challenge is that faculty members of marketing departments are trained in marketing research and, thus, are very aware of statistical measurements and the required validity and reliability. Without doubt, the biggest problem is that in order for these measures to be reliable, they must be developed carefully and tested and refined. This takes time, and until the department feels that the instruments are reliable, a measurement with baseline results will not be available.  We can report results, but if the instrument is not valid, we have no faith in the results.

The second challenge is related to the first. Because these instruments are being given to relatively small classes, it is difficult to judge reliability.

The last challenge is that developing, implementing and analyzing assessment measures and results is time-consuming and can not be done quickly, both because of other faculty priorities and the timing of the classes. 

2.  ASSESSMENT FINDINGS



List the objectives and outcomes assessed during the year, and 
briefly describe the findings for each.
All of the objectives and learning outcomes of the marketing major program were assessed with the exit interview and comprehensive exam.

Objectives:

Graduates of the Marketing Major program will be prepared to:

1.  hold entry-level professional positions in business or nonprofit organizations

2.  enter an MBA or other graduate business program

3.  make significant contributions to marketing decision-making in both domestic and global organizations.

Learning Outcomes:

Students will be able to:

1.  suggest appropriate marketing research for marketing problems and interpret marketing research results.

2.  describe the internal and external influences on marketing.

3.  provide examples of consumers influenced by multiple cultures and explain how the resulting consumer behavior affects marketing decisions.

4.  suggest appropriate marketing strategies and tactics for both domestic and global business situations.

5.  explain strategic planning and develop a marketing plan for an organization.

Exit Interview:

The Exit Interview is designed to survey the perceptions of the student with regard to the preparation that the program provided them for the learning outcomes.  Specific questions are related to specific learning outcomes.
The results of the exit interview given in Spring 2005 were clearly not reliable, and it was clear that the survey format was too long. It was abbreviated for the fall test. At this point, we hope to have a good final interview form for spring 2006.
Comprehensive Integration Exam:

The Comprehensive Integration Exam is an objective instrument designed to describe the actual student performance related to the outcomes.

The results of the comprehensive exam given in Spring 2005:

The exam was given to 48 graduating seniors in the marketing capstone course.  Only 56% of the seniors received a 70% or better score on the exam.  Our assessment plan indicated that a desirable goal was 80% or more receiving a 70% or better score. Also, the outcome category scores were also calculated. Following were the results:  Consumer Behavior 71.4995; International Marketing 44.39875; Marketing Research 83.8420833; Marketing Strategy 64.0555 and General Business 92.12916667.
3.  PROGRAM IMPROVEMENTS



List planned or actual changes (if any) to curriculum, teaching 
methods, facilities, or services that are in response to the 
assessment findings.
Exit Interview:

As indicated, the Exit Interview still needs to be revised; however, after analysis of the Fall 2005 test, we are confident that we can make changes that will result in a reliable indicator of the perceptions of students. 

Comprehensive Exam:


The initial scores were disappointing; however, in analyzing the results of both the spring and fall exams, it was discovered that the questions had been developed from the related courses, rather than from the outcomes (the same kinds of scores were found after the Fall 2005 test).  The department is now revising the questions and hopes to have a good final comprehensive exam for spring 2006.

The scores for the outcome categories are very interesting and somewhat puzzling, but we are reserving judgment until the new questions are tested. Also, the General Business category results will be separated from the total scores since these are not specifically related to the outcomes.
4.  ASSESSMENT PLAN COMPLIANCE



Explain deviations from the plan (if any).
1.  Although it was planned that the teaching portfolios would be completed and reviewed using a criterion-based evidence scale in spring of 2005, this did not occur. The scale was not developed until Fall 2005, primarily because of time devoted to the exit interview and the comprehensive exam.  The analysis of the teaching portfolio measurement for Fall 2005 will be completed in winter 2006.  (See attached Teaching Portfolio Guidelines and scale)
5.  NEW ASSESSMENT DEVELOPMENTS


Describe developments (if any) regarding assessment measures, 
communication, faculty or staff involvement, benchmarking, or other 
assessment variables.

The student focus group and the alumni survey are scheduled for spring 2006 along with the exit interview and comprehensive exam in spring and fall. Teaching portfolios will be analyzed each quarter.

It is expected that the exit interview will be fine for spring 2006.  However, it is not certain that a reliable comprehensive exam can be developed.  There are standardized marketing exams; however, these are costly. If there is no confidence in the exam, an embedded measurement will probably be developed as a replacement. 
Although not part of the Assessment Plan, the department did participate in other assessment measures:

1.  Business Advisory Board:  One of the topics discussed with the Marketing department business advisory board was curriculum, and one of the board’s recommendations was implemented.  This was a deletion of an e-commerce course and the revision of a marketing research course.
2.  Student Advisory Board:  In a discussion with the marketing department student advisory board, the board recommended that faculty review the courses offered for electives for the purpose of combining or eliminating.  This review is being conducted. 
3.  Internships:  One of the goals of the department has been to increase internships. This has been very successful and more internships are now available because businesses that have had our interns have been very pleased and are requesting them on an ongoing basis. The total internships for 2003-2004 year were 27.  The total for 2004-2005 were 40. 
4.  Portfolios:  A portfolio assignment is given in every major course. These are put together in a portfolio which is turned in for a grade in the capstone course. The major goal of these assignments is to provide the students with a portfolio of assignments to take with them in job interviews.  The department will soon start evaluating samples to see if they are fulfilling the learning outcomes and how they can be improved.
Department of Marketing

Objectives – Courses Matrix
	U/G Marketing Program Learning Outcomes
	MKT 300
	MKT 303
	MKT 421
	MKT 451
	MKT 452
	MKT 492
	Comments

	1.  Students will have the ability to suggest appropriate marketing research and interpret marketing research results


	
	
	
	
	
	
	

	a.  Describe the methods of research commonly used in marketing


	    A
	    A
	
	    B
	
	    A
	

	b.  Explain the role of research in marketing planning and decision making
	    A
	    A
	    A
	    A


	    A
	    A
	

	c.  Select appropriate research methods


	    A
	
	
	    B
	
	    A
	

	d.  Evaluate research results


	    A
	
	
	    C
	
	    A
	

	2  Students will be able to understand the internal and external influences on marketing


	

	a.  Analyze and interpret customer, competitive, and market data influencing marketing decisions


	    A
	    A
	    A
	    
	    B
	    C
	

	b.  Analyze and interpret internal data influencing marketing decisions


	    A
	
	
	
	    A
	    C
	

	c.  Analyze and interpret global, ethical, legal/regulatory, socio-economic, political and environmental data influencing marketing decisions
	    A
	    A
	    C
	
	    B
	    C
	

	3.  Students will be able to understand consumer behavior and how it affects marketing decisions


	

	a.  Personal, societal, and situational influences on consumer behavior


	    A
	    C
	
	
	
	    A
	

	b. The consumer decision-making process


	    A
	    C
	
	
	
	    A
	

	c. Variations of consumer behavior patterns across markets and products


	    A
	    C
	    B
	
	    A
	    A
	

	
	
	
	
	
	
	
	

	U/G Marketing Program Learning Outcomes
	MKT 300
	MKT 303
	MKT 421
	MKT 451
	MKT 452
	MKT 492
	Comments

	4.  Students will be able to suggest appropriate marketing strategies and tactics for business solutions


	

	a.  Describe major product, pricing, promotion, distribution, segmentation, and positioning strategies and tactics


	    A
	
	    B
	
	    C
	    B
	

	b.  Explain the major concepts of marketing


	    A
	    A
	
	
	
	    B
	

	c.  Explain the ethical framework of marketing decision-making
	    A
	
	    B


	    A


	    B
	    A
	

	5.   Students will be able to understand strategic planning and develop a marketing plan for an organization


	

	a.  Identify marketing problems


	    A
	
	    A
	
	    B
	    C
	

	b.  Identify research needs


	    A
	
	    A
	    A
	    A
	    C
	

	c.  Develop alternative solutions


	    A
	
	
	
	    B
	    C
	

	d. Identify resource requirements (human, time, financial, etc.)


	    A
	
	    A
	
	    A


	    C
	

	e.  Describe steps for implementing a marketing plan


	    A
	
	    A
	
	    B
	    C
	


MKT 300 – Principles of Marketing

MKT 303 – Consumer Behavior

MKT 421 – International Marketing

MKT 451 – Marketing Research

MKT 452 – Marketing Strategy

MKT 492 – Senior Projects In Marketing

A – Requiring the skill levels of knowledge and basic comprehension

B – Requiring the skill levels of knowledge, comprehension, and basic application and basic analysis

C – Requiring all six skill levels of knowledge, comprehension, application, analysis, synthesis and evaluation
Department of Marketing

The Raj Soin College of Business

Wright State University

Guidelines for the Teaching Portfolio
General Instructions:

At the end of every quarter, faculty should add to their teaching portfolios for the courses they taught during that quarter.  This information will be kept in the marketing department office and available for administration, faculty and NCA and AACSB accreditation teams.  

Teaching Portfolio information MUST be available for all courses that are required for marketing majors, including Mkt. 300, 303, 421, 451, 452, and 492. These are a part of the department Assessment Plan.
If the material for a course is the same as already in the teaching portfolio for previous quarters, it should not be duplicated (except for syllabi).  However, new examples of student work should be included.

Teaching Portfolios should include:

1.  Syllabus (for every quarter taught even if the course was not changed)
2.  Directions regarding any oral and writing assignments and projects.  Also, any information regarding the evaluation of the assignments
3.  Description of Student Portfolio Assignment
4.  Examples of student work with names deleted
5.  Copies of material handed out in class
6.  Exams (in lieu of copies of exams in the portfolio, the faculty member can have the exam available when requested)
Teaching Portfolios

Criterion-Based Evidence Scale

Mkt. 300 – Principles of Marketing

Outcomes Criteria*


Evidence



+√-

	1a.  Describe the methods of research commonly used in mktg.
	Assigned Text or Readings in Syllabus

Papers, Projects, Portfolio Assign.
Assessment (Exams, etc.)
	A

	 b.  Explain the role of research in mktg. planning and decision-making
	Assigned Text or Readings in Syllabus

Papers, Projects, Portfolio Assign.
Assessment (Exams, etc.)
	A

	 c.  Select appropriate research 
       methods
	Assigned Text or Readings in Syllabus

Papers, Projects, Portfolio Assign.
Assessment (Exams, etc.)
	A

	  d.  Evaluate research results
	Assigned Text or Readings in Syllabus

Papers, Projects, Portfolio Assign.
Assessment (Exams, etc.)
	A

	2a.  Analyze and interpret customer, competitive, and market data influencing marketing decisions
	Assigned Text or Readings in Syllabus

Papers, Projects, Portfolio Assign.
Assessment (Exams, etc.)
	A

	 b.  Analyze and interpret internal data influencing marketing decisions
	Assigned Text or Readings in Syllabus

Papers, Projects, Portfolio Assign.
Assessment (Exams, etc.)
	A

	 c.  Analyze and interpret global, ethical, legal/regulatory, socio-economic, political and environmental data influencing marketing decisions
	Assigned Text or Readings in Syllabus

Papers, Projects, Portfolio Assign.
Assessment (Exams, etc.)
	A

	3a  3a.  Personal, societal, and situational influences on consumer behavior
	Assigned Text or Readings in Syllabus

Papers, Projects, Portfolio Assign.
Assessment (Exams, etc.)
	A

	  b. The consumer decision-making 
      process
	Assigned Text or Readings in Syllabus

Papers, Projects, Portfolio Assign.
Assessment (Exams, etc.)
	A

	  c. Variations of consumer behavior patterns across markets and products
	Assigned Text or Readings in Syllabus

Papers, Projects, Portfolio Assign.
Assessment (Exams, etc.)
	A

	4a  4a.  Describe major product, pricing, promotion, distribution, segmentation, and positioning strategies and tactics
	Assigned Text or Readings in Syllabus

Papers, Projects, Portfolio Assign.
Assessment (Exams, etc.)
	A

	 b.  Explain the major concepts of 
      marketing
	Assigned Text or Readings in Syllabus

Papers, Projects, Portfolio Assign.
Assessment (Exams, etc.)
	A

	 c.  Explain the ethical framework of marketing decision-making
	Assigned Text or Readings in Syllabus

Papers, Projects, Portfolio Assign.
Assessment (Exams, etc.)
	A

	5a.  Identify marketing problems
	Assigned Text or Readings in Syllabus

Papers, Projects, Portfolio Assign.
Assessment (Exams, etc.)
	A

	  b. Identify research needs
	Assigned Text or Readings in Syllabus

Papers, Projects, Portfolio Assign.
Assessment (Exams, etc.)
	A

	  c.  Develop alternative solutions
	Assigned Text or Readings in Syllabus

Papers, Projects, Portfolio Assign.
Assessment (Exams, etc.)
	A

	  d.  Identify resource requirements (human, time, financial, etc.)
	Assigned Text or Readings in Syllabus

Papers, Projects, Portfolio Assign.
Assessment (Exams, etc.)
	A

	  e.  Describe steps for implementing a marketing plan
	Assigned Text or Readings in Syllabus

Papers, Projects, Portfolio Assign.
Assessment (Exams, etc.)
	A


* A –  Requiring the skill levels of knowledge and basic 
comprehension

   B – Requiring the skill levels of knowledge, comprehension, and basic application and basic analysis

   C – Requiring all six skills levels of knowledge, comprehension, application, analysis, synthesis and evaluation
Mkt. 303 – Consumer Behavior

Outcomes Criteria*


Evidence



+√-

	1a  1a. Describe the methods of research commonly used in mktg.
	Assigned Text or Readings in Syllabus

Papers, Projects, Portfolio Assign.
Assessment (Exams, etc.)
	A

	  b. Explain the role of research in mktg. planning and decision-making
	Assigned Text or Readings in Syllabus

Papers, Projects, Portfolio Assign.
Assessment (Exams, etc.)
	A


	2a. Analyze and interpret customer, competitive, and market data influencing marketing decisions
	Assigned Text or Readings in Syllabus

Papers, Projects, Portfolio Assign.
Assessment (Exams, etc.)
	A

	 c. Analyze and interpret global,   ethical, legal/regulatory, socio-economic, political and environmental data influencing marketing decisions
	Assigned Text or Readings in Syllabus

Papers, Projects, Portfolio Assign.
Assessment (Exams, etc.)
	A

	3a.  Personal, societal, and situational influences on consumer behavior
	Assigned Text or Readings in Syllabus

Papers, Projects, Portfolio Assign.
Assessment (Exams, etc.)
	C

	 b.  The consumer decision-making 
       process
	Assigned Text or Readings in Syllabus

Papers, Projects, Portfolio Assign.
Assessment (Exams, etc.)
	C

	 c.  Variations of consumer behavior patterns across markets and products
	Assigned Text or Readings in Syllabus

Papers, Projects, Portfolio Assign.
Assessment (Exams, etc.)
	C

	4b. Explain the major concepts of
      marketing
	Assigned Text or Readings in Syllabus

Papers, Projects, Portfolio Assign.
Assessment (Exams, etc.)
	A


Mkt. 421 – International Marketing

Outcomes Criteria*


Evidence



+√-

	1b 1b.  Explain the role of research in mktg. planning and decision-making
	Assigned Text or Readings in Syllabus

Papers, Projects, Portfolio Assign.
Assessment (Exams, etc.)
	A

	2a.  Analyze and interpret customer, competitive, and market data influencing marketing decisions
	Assigned Text or Readings in Syllabus

Papers, Projects, Portfolio Assign.
Assessment (Exams, etc.)
	A

	2c.  Analyze and interpret global, ethical, legal/regulatory, socio-economic, political and environmental data influencing marketing decisions
	Assigned Text or Readings in Syllabus

Papers, Projects, Portfolio Assign.
Assessment (Exams, etc.)
	C

	3c. 3c.  Variations of consumer behavior patterns across markets and products
	Assigned Text or Readings in Syllabus

Papers, Projects, Portfolio Assign.
Assessment (Exams, etc.)
	B

	4a. Describe major product, pricing, promotion, distribution, segmentation, and positioning strategies and tactics
	Assigned Text or Readings in Syllabus

Papers, Projects, Portfolio Assign.
Assessment (Exams, etc.)
	B

	  c   c.   Explain the ethical framework of marketing decision-making
	Assigned Text or Readings in Syllabus

Papers, Projects, Portfolio Assign.
Assessment (Exams, etc.)
	B

	5a.  Identify marketing problems
	Assigned Text or Readings in Syllabus

Papers, Projects, Portfolio Assign.
Assessment (Exams, etc.)
	A

	  b.  Identify research needs
	Assigned Text or Readings in Syllabus

Papers, Projects, Portfolio Assign.
Assessment (Exams, etc.)
	A

	  d    d.  Identify resource requirements (human, time, financial, etc.)
	Assigned Text or Readings in Syllabus

Papers, Projects, Portfolio Assign.
Assessment (Exams, etc.)
	A

	  e.  Describe steps for implementing a marketing plan
	Assigned Text or Readings in Syllabus

Papers, Projects, Portfolio Assign.
Assessment (Exams, etc.)
	A



Mkt. 451 – Marketing Research

Outcomes Criteria*


Evidence



+√-

	1a. Describe the methods of research commonly used in mktg.
	Assigned Text or Readings in Syllabus

Papers, Projects, Portfolio Assign.
Assessment (Exams, etc.)
	B

	  b. Explain the role of research in mktg. planning and decision-making
	Assigned Text or Readings in Syllabus

Papers, Projects, Portfolio Assign.
Assessment (Exams, etc.)
	A


	 c.  Select appropriate research 
      methods
	Assigned Text or Readings in Syllabus

Papers, Projects, Portfolio Assign.
Assessment (Exams, etc.)
	B

	 d.  Evaluate research results
	Assigned Text or Readings in Syllabus

Papers, Projects, Portfolio Assign.
Assessment (Exams, etc.)
	C

	4    4c. Explain the ethical framework of marketing decision-making
	Assigned Text or Readings in Syllabus

Papers, Projects, Portfolio Assign.
Assessment (Exams, etc.)
	A

	 5b. Identify research needs
	Assigned Text or Readings in Syllabus

Papers, Projects, Portfolio Assign.
Assessment (Exams, etc.)
	A


Mkt. 452 – Marketing Strategy

Outcomes Criteria*


Evidence



+√-

	1b 1b.  Explain the role of research in mktg. planning and decision-making
	Assigned Text or Readings in Syllabus

Papers, Projects, Portfolio Assign.
Assessment (Exams, etc.)
	A

	2a 2a.   Analyze and interpret customer, competitive, and market data influencing marketing decisions
	Assigned Text or Readings in Syllabus

Papers, Projects, Portfolio Assign.
Assessment (Exams, etc.)
	B

	 b.  Analyze and interpret internal data  influencing marketing decisions
	Assigned Text or Readings in Syllabus

Papers, Projects, Portfolio Assign.
Assessment (Exams, etc.)
	A

	 c.  Analyze and interpret global, ethical, legal/regulatory, socio-economic, political and environmental data influencing marketing decisions
	Assigned Text or Readings in Syllabus

Papers, Projects, Portfolio Assign.
Assessment (Exams, etc.)
	B

	3c  3c.  Variations of consumer behavior patterns across markets and products
	Assigned Text or Readings in Syllabus

Papers, Projects, Portfolio Assign.
Assessment (Exams, etc.)
	A

	4a.  Describe major product, pricing, promotion, distribution, segmentation, and positioning strategies and tactics
	Assigned Text or Readings in Syllabus

Papers, Projects, Portfolio Assign.
Assessment (Exams, etc.)
	C

	  C   c.  Explain the ethical framework of marketing decision-making
	Assigned Text or Readings in Syllabus

Papers, Projects, Portfolio Assign.
Assessment (Exams, etc.)
	B

	5a.  Identify marketing problems
	Assigned Text or Readings in Syllabus

Papers, Projects, Portfolio Assign.
Assessment (Exams, etc.)
	B

	  b.  Identify research needs
	Assigned Text or Readings in Syllabus

Papers, Projects, Portfolio Assign.
Assessment (Exams, etc.)
	A

	 c.  Develop alternative solutions
	Assigned Text or Readings in Syllabus

Papers, Projects, Portfolio Assign.
Assessment (Exams, etc.)
	B

	  d   d.   Identify resource requirements (human, time, financial, etc.)
	Assigned Text or Readings in Syllabus

Papers, Projects, Portfolio Assign.
Assessment (Exams, etc.)
	A

	 e.  Describe steps for implementing a marketing plan
	Assigned Text or Readings in Syllabus

Papers, Projects, Portfolio Assign.
Assessment (Exams, etc.)
	B


Mkt. 492 – Senior Projects in Marketing

Outcomes Criteria*


Evidence



+√-

	1a.  Describe the methods of research commonly used in mktg.
	Assigned Text or Readings in Syllabus

Papers, Projects, Portfolio Assign.
Assessment (Exams, etc.)
	A

	  b.  Explain the role of research in mktg. planning and decision-making
	Assigned Text or Readings in Syllabus

Papers, Projects, Portfolio Assign.
Assessment (Exams, etc.)
	A

	  c.  Select appropriate research 
       methods
	Assigned Text or Readings in Syllabus

Papers, Projects, Portfolio Assign.
Assessment (Exams, etc.)
	A

	  d.  Evaluate research results
	Assigned Text or Readings in Syllabus

Papers, Projects, Portfolio Assign.
Assessment (Exams, etc.)
	A

	2a.  Analyze and interpret customer, competitive, and market data influencing marketing decisions
	Assigned Text or Readings in Syllabus

Papers, Projects, Portfolio Assign.
Assessment (Exams, etc.)
	C

	  b.  Analyze and interpret internal data influencing marketing decisions
	Assigned Text or Readings in Syllabus

Papers, Projects, Portfolio Assign.
Assessment (Exams, etc.)
	C

	  c.  Analyze and interpret global, ethical, legal/regulatory, socio-economic, political and environmental data influencing marketing decisions
	Assigned Text or Readings in Syllabus

Papers, Projects, Portfolio Assign.
Assessment (Exams, etc.)
	C

	3a.  Personal, societal, and situational influences on consumer behavior
	Assigned Text or Readings in Syllabus

Papers, Projects, Portfolio Assign.
Assessment (Exams, etc.)
	A

	  b.  The consumer decision-making 
       process
	Assigned Text or Readings in Syllabus

Papers, Projects, Portfolio Assign.
Assessment (Exams, etc.)
	A

	  c.  Variations of consumer behavior patterns across markets and products
	Assigned Text or Readings in Syllabus

Papers, Projects, Portfolio Assign.
Assessment (Exams, etc.)
	A

	4a.  Describe major product, pricing, promotion, distribution, segmentation, and positioning strategies and tactics
	Assigned Text or Readings in Syllabus

Papers, Projects, Portfolio Assign.
Assessment (Exams, etc.)
	B

	  b.  Explain the major concepts of
       marketing
	Assigned Text or Readings in Syllabus

Papers, Projects, Portfolio Assign.
Assessment (Exams, etc.)
	B

	  c.  Explain the ethical framework of marketing decision-making
	Assigned Text or Readings in Syllabus

Papers, Projects, Portfolio Assign.
Assessment (Exams, etc.)
	A

	5a.   Identify marketing problems
	Assigned Text or Readings in Syllabus

Papers, Projects, Portfolio Assign.
Assessment (Exams, etc.)
	C

	  b.  Identify research needs
	Assigned Text or Readings in Syllabus

Papers, Projects, Portfolio Assign.
Assessment (Exams, etc.)
	C

	  c.   Develop alternative solutions
	Assigned Text or Readings in Syllabus

Papers, Projects, Portfolio Assign.
Assessment (Exams, etc.)
	C

	  d.  Identify resource requirements (human, time, financial, etc.)
	Assigned Text or Readings in Syllabus

Papers, Projects, Portfolio Assign.
Assessment (Exams, etc.)
	C

	        e.  Describe steps for implementing    marketing plan
	Assigned Text or Readings in Syllabus

Papers, Projects, Portfolio Assign.
Assessment (Exams, etc.)
	C
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