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Marketing and Management Department 

Assurance of Learning Report 2009 – 2010 
Prepared by:
Prof. Gilbert M. Brookins, Department Head

Prof Deborah Kelly, Management Major Coordinator

Dr. Adam Nguyen, Marketing Major Coordinator

June 2010
        This report details the Assurance of Learning activities of the Marketing and Management Department for majors in Marketing, and Management, during the 2009-2010 academic year.   

Included you will find:

1. Status of New and Continuing Course, and Program Recommendations
2. Assurance of Learning  2009-2010 Academic year  

      Specific Departmental Recommendations --
Table 1

3. Marketing Major Report--Nguyen

a. Learning Objectives: Marketing Concentration

b. Marketing Concentration Learning Goals: (Revised 2/9/09)

c. Academic Assessment Plan and Report
d. Marketing Concentration Alignment Grid
e. Course Coordinator Reports for Marketing Courses
4. Management Major Report—Kelly

a. Assurance of Learning Plan and Report 2009-201- Academic Year

b. Management Major Alignment Grid

c. Management Rubrics
1. Problem Solving and Social Consideration

2. Oral Presentation

3. Writing


d. Course Coordinator Reports for Management Courses

5.  Individual and Course Coordinator Reports—Electives

Each major report offers insight into the achievement of learning objectives at the course and major level.   The major coordinator, using course coordinator reports, has summarized key observations and interpretations of results, outcomes and changes to be implemented at the course level, pre-requisite and upper-level course implications, and recommended modifications to course guides.   Each major coordinator has reflected on the assessment process and provided recommendations for improvement.  
Status of Recommendations from prior Assurance of Learning Reports 
Participation

Recommendation:  Department Head will send a list of course coordinators to the department, including adjuncts, at the beginning of each semester.  Course coordinators will contact adjunct(s) towards the end of each semester providing adjuncts with an assessment reminder and due date.  

Status: Department Head sent emails to course coordinators reminding them to contact adjunct faculty.  Department Head also sent an email to adjunct faculty reminding them about assessment reports.  The adjunct faculty have generally been able to provide assessment data in a timely fashion, although the change in format for this year resulted in some inconsistencies within courses.  These inconsistencies will work themselves out as the new format is well-institutionalized.

Major (Concentration) Specific Meetings
Recommendation: Concentration coordinators will schedule a concentration specific learning assurance meeting towards the end of the summer.  Concentration coordinators and department head will meet beforehand to discuss content and goals.

Status:  During the past several summers, and throughout the fall and Spring semesters, meetings were held at the Department level, as well as at the major level with Marketing Faculty and Management Faculty.  Meeting minutes were made available to all members of the department.

Program Level Assessment

Recommendation: Discuss the observations and recommendations made by faculty teaching MKMG-211, MKMG-212, and BUDV-450 at Major (concentration specific) assessment meetings.  Department Head will provide all members of the department with copies of course coordinator reports to review before concentration specific meetings.

Status: MKMG-211 and BUDV-450 were discussed at the Management Concentration meeting, whereas MKMG-212 and BUDV-450 were discussed at the Marketing Concentration meeting.  Due to the shortened time frame this year for report preparation and additional meetings requirements at the School of Business leave, course coordinator reports were not made available to all faculty, but there were faculty prepared to discuss the outcomes of these courses present at each meeting.

Management  Major (Concentration) 

.

1. Students should be either juniors or seniors to take MKMG 339 Leadership in Organizations.

Status:  Management faculty continued to discuss this issue during the 2009-2010 year.  The move to a Management major v. prior concentration  has delayed a specific policy determination, although the meeting with consideration of the new concentration learning goals and alignment grid.

2. A continuing issue is a concern about  allowing only sophomores and above to take MKMG 211 Organization and Management.  The majority of faculty felt that MKMG 211 would be acceptable to be taken by freshmen.  It was determined that  MKMG 211 instructors should meet to discuss this issue and make a recommendation to the Department Chair.

Status:  Management faculty continues to discuss this issue. No changes in current practice are being made at this time.  This issue will be addressed in light of the new major learning goals and alignment grid.

Marketing Major (Concentration) 

1. The faculty who teach in the individual majors ( concentrations)  should continue to meet and review their impressions of the students’ mastery of the objectives listed on the concentration summaries. Additionally, identify the courses in which mastery of learning objectives is achieved.

Status: With the changes to the program learning goals and the newly completed alignment grid, we will need to discuss where mastery of each is achieved.  The Marketing faculty made significant progress during the summer 2009 meeting by identifying, and incorporating many aspects of Bloom’s taxonomy throughout the major courses to determine mastery of various learning objectives at appropriate levels and times.
2. Faculty are urged to engage in a discussion of learning outcomes and learning objectives. It is expected that we will continue to refine the wording to articulate the learning outcomes with precision in order to achieve and measure the intended outcomes.

Status: Most of the Department has been actively engaged in continuing to refine the assessment process, including the development/ adaptation  of course specific rubrics.
3. Similarly, we should review and refine the marketing concentration learning outcomes, if needed.

Status: This process continued throughout the academic year and we have newly defined learning goals in place.  We will continue to review, discuss, and modify as needed.

4. Discuss strategies to educate students on the expected learning outcomes from a graduate with marketing concentration.

Status: Continuing

Assessment Process
Recommendation: Revise the course summary document, providing columns for “N” and “%”
Status: Done by the department.  However, our summary forms have been replaced with forms from the Learning Assurance Committee.  All forms received from the Learning Assurance Committee, including a sample report, have been emailed to faculty and placed on the H drive in the Assessment subdirectory.
Curriculum, Instruction, Evaluation, and Other issues


1.  One of the products of the Assessment reporting process is an analysis of the 
data in the Results section (See Results column---Assessment Summary and 
Course filings).  The following table attempts to categorize this data into four (4) 
broad 
areas:  Curriculum, Instruction, Evaluation, and Other.  While many of 
the concerns and recommendations might well fit into more that one category, the 
purpose is to compile systematically the recommendations of the entire 
Department in one place.  (See Table 1).  


Status:  The various issues as identified in the Table 1 are continuously being 
addressed at the instructor and course level.  See the Results section of individual 
course summaries for more information on specific categories
Concerns and Recommendations- 2008-2009
Table 1
	Curriculum
	Instruction
	Evaluation
	Other

	Revise learning Objectives—various courses
	Add simulations
	Expand/Review use of School of Business rubrics
	Continue to review class size issues and impact

	Greater use of the Marketing Plan
	Review and Revise Pedagogical Strategies
	Review Oral presentation and written case guidelines
	Student Motivation

	Reviews or Changes in Texts
	Increase discussion of Franciscan Values
	Evolve rubrics for learning objectives
	Code of Conduct and Academic Integrity Issues

	Revise Marketing Plan Assignments
	Increase use of oral presentation assignments
	Re-Evaluate Assessment Measures
	Increase business executives presence 

	Add Financial Analysis Assignments
	Review Revise Team Presentation opportunities
	Revise Case Analysis guidelines
	

	More Emphasis on Validity and Reliability Issues
	Address deficiencies on Quantitative and analytic skills and their application 
	Increase use of re-writes where appropriate
	

	Review Topic Sequencing
	Expand practice on analytic methods
	Review weighting of assigned case papers
	

	Develop/expand Analytic methodology
	
	
	


2. Although not directly related to Assessment and Assurance of Learning another major change the Department addressed during the 2009-2010 academic 
year related to the June 2009 approval by the State Education Department of the School of Business’ proposed change to separate majors in Marketing and Management.  During the year, the Department addressed a number of issues relating to this change, including, but not limited to separate departments, phase in/out of new, current majors, student advisement, and official program announcement.

Status:  As a result of the approval of separate majors, replacing the previous 
“Marketing and Management” major with a concentration in either Marketing or 
Management, all students were advised of the change.  Freshmen must select a 
specific major, and all other students may select a major, or be awarded upon 
successful completion of all requirements as outlined in the catalog under which 
they entered, the degree of BS in Marketing and Management.  This policy is 
consistent with all related policies as determined by the Department Head, the 
Registrar, and the Office of the Vice President for Academic Affairs.

Current Student advisement will reinforce for all new and continuing students the 
options available to them.  The change in program was announced through the 
Admissions Department, their online program information, through email to all 
current students in the Department, and through an article in the School of 
Business Spring bulletin, entitled “The Good Divide”.


No decision had been made concerning separate departments for Marketing, and 
Management but discussions continue.  It is expected that the topic will be 
revisited in the Fall 2010 semester.
We continue to make progress in our learning assurance efforts and recognize the importance of assessment is improving our pedagogy, our classes, and the major degree programs.  
It was generally agreed that the Department is complying with, or exceeding,  all assessment requirements.  The Department’s commitment to the Assurance of Learning process and products at the Course and Major level is continuing to be implemented.  The new procedures have generally improved the overall consistency of reporting, although there have been some bumps in the road in incorporating the LAC reporting forms, which no doubt will be smoothed out in subsequent reporting periods.  Marketing and Management students are meeting, or exceeding, course and major goals in most cases.  

The Department continues its discussion of the development of appropriate rubrics in conjunction with the School of Business Curriculum Committee and the Learning Assurance Committee.  The faculty of both majors continue to evaluate when, and how the Assessment data will be used, and at what level, i.e., individual instructor, course, or Department.   Meetings of Marketing faculty, and Management faculty, continue to take place and are expected to be expanded in an effort to provide opportunities for collaborative discussion of feedback, curriculum and instruction issues, and Assessment and evaluation, particularly related to the concept and measurement of Mastery of learning objectives.
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Marketing and Management Department
Marketing Major
Assessment of Learning Outcomes Report 2009-2010
Adam Nguyen
Marketing Major Coordinator

	Assessment Plan and Report for the Marketing Major

	 

	Administrator: Gil Brookins, Adam Nguyen
	Date Report Submitted:  

	 
	 
	 
	 
	 
	 
	 
	 

	Assessment Plan
	Assessment Report

	Course Objectives
	Assessment Procedures
	Assessment  Results
	Use of Results

	(Reviewed 2009)
	(Rubrics Attached)
	 
	 
	 
	 
	 
	 
	n
	=
	37
	 
	 
	 
	 

	 
	For all objectives:
	 
	 
	 
	Exceeded: 
	n = 
	 
	/
	0%
	 
	 

	
	Exceed:
	90
	-
	100%
	 
	Met:
	n = 
	
	/
	0%
	
	

	
	Meet:
	70
	-
	90%
	 
	Didn't meet:
	n = 
	
	/
	0%
	
	

	
	Doesn't meet:
	69
	%
	or less
	 
	 
	

	
	
	
	
	
	
	 
	0%
	[
	0
	]
	of students scored at least 
	70%
	

	
	80%
	of students scoring at least 
	70%
	Does/Does not meet expectations
	 
	

	1. Conduct marketing analyses
	Measure 1: Written Marketing Plan
Method: Take- home assignment:   Each student writes a marketing plan for a brand of his/her firm in MarkStrat simulation. This is an integrative assignment that serves learning goals 1 to 4. Students demonstrate ability in: 1/ conducting marketing analysis (LO1), and on that basis, 2/formulating marketing strategy (LO2), 3/ specifying R&D programs and budget required to implement the proposed strategy(LO3), and 4/ evaluate past outcomes and project future outcomes (LO4).
Sampling: Each student registered in MKMG435
When: Spring 2010 semester
Assessor: instructor teaching MKMG435 
Metric: Performance levels on the Situation Analysis part of  the assignment 
Incentive: 10% of course grade
Goal: 80% meets or exceed expectations

Measure 2: Oral assessment 
Method: Board meetings:  The management team discusses their marketing strategy with the Board of Directors (Instructor). Each team member proposes the decisions in his/her area of responsibility, provides rationale for the proposed decisions, and responds to questions from the Board. This is an integrative assignment that serves learning goals 1 and 2. 
Sampling: Each student registered in MKMG435
When: Fall 2010 semester
Assessor: instructor teaching MKMG435 
Metric: Performance levels in 4 Board meetings
Incentive: 5% of course grade
Goal: 80% meets or exceed expectations
	Exceeded: 
	n = 
	7
	/
	19%
	 
	The marketing plan assignment was  beneficial in helping students to meet this objective and will be continued in future semesters. During the course each student wrote three brand marketing plans (individual assignments) and one firm marketing plan (team assignment). This is the result of the third brand marketing plan paper (individual assginment). As they went through  extensive practices, most students made significant improvements. 

	
	
	Met:
	n = 
	27
	/
	73%
	
	

	
	
	Didn't meet:
	n = 
	3
	/
	8%
	
	

	
	
	 
	

	
	
	92%
	[
	34
	]
	of students scored at least 
	70%
	

	
	
	Does/Does not meet expectations
	 
	

	2. Formulate marketing strategies
	Measure 1: Written Marketing Plan

Method: Take- home marketing plan assignment (see description in  learning goal 1 above): 
Sampling: Each student registered in MKMG435
When: Spring 2010 semester
Assessor: instructor teaching MKMG435 
Metric: Performance levels on the Marketing Strategy part of  the assignment 
Incentive: 10% of course grade
Goal: 80% meets or exceed expectations

Measure 2: Oral assessment 
Method: Board meetings (See learning goal 1 above)  
Sampling: Each student registered in MKMG435
When: Fall 2010 semester
Assessor: instructor teaching MKMG435 
Metric: Performance levels in 4 Board meetings
Incentive: 5% of course grade
Goal: 80% meets or exceed expectations
	Exceeded: 
	n = 
	7
	/
	19%
	 
	The marketing plan assignment was  beneficial in helping students to meet this objective and will be continued in future semesters. During the course each student wrote three brand marketing plans (individual assignments) and one firm marketing plan (team assignment). This is the result of the third brand marketing plan paper (individual assignment). As they went through  extensive practices, most students made significant improvements. 

	
	
	Met:
	n = 
	27
	/
	73%
	
	

	
	
	Didn't meet:
	n = 
	3
	/
	8%
	
	

	
	
	 
	

	
	
	92%
	[
	34
	]
	of students scored at least 
	70%
	

	
	
	Does/Does not meet expectations
	 
	

	3. Implement marketing strategies 
	Measure: Written Marketing Plan
Method: Take- home assignment (See learning goal 1 above)  : 
Sampling: Each student registered in MKMG435
When: Fall 2010 semester
Assessor: instructor teaching MKMG435 
Metric: Performance levels on the Implementation Programs part of  the assignment
Incentive: 10% of course grade
Goal: 80% meets or exceed expectations
	Exceeded: 
	n = 
	 
	/
	0%
	 
	 

	
	
	Met:
	n = 
	
	/
	0%
	
	

	
	
	Didn't meet:
	n = 
	
	/
	0%
	
	

	
	
	 
	

	
	
	0%
	[
	0
	]
	of students scored at least 
	70%
	

	
	
	Does/Does not meet expectations
	 
	

	4. Evaluate and improve marketing strategies
	Measure: Written Marketing Plan
Method: Take- home assignment (See learning goal 1 above)  : 
Sampling: Each student registered in MKMG435
When: Spring 2010 semester
Assessor: instructor teaching MKMG435 
Metric: Performance levels on the Performance Outcomes, Objectives, and Financial Projections part of  the assignment
Incentive: 10% of course grade
Goal: 80% meets or exceed expectations
	Exceeded: 
	n = 
	7
	/
	19%
	 
	The marketing plan assignment was  beneficial in helping students to meet this objective and will be continued in future semesters. During the course each student wrote three brand marketing plans (individual assignments) and one firm marketing plan (team assignment). This is the result of the third brand marketing plan paper (individual assignment). As they went through  extensive practices, most students made significant improvements. Additionally, one-on -one tutoring on financial analysis and projections  helped the weaker students. By the end of the course, some students were still unable to use the numbers to evaluate the outcomes of strategies and project future outcomes.  Plan to have more hands on practices on financial projections  in future semesters. 

	
	
	Met:
	n = 
	24
	/
	65%
	
	

	
	
	Didn't meet:
	n = 
	6
	/
	16%
	
	

	
	
	 
	

	
	
	84%
	[
	31
	]
	of students scored at least 
	70%
	

	
	
	Does/Does not meet expectations
	 
	

	5A: Critical and creative thinking 
	Measure: Poster Project
Method: Take- home assignment: Advertising Poster Project
Sampling: Each student registered in MKMG324
When: the Fall 2010 semester
Assessor: instructor teaching MKMG324
Metric: Performance levels on the rubric
Incentive: 13% of course grade
Goal: 80% meets or exceed expectations
	Exceeded: 
	n = 
	 
	/
	0%
	 
	 

	
	
	Met:
	n = 
	
	/
	0%
	
	

	
	
	Didn't meet:
	n = 
	
	/
	0%
	
	

	
	
	 
	

	
	
	0%
	[
	0
	]
	of students scored at least 
	70%
	

	
	
	Does/Does not meet expectations
	 
	

	5B: Written communication 
	Measure: Written Project
Method: Take- home Marketing Research Project : 
Sampling: Each student registered in MKMG336
When: Fall 2010 semester
Assessor: instructor teaching MKMG336
Metric: Performance levels on the rubric
Incentive: 10% of course grade
Goal: 80% meets or exceed expectations
	Exceeded: 
	n = 
	 
	/
	0%
	 
	 

	
	
	Met:
	n = 
	
	/
	0%
	
	

	
	
	Didn't meet:
	n = 
	
	/
	0%
	
	

	
	
	 
	

	
	
	0%
	[
	0
	]
	of students scored at least 
	70%
	

	
	
	Does/Does not meet expectations
	 
	

	5B:Oral communication
(will be assessed during 2010/2011)
	Measure: Oral Assessment
Method: Oral presentation of team Marketing Research Project: each member of the team contributes a specific portion of the final oral presentation of the Project. Each member of the team is evaluated individually and gets individual feedback on his/her part of the presentation.   
Sampling: Each student registered in MKMG336
When: Fall 2010 semester
Assessor: instructor teaching MKMG336
Metric: Performance levels on the common rubric ( prepared by the LGPG committee)
Incentive: 10% of course grade
Goal: 80% meets or exceed expectations
	Exceeded: 
	n = 
	 
	/
	0%
	 
	 

	
	
	Met:
	n = 
	
	/
	0%
	
	

	
	
	Didn't meet:
	n = 
	
	/
	0%
	
	

	
	
	 
	

	
	
	0%
	[
	0
	]
	of students scored at least 
	70%
	

	
	
	Does/Does not meet expectations
	 
	

	5C: Teamwork
	Measure: Multiple measures are used.  
Method: The final project is used to measure overall team effectiveness; peer review is collected to measure individual contribution and performance; and instructor based measures are used to measure both individual, small group, and team performance.  These multiple measures are administered throughout the semester and consist of both quantitative and qualitative approaches to evaluation of learning.
Sampling: Each student registered in MKMG336
When: Fall 2010 semester
Assessor: instructor teaching MKMG336
Metric: Performance levels on the School of Business rubric
Incentive: 10% of course grade
Goal: 80% meets or exceed expectations
	Exceeded: 
	n = 
	 
	/
	0%
	 
	 

	
	
	Met:
	n = 
	
	/
	0%
	
	

	
	
	Didn't meet:
	n = 
	
	/
	0%
	
	

	
	
	 
	

	
	
	0%
	[
	0
	]
	of students scored at least 
	70%
	

	
	
	Does/Does not meet expectations
	 
	

	6. Apply marketing learning in ethical and socially responsible manner 
	Measure: Exams
Method: Two exams (selected questions)
Sampling: Each student registered in MKMG334
When: Fall 2010 semester
Assessor: instructor teaching MKMG334
Metric: Performance levels in relevant part of  the exams
Incentive: 10% of course grade
Goal: 80% meets or exceed expectations
	Exceeded: 
	n = 
	 
	/
	0%
	 
	 

	
	
	Met:
	n = 
	
	/
	0%
	
	

	
	
	Didn't meet:
	n = 
	
	/
	0%
	
	

	
	
	 
	

	
	
	0%
	[
	0
	]
	of students scored at least 
	70%
	

	
	
	Does/Does not meet expectations
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Marketing and Management Department

Marketing and Management Mission Statement

The Marketing and Management Department offers two majors– Marketing or Management – that prepare students for business careers and graduate studies.  The Department provides a challenging and supportive learning environment, emphasizes Franciscan values, and teaches students to make informed business decisions that are reflective, compassionate, and morally sound. 
Marketing Major Learning Goals (revised 2/9/09)
In order to accomplish these objectives, it will be necessary for students to demonstrate the application of knowledge and skills learned in the business core curriculum.  Students must be able to demonstrate that they can integrate material from marketing and core courses (like QB, economics, finance, and accounting) into the analytical and decision-making processes.  Attainment of the above objectives will be dependent on the demonstrated ability to accomplish such an integrated approach.  In addition to the School of Business Learning Goals, each student with a Marketing Major will attain the following outcomes:

1. Conduct marketing analyses. 

In support of this objective, students will be able to: 

A.  analyze customer needs, wants, and preferences, determining the impact that these have on marketing strategy. 

B. analyze competitors, collaborators in the marketing system, and the technological, socio-cultural, economic, political, and global context surrounding the organization. 

C. evaluate the organization’s strengths and weaknesses and its current marketing strategy. 

D. demonstrate ability to collect and interpret data relevant for the above analyses. 

2. Formulate marketing strategies.

In support of this objective, students will be able to:

A. determine and apply factors that impact decisions regarding product, price, distribution, and communication strategies.

B. segment a market, select the target market, and develop a competitive value proposition (positioning) for the target market. 
C. formulate integrated marketing strategies in support of the competitive value proposition, as demonstrated by the ability to prepare a marketing plan.

D. anticipate the financial outcomes of marketing strategies.

3. Implement marketing strategies.

In support of this objective, students will be able to:

A. explain and utilize techniques and processes that can be used to gain cross functional support for implementing marketing strategies. 

B. implement marketing strategy in an effective and profitable manner.

4. Evaluate and improve marketing strategies.

In support of this objective, students will be able to:

A. explain and utilize techniques and processes that can be used to monitor, control, and reformulate strategic execution and performance.

5. Demonstrate the leadership skills relevant for the marketing profession, including 
A. critical and creative thinking,
B. written and oral communication,
C. teamwork.
6. Apply marketing learning in ethical and socially responsible manner.   

In support of this objective, students will be able to:

A. identify and evaluate the ethical implications of decisions, and to incorporate ethical reasoning into the decision making process.

B. identify and evaluate the social implications of decisions, and to incorporate social responsibility into the decision making process.

BS in Marketing and Management

Marketing Concentration – Alignment Grid

	
	Learning Goal 1
	Learning Goal 2
	Learning Goal 3
	Learning Goal 4
	Learning Goal 5
	Learning Goal 6

	MKMG-113

Business Communications


	
	
	
	
	1-5
	

	MKMG-212

Marketing


	2
	3,4,5
	1
	5
	6
	7

	MKMG-324

Consumer Behavior


	2
	1,3,4
	
	
	6,7
	5

	MKMG-330

Business to Business


	1,2
	3,4,6
	5
	
	7
	8

	MKMG-334

Sales Management


	2
	3-7
	1,9
	9
	9
	

	MKMG-336

Research Methods
	2-10
	1,3
	
	1
	5,10
	8,9,10

	MKMG-435

Marketing and Management
	1,2
	3-7
	8
	1,6,7
	9
	10
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Marketing and Management Department
Management Major

Assessment of Learning Outcomes Report 2009-2010
Deborah Kelly
Management Major Coordinator

	Management Major

Assurance of Learning Plan and Report
2009-2010 (revised 6-1-2010)

	Submitted:  Deborah Kelly

	Administrator:  Melinda Costello

	Mission:  The Marketing and Management Department offers two concentrations – Marketing or Management – that prepare students for business careers and graduate studies.  The Department provides a challenging and supportive learning environment, emphasizes Franciscan values, and teaches students to make informed business decisions that are reflective, compassionate, and morally sound.

	Stakeholder involvement in the following:     Mission    x  Learning goals        Assessment procedures    Curricular changes

	Assessment Plan
	Assessment Report

	Major/Program Learning Goals
(Revised 4-2010)
	Assessment Procedures

	Assessment Results
	Use of Results

	1. Problem Solving

Solve organizational problems and achieve organizational goals by applying management theory, managing change, integrating knowledge from multiple disciplines, and conducting independent research.

(being assessed in 2009-2010 and 2010-2011)
	Method:  Student proposals will be evaluated using the standard rubric for problem solving

Sampling:  Each student registered in MKMG425 at the end of the semester

When:  Final Exam 

Assessor:  Instructor teaching section of MKMG425

Metric:  Performance on standard rubric

Incentive:  Approximately 10% of course grade

Goal:  At least 80% of students meet or exceed standards (Exceeds Standards:  90% or above; Meets Standards:  70% - 90%; Does not meet Standards:  less than 70%)


	97% (69 of 71 students in 3 sections) met or exceeded this Program Learning Goal in AY2009-2010.
	Students had multiple opportunities to solve organizational problems: in-class discussions, work with actual organization, final organizational scenario. Multiple opportunities to practice were critical to the development of this skill.




	2. Communication

Use written and oral communication skills to inform, influence, motivate, and counsel organizational members, customers, and other stakeholders.

(being assessed in 2009-2010 and 2010-2011)
	Written Communication

Method:  Multi-page written argument (e.g.: compare and contrast) paper using a variety of sources
Sampling:  Each student registered in MKMG332

When:  Toward the end of each semester

Assessor:  Instructor teaching MKMG332

Metric:  Performance on standard rubric

Incentive:  10% of course grade

Goal:  At least 80% of students meet or exceed standards (Exceeds Standards:  90% or above; Meets Standards:  70% - 90%; Does not meet Standards:  less than 70%)

Oral Communication

Method: In-class case analysis and presentation.  
Sampling:  Each student registered in MKMG336

When:  Toward the end of each semester

Assessor:  Instructor teaching MKMG336

Metric:  Performance on standard rubric Incentive:  5-10% of course grade

Goal:  At least 80% of students meet or exceed standards (Exceeds Standards:  90% or above; Meets Standards:  70% - 90%; Does not meet Standards:  less than 70%)


	89% (118 of 132 students in 4 sections) met or exceeded this Program Learning Goal in AY2009-2010.

89% (125 of 141 students) met or exceeded this Program Learning Goal in AY2009-2010.
	More emphasis (teaching and reinforcement) in the following areas is needed:  references/citations (research is often not cited at all); punctuation and sentence structure (many incomplete or run on sentences); resources are rarely assessed critically; paragraph structure needs more work.
- The team research study  was extremely beneficial in helping students achieve this learning objective and will be continued in subsequent semesters.

- Developing online surveys using Qualtrics and similar packages, downloading the results and performing analysis provided students with the opportunity to integrate all skills/knowledge related to this objective.

- Consider alternate presentation formats for Fall/Spring classes

- Consider additional class presentation by student teams.

- Expand use of class participation rubric

	3. Teamwork and Leadership

Apply the appropriate leadership approach in a given setting and circumstance.  Demonstrate team member skills that move diverse groups to successful solutions.

(to be assessed in 2010-2011)
	Teamwork

Method: Students working together on a group project will be observed and assessed individually

Sampling:  Each student registered in MKMG329 at the end of the semester
When:  Toward the end of each semester
Assessor:  Instructor teaching section of MKMG329
Metric:  Performance on standard rubric
Incentive:  7-10% of course grade
Goal: At least 80% of students meet or exceed standards (Exceeds Standards:  90% or above; Meets Standards:  70% - 90%; Does not meet Standards:  less than 70%)

Leadership

Method: Students will apply the appropriate leadership approach in a given setting and circumstance
Sampling:  Each student registered in MKMG339 at the end of the semester
When:  Final Exam 
Assessor:  Instructor teaching section of MKMG339
Metric:  Final exam question(s)
Incentive:  7-10% of course grade
Goal:  At least 80% of students meet or exceed standards (Exceeds Standards:  90% or above; Meets Standards:  70% - 90%; Does not meet Standards:  less than 70%)


	(to be assessed in 2010-2011)
	(to be assessed in 2010-2011)

	4. Social Consideration

Consider the impact of management decisions and actions on the organization, stakeholders, and the natural environment.

(being assessed in 2009-2010 and 2010-2011)
	Method:  Students will apply the sustainable change process to create a change proposal for a specific organization. Student’s proposals will be evaluated using the standard rubric socially responsible decision making. 

Sampling:  Each student registered in MKMG425 at the end of the semester

When:  Final Exam 

Assessor:  Instructor teaching section of MKMG425

Metric:  Performance on standard rubric

Incentive:  Approximately 10% of course grade

Goal:  At least 80% of students meet or exceed standards (Exceeds Standards:  90% or above; Meets Standards:  70% - 90%; Does not meet Standards:  less than 70%)


	98% (69 of 71 students in 3 sections) met or exceeded this Program Learning Goal in AY2009-2010.
	We need to make this a bigger part of the course. Though there was a formal section on ethics, it often came up through informal conversation. This topic needs to be addressed at a deeper level.

	Other Outcomes
	
	
	


Management Major
Alignment Grid
	
	Learning Goal 1 Problem Solving
	Learning Goal 2

Communication
	Learning Goal 3

Teamwork and Leadership
	Learning Goal 4

Social Consideration

	MKMG113

Business and Organizational Communication
	
	Learning Goals

1-5
	Learning Goal 5
	

	MKMG211

Organization and Management
	Learning Goal

4
	
	Learning Goal 5
	Learning Goal 3

	MKMG329

Organizational Behavior
	Learning Goals

1-2
	
	Learning Goal 3

(Mastery – Teamwork)
	

	MKMG332

Human Resources
	Learning Goals

1-3
	Learning Goal 4 (Mastery – writing)
	
	Learning Goal 3
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Problem Solving and Social Consideration Rubric

	Student:                                                                                                                                              
	Date:
	Assignment:


	OBJECTIVES
	Does not meet standards
	Meets standards
	Exceeds standards
	Score

	Problem Solving

	Recognizes the need for action
	Fails to adequately summarize the problem; scope is either too broad to be useful, or so narrow that the problem is trivial
	Provides an acceptable summary of the problem; scope may be overly broad or narrow  in important ways; identifies goals that direct data collection and analysis
	Clearly and completely scopes and summarizes the main problem; identifies highly relevant goals or preferences for desired state
	

	Identifies and evaluates relevant information 


	Repeats information provided without question; dismisses evidence without justification; fails to distinguish between fact and opinion; uses non-relevant or inappropriate sources; no evidence of search, selection or source evaluation skills
	Use of evidence is qualified and selective; discerns fact from opinion; demonstrates adequate skill in searching, selecting and evaluating sources to meet the information need
	Evidence of extensive search, selection, and source evaluation skills; notable identification of uniquely salient resources
	

	Analyzes quantitative/qualitative data 
	Quantitative/qualitative analysis conducted is inappropriate, inaccurate or nonexistent
	Quantitative/qualitative analysis conducted is appropriate and accurate, but in some ways superficial; 
	Quantitative and/or qualitative analysis is appropriate, accurate, and thorough
	

	Defines the specific challenges or issues
	Issues are either poorly defined or unsupported; misses important aspects of the situation
	Issue definitions are mostly correct;  critical details are absent or glossed over
	Issues are clear, multi-faceted, and compelling; supported by quantitative and qualitative evidence
	

	Generates and evaluates alternatives, makes recommendations
	Presents single feasible or multiple flawed alternatives; demonstrates reasoning errors; shows little creativity; fails to address advantages or  limitations or draw conclusions 
	Develops feasible alternatives representing multiple perspectives; demonstrates sound reasoning; shows some creativity; considers some advantages and limitations; recommendations adequately supported
	Develops multiple creative and feasible alternatives; fully integrates ideas from multiple disciplines; demonstrates insightful reasoning and makes compelling recommendations
	

	Develops plans for implementing  recommendations
	Lacks detail on important planning aspects for implementation (process, resources, outcomes, feedback mechanisms or schedule); success would be unlikely if plan was followed 
	Provides adequate detail on most information required for successful implementation (process, resources required, outcomes, feedback mechanisms and schedule); good chance of success if plan was followed.
	Develops a realistic plan with detailed information on process, resources, outcomes, feedback mechanisms and schedule; considers roadblocks to success and interdependencies of actions
	

	Social Consideration
	
	
	
	

	Considers implications and consequences of recommended actions
	Fails to address likely consequences of alternatives and recommended actions.
	Identifies most likely consequences of alternatives and recommended actions and considers the implications. 
	Shows thoughtful consideration to consequences and implications of actions. Assessment considers both probability and effect of actions.
	

	Shows concern for the organization’s reputation and needs of its members
	Does not consider or shows lack of concern for the organization’s reputation and needs of its members.
	Recommendations reflect reasonable and acceptable compromises between the short and long term needs of the organization and the concerns of its members.
	Recommendations show creativity in developing approaches that simultaneously meet the short and long term needs of the organization and the concerns of its members.  
	

	Shows concern for the organization’s stakeholders
	Does not consider or shows lack of concern for the organization’s stakeholders.
	Recommendations reflect reasonable and acceptable compromises between the needs of the organization and the concerns of its stakeholders.
	Recommendations show creativity in developing approaches that simultaneously meet the short and long term needs of the organization and the concerns of its stakeholders.  
	

	Shows concern for the natural environment
	Does not consider or shows lack of concern for the natural environment.
	Recommendations reflect reasonable and acceptable compromises between the needs of the organization and concerns for the natural environment.
	Recommendations show creativity in developing approaches that simultaneously meet the short and long term needs of the organization and concerns for the natural environment.  
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Problem Solving and Social Consideration Rubric

	Student:                                                                                                                                              
	Date:
	Assignment:


	OBJECTIVES
	Does not meet standards
	Meets standards
	Exceeds standards
	Score

	Problem Solving

	Recognizes the need for action
	Fails to adequately summarize the problem; scope is either too broad to be useful, or so narrow that the problem is trivial
	Provides an acceptable summary of the problem; scope may be overly broad or narrow  in important ways; identifies goals that direct data collection and analysis
	Clearly and completely scopes and summarizes the main problem; identifies highly relevant goals or preferences for desired state
	

	Identifies and evaluates relevant information 


	Repeats information provided without question; dismisses evidence without justification; fails to distinguish between fact and opinion; uses non-relevant or inappropriate sources; no evidence of search, selection or source evaluation skills
	Use of evidence is qualified and selective; discerns fact from opinion; demonstrates adequate skill in searching, selecting and evaluating sources to meet the information need
	Evidence of extensive search, selection, and source evaluation skills; notable identification of uniquely salient resources
	

	Analyzes quantitative/qualitative data 
	Quantitative/qualitative analysis conducted is inappropriate, inaccurate or nonexistent
	Quantitative/qualitative analysis conducted is appropriate and accurate, but in some ways superficial; 
	Quantitative and/or qualitative analysis is appropriate, accurate, and thorough
	

	Defines the specific challenges or issues
	Issues are either poorly defined or unsupported; misses important aspects of the situation
	Issue definitions are mostly correct;  critical details are absent or glossed over
	Issues are clear, multi-faceted, and compelling; supported by quantitative and qualitative evidence
	

	Generates and evaluates alternatives, makes recommendations
	Presents single feasible or multiple flawed alternatives; demonstrates reasoning errors; shows little creativity; fails to address advantages or  limitations or draw conclusions 
	Develops feasible alternatives representing multiple perspectives; demonstrates sound reasoning; shows some creativity; considers some advantages and limitations; recommendations adequately supported
	Develops multiple creative and feasible alternatives; fully integrates ideas from multiple disciplines; demonstrates insightful reasoning and makes compelling recommendations
	

	Develops plans for implementing  recommendations
	Lacks detail on important planning aspects for implementation (process, resources, outcomes, feedback mechanisms or schedule); success would be unlikely if plan was followed 
	Provides adequate detail on most information required for successful implementation (process, resources required, outcomes, feedback mechanisms and schedule); good chance of success if plan was followed.
	Develops a realistic plan with detailed information on process, resources, outcomes, feedback mechanisms and schedule; considers roadblocks to success and interdependencies of actions
	

	Social Consideration
	
	
	
	

	Considers implications and consequences of recommended actions
	Fails to address likely consequences of alternatives and recommended actions.
	Identifies most likely consequences of alternatives and recommended actions and considers the implications. 
	Shows thoughtful consideration to consequences and implications of actions. Assessment considers both probability and effect of actions.
	

	Shows concern for the organization’s reputation and needs of its members
	Does not consider or shows lack of concern for the organization’s reputation and needs of its members.
	Recommendations reflect reasonable and acceptable compromises between the short and long term needs of the organization and the concerns of its members.
	Recommendations show creativity in developing approaches that simultaneously meet the short and long term needs of the organization and the concerns of its members.  
	

	Shows concern for the organization’s stakeholders
	Does not consider or shows lack of concern for the organization’s stakeholders.
	Recommendations reflect reasonable and acceptable compromises between the needs of the organization and the concerns of its stakeholders.
	Recommendations show creativity in developing approaches that simultaneously meet the short and long term needs of the organization and the concerns of its stakeholders.  
	

	Shows concern for the natural environment
	Does not consider or shows lack of concern for the natural environment.
	Recommendations reflect reasonable and acceptable compromises between the needs of the organization and concerns for the natural environment.
	Recommendations show creativity in developing approaches that simultaneously meet the short and long term needs of the organization and concerns for the natural environment.  
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Oral Presentation Rubric
	Student:                                                                                                                                              
	Date:
	Assignment:

	                        
	
	
	

	OBJECTIVES
	Does not meet standards
	Meets standards
	Exceeds standards
	Score

	Content
	

	Introduction
	Topic and main points poorly defined/identified
	Clearly defines the topic and identifies main points
	Clearly defines topic and significance; main points provide structure to presentation
	

	Body
	Content
	No supporting material; presents material lacking in substance and/or relevance
	Includes supporting material and examples; demonstrated fair amount of research 
	Rich, varied, and relevant supporting materials; shows presenter did extensive research 
	

	
	Coherence
	Exhibits lack of planning and organization resulting in a confusing overall presentation
	Most  information logical and appropriate for its purpose; clear transitions
	Presents ideas and information with logical sequencing and seamless transitions
	

	Conclusion
	Ends presentation without conclusions based on evidence
	Coherently ends presentation with conclusions based on evidence
	Finished with logical, effective, and relevant conclusion and summary of main points 
	

	Language/Jargon
	Uses language or jargon that is inappropriate for audience
	Selects words appropriate for audience
	Uses vocabulary that is varied and appropriate for audience
	

	Response to questions
	Unable to answer questions; gets defensive when challenged
	Able to reference appropriate content in response to questions; thoughtful responses
	Answers questions coherently and completely; demonstrates extensive knowledge of subject; responses go beyond repeating content 
	

	Delivery
	

	Enthusiasm/confidence
	Shows little interest; lacks confidence
	Shows occasional enthusiasm about topic
	Demonstrates a strong positive, authentic feeling about topic during entire presentation
	

	Appearance
	Not appropriate
	Appropriate
	Polished/professional
	

	Physical behaviors
	Audience distracted by non-verbal movements; little eye contact given 
	Occasionally distracting non-verbal behavior; attempts looking at all audience members
	Natural, relaxed and purposeful  body movements; seeks and holds eye contact with most audience members
	

	Fillers (Uh, Um, Like)
	Frequent fillers 
	Occasional fillers
	Rare use of fillers 
	

	Vocal variety/rate/pitch/

intensity
	Speaks too quietly to be heard by many in audience; monotone; mumbles
	Speaks clearly and loudly enough to be heard by most of the audience; some vocal variety
	Speaks clearly and loud enough for all to hear with good vocal variety
	

	 Media
	More care should have been put into visual aids (incorrect, poorly prepared, or not referred to accurately)
	Visual aids are correct, well prepared, and referred to accurately
	Selected appropriate medium for each element of presentation;  visual aids added to overall presentation 
	

	Time frame
	Seemed unaware of time restriction; had to rush to finish
	Finished within timeframe
	Showed masterful use of time allotted
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Writing Rubric

	Student:                                                                                                                                              
	Date:
	Assignment:


	OBJECTIVES
	Does not meet standards
	Meets standards
	Exceeds standards
	Score

	Content

	Statement of topic/purpose/claim
	None stated
	Clearly defined; some focus or specificity
	Clearly defined, focused, specific, compelling and debatable
	

	Supports and explains assertions
	Weak or absent evidence and persuasive support; little or poor explanation
	Relevant, concrete and persuasive support for most debatable assertions; good explanations
	Relevant, concrete and persuasive support for every assertion; shows depth, complexity, and creativity
	

	Effectively uses resources
	Uses limited resources; relies predominantly on sweeping generalizations or trite ideas
	Uses multiple or reliable sources which are not always assessed critically 
	Uses multiple and reliable sources which are assessed critically
	

	Achieves purpose
	Purpose is not achieved; many assignment requirements have not been fulfilled
	Purpose is achieved; most assignment requirements fulfilled
	Purpose fully achieved; could be a model of how to fulfill assignment
	

	Uses language appropriate for audience and uses terms correctly
	Language is totally inappropriate for audience; terms used incorrectly
	Mostly appropriate; uses terms correctly 
	Vocabulary varied and appropriate; terms used correctly
	

	Mechanics

	Organization
	No suggested organization of points; wanders throughout; reader can not follow points; no conclusion
	Most  information logical and appropriate for  purpose; predominately clear transitions; coherently ends with conclusions based on evidence 


	Ideas and information follow logical sequencing with seamless transitions; logical, effective, and relevant conclusion and summary of main points
	

	Paragraph structure
	No evident points developed within paragraphs; no transitions between paragraphs
	Most paragraphs have main points; transitions between paragraphs
	Ideas organized within paragraphs and connected with highly effective transitions
	

	Spelling, punctuation, grammar, and sentence structure
	Violates conventions of business writing; writing interferes with comprehension
	Some sentence variety; adequate usage of grammar, and punctuation 
	Superior facility with conventions of  business writing; wide variety of sentence structures
	

	References/citations
	Research support incorrectly quoted, paraphrased, or cited
	Research support adequately quoted, paraphrased, and cited
	Research support correctly quoted, paraphrased, and cited;  integrated seamlessly
	

	Presentation
	Unprofessional presentation of writing; inappropriate format for audience
	Presentation of written material and format is appropriate for audience
	Professionally prepared, appropriate format for purpose;  the author took time to prepare a quality presentation of the written product
	

	Illustrating data
	Confusing, incorrect, or no presentation of data
	Data primarily clear, meaningful, related to body, and in appropriate format
	Data clear, meaningful, related to body, and in appropriate format; creates visual interest
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