MARKETING
Program Outcomes Assessment Report
12-13

The Overall Program Outcome target is 70%.

Program Qutcome #1

Describe the importance of conducting an environmental scan and/or a SWOT analysis as related to proactive planning.

INDV INDV INDV INDV

co CO CO PO ASMNT ASMNT ASMNT ASMNT

PROGRAM COURSE CRSE TARGET #STDNTS WEIGHTED GOAL GOAL NOT GOAL GOALS GOALS GOALS GOALS

OUTCOME YEAR COURSE TITLE OTCM SCORE ASSESSED AVERAGE% MET UNMET ASSED MET % MET UNMET MET % UNMET %

MRKTG 1 12-13 MGMK 101 Intro to Business 3 70 54 64 0 1 0 0 3 0% 100%

12-13 MGMK 101 Intro to Business 5 70 54 60 0 1 0 2 1 67% 33%

12-13 MGMK 105 Sm Bus Mgmnt 1 70 9 75 1 0 0 1 0 100% 0%

12-13 MGMK 132 Prin of Salesmanship 2 XX XX XX XX XX 1 XX XX XX XX

12-13 MGMK 136 Marketing 3 70 20 72 1 0 0 1 1 50% 50%

12-13 TOTALS 5 137 64 2 2 1 40% 4 5 44% 56%

Program Outcome #2

Contrast differences that exist between consumer and organizational buying behavior.

INDV INDV INDV INDV

co CO CO PO ASMNT ASMNT ASMNT ASMNT

PROGRAM COURSE CRSE TARGET #STDNTS WEIGHTED GOAL GOAL NOT GOAL GOALS GOALS GOALS GOALS

OUTCOME YEAR COURSE TITLE OTCM SCORE ASSESSED AVERAGE% MET UNMET ASSED MET % MET UNMET MET % UNMET %

MRKTG 2 12-13 MGMK 101 Intro to Business 5 70 54 60 0 1 0 2 1 67% 33%

12-13 MGMK 105 Sm Bus Mgmnt 3 70 9 78 1 0 0 1 0 100% 0%

12-13 MGMK 132 Prin of Salesmanship 2 XX XX XX XX XX 1 XX XX XX XX

12-13 MGMK 135 Hum RItns & Sprvsn 2 70 11 86 1 0 0 1 0 100% 0%

12-13 MGMK 136 Marketing 2 70 20 77 1 0 0 2 0 100% 0%

12-13 MGMK 138 Mrktng Ed Field Stdy 1 80 1 100 1 0 0 1 0 100% 0%

12-13 TOTALS 6 95 69 4 1 1 67% 7 1 88% 13%



Program Outcome #3

Evaluate methods for identifying market segments and targets.

INDV INDV INDV INDV

co CO CO PO ASMNT ASMNT ASMNT ASMNT

PROGRAM COURSE CRSE TARGET #STDNTS WEIGHTED GOAL GOAL NOT GOAL GOALS GOALS GOALS GOALS

OUTCOME YEAR COURSE TITLE OTCM SCORE ASSESSED AVERAGE% MET UNMET ASSED MET % MET UNMET MET% UNMET %

MRKTG 3 12-13 MGMK 101 Intro to Business 5 70 54 60 0 1 0 2 1 67% 33%

12-13 MGMK 105 Sm Bus Mgmnt 3 70 9 78 1 0 0 1 0 100% 0%

12-13 MGMK 132 Prin of Salesmanship 2 XX XX XX XX XX 1 XX XX XX XX

12-13 MGMK 136 Marketing 3 70 20 72 1 0 0 1 1 50% 50%

12-13 MGMK 138 Mrktng Ed Field Stdy 1 80 1 100 1 0 0 0 100% 0%

12-13 TOTALS 5 84 65 3 1 1 60% 5 2 71% 29%

Program Outcome #4

Explain the product life-cycle concept and relate a marketing strategy to each stage.

INDV INDV INDV INDV

co CO CO PO ASMNT ASMNT ASMNT ASMNT

PROGRAM COURSE CRSE TARGET #STDNTS WEIGHTED GOAL GOAL NOT GOAL GOALS GOALS GOALS GOALS

OUTCOME YEAR COURSE TITLE OTCM SCORE ASSESSED AVERAGE% MET UNMET ASSED MET % MET UNMET MET% UNMET %

MRKTG 4 12-13 MGMK 101 Intro to Business 5 70 54 60 0 1 0 2 1 67% 33%

12-13 MGMK 105 Sm Bus Mgmnt 3 70 9 78 1 0 0 1 0 100% 0%

12-13 MGMK 132 Prin of Salesmanship 2 XX XX XX XX XX 1 XX XX XX XX

12-13 MGMK 136 Marketing 4 70 20 68 0 1 0 0 2 0% 100%

12-13 TOTALS 4 83 64 1 1 25% 3 3 50% 50%



Program Outcome #5

Discuss several pricing strategies.

INDV INDV INDV INDV
co CO CO PO ASMNT ASMNT ASMNT ASMNT
PROGRAM COURSE CRSE TARGET #STDNTS WEIGHTED GOAL GOAL NOT GOAL GOALS GOALS GOALS GOALS
OUTCOME YEAR COURSE TITLE OTCM SCORE ASSESSED AVERAGE% MET UNMET ASSED MET % MET UNMET MET % UNMET %
MRKTG5 12-13 MGMK 101 Intro to Business 5 70 54 60 0 1 0 2 1 67% 33%
12-13 MGMK 105 Sm Bus Mgmnt 5 70 9 76 1 0 0 1 0 100% 0%
12-13 MGMK 136 Marketing 5 70 20 71 1 0 0 1 1 50% 50%
12-13 TOTALS 3 83 64 2 1 0 67% 4 2 67% 33%
Program Outcome #6

Explain what is meant by a marketing channel of distribution.
INDV  INDV INDV INDV
co CO CO PO ASMNT ASMNT ASMNT ASMNT
PROGRAM COURSE CRSE TARGET #STDNTS WEIGHTED GOAL GOAL NOT GOAL GOALS GOALS GOALS GOALS
OUTCOME YEAR COURSE TITLE OTCM SCORE ASSESSED AVERAGE% MET UNMET ASSED MET % MET UNMET MET % UNMET %
MRKTG 6 12-13 MGMK 101 Intro to Business 5 70 54 60 0 1 0 2 1 67% 33%
12-13 MGMK 105 Sm Bus Mgmnt 5 70 9 76 1 0 0 1 0 100% 0%
12-13 MGMK 136 Marketing 6 70 20 65 0 1 0 0 2 0% 100%
12-13 TOTALS 3 83 63 1 2 0 33% 3 3 50% 50%



Program Outcome #7

Describe factors considered by marketing executives when selecting and managing a marketing channel.

INDV INDV INDV INDV
co CO CO PO ASMNT ASMNT ASMNT ASMNT
PROGRAM COURSE CRSE TARGET #STDNTS WEIGHTED GOAL GOAL NOT GOAL GOALS GOALS GOALS GOALS
OUTCOME YEAR COURSE TITLE OTCM SCORE ASSESSED AVERAGE% MET UNMET ASSED MET % MET UNMET MET % UNMET %
MRKTG 7 12-13 MGMK 101 Intro to Business 5 70 54 60 0 1 0 2 1 67% 33%
12-13 MGMK 105 Sm Bus Mgmnt 5 70 9 76 1 0 0 1 0 100% 0%
12-13 MGMK 136 Marketing 6 70 20 65 0 1 0 0 2 0% 100%
12-13 TOTALS 3 83 63 1 2 0 33% 3 3 50% 50%
Program Outcome #8
Evaluate the unique characteristics of each promotional mix element.
INDV INDV INDV INDV
co CO €O PO ASMNT ASMNT ASMNT ASMNT
PROGRAM COURSE CRSE TARGET #STDNTS WEIGHTED GOAL GOAL NOT GOAL GOALS GOALS GOALS GOALS
OUTCOME YEAR COURSE TITLE OTCM SCORE ASSESSED AVERAGE% MET UNMET ASSED MET % MET UNMET MET % UNMET %
MRKTG 8 12-13 MGMK 101 Intro to Business 5 70 54 60 0 1 0 2 1 67% 33%
12-13 MGMK 105 Sm Bus Mgmnt 5 70 9 76 1 0 0 1 0 100% 0%
12-13 MGMK 132 Prin of Salesmanship 2 XX XX XX XX XX 1 XX XX XX XX
12-13 MGMK 136 Marketing 6 70 20 65 0 1 0 0 2 0% 100%
12-13 TOTALS q 83 63 1 1 25% 3 3 50% 50%
Program Outcome #9
Discuss the main elements of the personal selling process.
INDV INDV INDV INDV
co CO €O PO ASMNT ASMNT ASMNT ASMNT
PROGRAM COURSE CRSE TARGET #STDNTS WEIGHTED GOAL GOAL NOT GOAL GOALS GOALS GOALS GOALS
OUTCOME YEAR COURSE TITLE OTCM SCORE ASSESSED AVERAGE% MET UNMET ASSED MET % MET UNMET MET % UNMET %
MRKTG9 12-13 MGMK 101 Intro to Business 5 70 54 60 0 1 0 2 1 67% 33%
12-13 MGMK 132 Prin of Salesmanship 1 XX XX XX XX XX 1 XX XX XX XX
12-13 MGMK 136 Marketing 6 70 20 65 0 1 0 0 2 0% 100%
12-13 TOTALS 3 74 61 0 2 1 0% 2 3 40% 60%



Program Outcome #10

Explain the relationship of supply to demand as related to pricing

INDV INDV INDV INDV

co co co PO ASMNT ASMINT ASMNT ASMNT

PROGRAM COURSE CRSE TARGET #STDNTS WEIGHTED GOAL GOAL NOT GOAL GOALS GOALS GOALS GOALS
OUTCOME YEAR COURSE TITLE OTCM SCORE ASSESSED AVERAGEY% MET UNMET ASSED MET % MET UNMET MET % UNMET %
MRKTG 10 12-13 MGMK 101 Intro to Business 5 70 54 60 0 1 0 2 1 67% 33%
12-13 MGMK 105 Sm Bus Mgmnt 5 70 9 76 1 0 0 1 0 100% 0%

12-13 MGMK 136 Marketing 5 70 20 71 1 0 0 1 1 50% 50%

12-13 TOTALS 3 83 64 2 1 0 67% 4 2 67% 33%

Analysis of Student Learning:
Analyze student learning by answering the following questions. Please be elaborative and explain your answers using the data provided. Avoid one-word
answers.

1. Should any of the student learning goals and course/program outcomes be considered for revision and why?
a. This information was added on May 21% 2014.

b. Not at this time. The state of Kansas is working toward common course outcomes in the most common 100 and 200 level courses.
Introduction to business is the most common course taken in the marketing program, and is on the schedule to begin creating state wide
outcomes fall of 2014. Once the state outcomes are set at the course level, we will review the program outcomes for change and
realignment.

2. Which program assessment elements can be identified as being the strongest, and can those be used to enhance other program level elements?
How?

a. Most of the outcomes are equally important, and are taught in a typical manner. The Introduction to Business course typically uses most of
one class period performing SWOT analysis on well known companies as a group, then comparing the students version to those of industry
experts. There simply is not enough class time to concentrate this hard on each outcome. It is possible to align lessons of other outcomes
with examples of well known companies for better understanding.

3. Arethere any new program level assessment strategies that can be identified for future consideration, and how might these add value to the
assessment process?
a. Once the new course level outcomes are revised by instructor committees at the state level, program level assessments will need revised
and realigned.

4. Any additional comments...
a. Marketing instructors are attempting to build community through guest speaking engagements.



Budgetary Considerations

Are there any budgetary considerations that need to be made for this program? Please support your need with evidence.

None at this time.



