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MKTG  Courses: Student learning outcomes (SLOs) are directly measured at multiple points within 

each course offering, using multiple criteria including quizzes, tests, examinations, oral and written 

reports, teacher and peer evaluations, a multi-criteria, multi-method approach.  Our students thus move 

progressively, from the general knowledge base, framework, foundations, and overviews to more 

comprehensive synthesis and applications in higher level courses.  

BLP 3207: In BLP 3207 students are expected to demonstrate the following competences in a 

“hands-on” course in which students apply their knowledge, skills, and abilities in management directly: 

• Plan and implement a complex project within a finite time period. 
• Ap
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MFT CAPSTONE EXAM : Is a computerized two-hour external examination administered by 

Educational Testing Service (ETS) to measure students' mastery of their chosen field of study. 

We use it in the COB to assess the effectiveness of major programs of study and improve 

curricula and student learning outcomes. The ETS Major Field Test in Business is a 

comprehensive undergraduate outcomes assessments designed to measure the critical knowledge 

and understanding obtained by students in Business. The test goes beyond the measurement of 

factual knowledge by helping COB evaluate students' ability to analyze and solve problems, 

understand relationships and interpret material from their major field of study. 

ETS offers comprehensive national comparative data for the Major Field Tests, enabling COB to 
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upgrade to computers and campus Wi-Fi has also been helpful in accessing class work 

information.  Academic advertisement could be improved for evening students, working 
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SLO1: Critically evaluate marketing functions performed by channel members in the 
industry.  

The two (2) Marketing students indicated that their understanding of marketing principles and concepts 
was “Excellent”. Both rated as “Excellent” or “Good” their Understanding of Developing Marketing Plan, and 

Developing Media Plan.   
 

Understand Marketing  Principles  
Count 

 Understand Marketing  Principles Total 
Good Excellent 

COB Major Management 4 3 7 
Marketing 0 2 2 

Total 4 5 9 
 
 

Understand Developing Marketing Plan  
Count 

 Understand Developing Marketing Plan Total 
Good Excellent 

COB Major Management 4 3 7 
Marketing 0 2 2 

Total 4 5 9 
 
 

Understand Developing Media Plan  
Count 

 Understand Developing Media Plan Total 
Adequate Good Excellent 

COB Major Management 4 2 1 7 
Marketing 0 1 1 2 

Total 4 3 2 9 
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SLO2: Organize thoughts/data to effectively communicate in any business environment. 

 
Both Marketing students indicated that they are able to effectively communicate in a business 

environment based on the Exit Survey assessment (Good or Excellent); in 
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SLO3: Integrate technology to provide solutions to marketing problems.  
 
Students rated as either Moderately Ineffective or Very Effective in their ability to:  

• Think for themselves,  

• Develop Solutions to Problems,  

• Interpret Statistical Data,  

• Use Computers in Major   

 
GenEd Skills: Think for Myself  

Count 
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SLO4: 
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SLO5: Integrate marketing concepts in a global business environment.   
 

Students indicated that they understood and rated as excellent, their Understanding Marketing Principles; 

Understanding Developing Marketing Plan; and Understanding Developing Media Plan. Further, their training 

in Marketing in Unfamiliar Settings was either adequate or excellent; and solving of Non-Routine Problems as 

good or excellent. 

 
Understand Marketing  Principles 

Count 

 Understand Marketing  Principles Total 
Good Excellent 

COB Major Management 4 3 7 
Marketing 0 2 2 

Total 4 5 9 

 
Understand Developing Marketing Plan 

Count 

 Understand Developing Marketing Plan Total 
Good Excellent 

COB Major Management 4 3 7 
Marketing 0 2 2 

Total 4 5 9 
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MFT Assessments: Marketing student performance in the capstone course is captured in the table below. The 

overall performance of all COB programs is presented in the second table. Our students can thus be compared 

to themselves, and further to a national cohort. Whereas our students are higher than normative schools in one 

area only (Section 1, item 38), they are comparatively far below national norms collectively, and severally on 

most items over the past three years 2012-15. It is noteworthy, however, that a number of students distinguished 

themselves and scored at or above the 50th percentile ranking (green band in table). Our local comparison 

institutions are reported in the next table, while assessment indicators are presented in the next with an 

approximate average of 30% correct in most program areas but 46% in Marketing. Demographics 

characteristics of the Spring 2015 cohort are reported in the last table in this section. 

 
Major Field Test - Business (4JMF): Item Information Report -  Chicago State University 

Administration Date Range: April 2015 - April 2015. Number of Test Takers = 47 
 

Section  Item 
Number(a)  

Percent 
Correct 

Institution  

Percent  
Correct  

National(b)  

Percent 
Omit  

Percent 
Not 

Reached  

Domain  Content Area  Sub-Content Area  

1 3 68.1 70.5 0 0 Marketing Identifying attractive 
markets 

Scanning the 
marketing 
environment 

1 15 55.3 57.0 0 0 Marketing Serving Selected Markets Marketing mix 
1 21 36.2 52.3 0 0 Marketing Identifying attractive 

markets 
Consumer and 
organizational buyer 
behavior 

1 25 25.5 44.8 0 0 Marketing Serving Selected Markets Marketing services 
1 33 48.9 51.2 0 0 Marketing Identifying attractive 

markets 
Marketing research 
and information 
technology tools 

1 38 51.1 43.5 0 0 Marketing Serving Selected Markets Marketing services 
1 45 48.9 54.5 0 0 Marketing Serving Selected Markets Marketing mix 
1 55 23.9 33.1 0 2.1 Marketing International Marketing -- 
2 3 
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MFT Custom Comparative Data Report for Chicago State University 
Institution List - MFT in Business (form: 4JMF) 

Data Includes Seniors from Institutions - September 2013 to May 2015 
 

School Name Number of Students 
DeVry University, IL  485  
Dominican University, IL  95  
East West University, IL  17  
Eastern Illinois University, IL  336  
Illinois State University, IL  1,194  
Lewis University, IL  275  
North Park University, IL  95  
Northeastern Illinois University, IL  172  
Southern Illinois University Edwardsville, IL  593  
University of Illinois at Chicago, IL  282  
University of Illinois at Springfield, IL  33  
Western Illinois University, IL  53  
Wheaton College, IL  137  
Total  3,767  

 

 

 
DEPARTMENTAL SUMMARY OF ASSESSMENT INDICATORS 

Test: Business - Form Code: 4JMF 
Institution: Chicago State University 

Cohort: MGMT 4890 SPRING 2015 - KPO 
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In other academic meetings, faculty and staff members share their experience and observations about student 
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FORM 201C: SUMMARY OF TREND [Instructional Programs]  
Program & Department:     Marketing  
Directions: Assessment trend data is recorded in 3-year cycles.  Provide the information requested in each column along with a 
summary of action. Attach the assessment plan. 

Instruments 2012/2013  Actions 
Taken 

2013/2014  Actions Taken 2014
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Exit Survey Trends: Marketing Students 

 
Some the tables have already been presented in the body of the report. Others reported below may be of 

interest to readers as well. They are self-explanatory in most cases.  

Sample Summary Comments about Marketing and COB 

 
• All the management instructors did a great job at improving my knowledge-base and management 

skills.  I was able to improve my presentation skills and Microsoft Office due to class 

presentations, essays, and projects. 

• I'm grateful for my experience at Chicago State University in the College of Business.  I believe 

that the College of Business experience is way better than just being enrolled at Chicago State 

University.  The College of Business faculty is amazing.  All of my professors were always 

available to meet.  My advisor, Ms. Odom, not only helped me with registration, but taught me life 

skills. 

• My experience at Chicago State has been very interesting.  There needs to be more of a sense of an 

emergency from the faculty.  It took too long for simple things to get completed, like replies to 

emails.  Many of the instructors were wonderful to be around.  They made learning the subject an 

enjoyment.  The college should also continue to focus on group projects in every course. 

• My experience at Chicago State University with respect to the College of Business was great.  I 

appreciate how the instructors made themselves available at various times to suit one's personal 

schedule.  I always had a way to communicate with my instructors.  I never felt as though I had to 

learn with the pace of the class.  My professors provided on-on-one tutoring.  However, Moodle 

does not always compliment the text books, which posed some challenges. 

• My experience at CSU has been great.  The instructors overall have used practical real life 

experiences to help me gain a better understanding of the textbook applications.  The upgrade to 

computers and campus Wi-Fi has also been helpful in accessing class work information.  

Academic advertisement could be improved for evening students, working adults specifically.  

Proactive outreach would be appreciated. 

• The College of Business at Chicago State University is the best program, I must say.  There are 

many diverse teachers with different backgrounds and experience.  The biggest strength is the 

diverse backgrounds and knowledge of instructors that is brought to the courses.  The only 

weakness is that some of the instructors don't seem to like to teach that much. 
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Summary Cross-Tabulation of Some Important Outcomes by Program 

 
 

COB Major * Employment Plans  
Count 

 Employment Plans Total 
 Currently 

Employed in 
Major 

COB Major Management 4 3 7 
Marketing 1 1
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COB Availability of Needed Courses  
Count 

 COB Availability of Needed 
Courses 

Total 

Good Excellent 
COB Major Management

 







Page 30 of 31 
 

Understand Marketing  Principles  
Count 

 Understand Marketing  Principles Total 
Good Excellent 

COB Major Management 4 3 7 
Marketing 0 2 2 

Total 4 5 9 
 
 

Understand Developing Marketing Plan  
Count 

 Understand Developing Marketing 
Plan 

Total 

Good Excellent 
COB Major Management 4 3 7 

Marketing 0 2 2 
Total 4 5 9 

 
 

Understand Developing Media Plan  
Count 

 Understand Developing Media Plan Total 
Adequate Good Excellent 

COB Major Management 4 2 1 7 
Marketing 0 1 1 2 

Total 4 3 2 9 
 

MKTG2: Analyze Numerical Data  
Count 

 MKTG2: Analyze Numerical Data  Total 
Excellent 

COB Major Marketing 2 2 
Total 2 2 

 
 

MKTG3: Identify Marketing Trends & Industry Direction  
Count 
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MKTG7: Solve Non -Routine Problems  
Count 

 MKTG7: Solve Non -Routine Problems  Total 
Good Excellent 

COB Major Marketing 1 1 2 
Total 1 1 2 

 
 

MKTG8: Identify Business Ethics Issues  
Count 

 MKTG8: Identify Business Ethics Issues  Total 
Excellent 

COB Major Marketing 2 2 
Total 2 2 

 
 

MKTG9: Understand Personality Process  
Count 

 MKTG9: Understand Per sonality Process  Total 
Excellent 

COB Major Marketing 2 2 
Total 2 2 
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