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ASSESSMENT REPORT 2016 FOR INSTRUCTIONAL PROGRAMS 
 

Name   Wolanyo Kpo, PhD  Program / Department : MARKETING                                                       
 
PART 1: ASSSESSMENT REPORT 
 
Evidence to Support Achievement of Student Learning 
 

The results of student learning outcomes came from multiple sources - through direct 

assessment instruments and MFT external assessment, and indirect assessment 

instrument (Senior Exit Survey). The evidence of learning we present are based on: (1) 

Senior Exit Survey; and (2) ETS Capstone Exam, Major Field Test-Business. The ETS 

Capstone Exam (MFT-Business) for Fall 2016 was not administered due to financial/budgetary 

process has also led to implementation of some of the recommendations/suggestions 

made by students on our Exit Survey. For example, the desire by many respondents to 

start and run their own businesses prompted some curricular changes. Some of the 

implementations include introduction of Online and Hybrid courses, emphasis on data 

and spreadsheets in Accounting and Finance, intersession classes, focus on 

entrepreneurship as an area of concentration, as well as making more classes available 

for evening students. All these initiatives are directed toward enhancing course offerings 

and improving graduation rate.  

 

Majority of our students can identify with the immediate and visible benefits that come with 

the assessment process such as providing equipment/technology to facilitate their learning 

process. There is need to continue to educate the students how the assessment process is 

in their best interest and therefore, should be given the utmost attention that it deserves. 

This is due to the fact that the assessment process tends to foster an environment that 

presents and promotes learning outcomes, performance between faculty, staff, and 

students on one hand, and allows students' input on the other.  
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The following Marketing Student Learning Outcomes (SLOs) are addressed below: 

SLO1 : Critically evaluate marketing functions performed by channel members in the 
industry. 
SLO2 : Organize thoughts to effectively communicate in any business environment. 
SLO3 : Integrate technology to provide solutions to marketing problems. 
SLO4 : Evaluate entrepreneurial opportunities.  
SLO5 : Integrate marketing concepts in a global business environment.   
SLO6
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Summary of Data Trends  
 
Sample: Seven (7) Marketing graduating seniors responded to the Senior Exit Survey, 
summary outcomes which are presented as follows: 
 
Employment Plans: One (1) is currently employed in Marketing, their major field of 
study, two (2) have job offers in their major field of study. 
 
Graduate School Plans: Three (3) plan to apply to graduate school within one year of 
Graduation. 
 
Age Grouping Of Respondents : N  
 Less than 20 0 
 20-26 5  
 26-30 1 
 31-40 0 
 Over 41 1 
 
Gender Grouping of Respondents: There were three (3) females and four (4) male 
respondents. 
 
High School Attended: Four (4) respondents attended Chicago Public Schools; Two 
(2) attended Suburban High Schools; and One (1) attended High School in other 
secondary school system prior to enrolling in Chicago State University. 
 
Transfer Students: 6 respondents transferred from another tertiary institution, while 
one (1) did not attend a tertiary institution prior to enrollment at Chicago State 
University. 
 
Associate Degrees: Three (3) respondents received an Associate Degree before 
enrolling at Chicago State University. One (1) did not have an Associate Degree.  
 
Estimated GPA at time of Graduation :         

GPA

one
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been a joy. 
 

�x My experience was good, the strengths at this school is that 
instructors care about students. The weaknesses are scheduling- 
many classes were not available through different times of the day 
which is very inconvenient. 

 
�x My experience was great. I am grateful to the COB and the 

marketing program for prepping me to do great things in my field. 
 

�x One of the weaknesses of CSU is there advising. I felt like I was in 
the dark with no plan as to what classes to take. 
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GenEd Skills: Develop 
Solutions to Problems 

  Total 

   Marketing 
GenEd Skills: Develop 
Solutions to Problems 
 
0 = N/A 
1 = In-Effective 
2 = Moderately In-Effective 
3 = Effective 
4 = Moderately Effective 
5 = Very Effective 
 

0 Count 0 
% within COB Major .0% 

3 Count 0
% within COB Major
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GenEd Skills: Interpret 
Statistical Data 

  Total 

   Marketing 
GenEd Skills: Interpret 
Statistical Data 
 
0 = N/A 
1 = In-Effective 
2 = Moderately In-Effective 
3 = Effective 
4 = Moderately Effective 
5 = Very Effective 
 

0 Count 0 
% within COB Major .0% 

2 Count 0 
% within COB Major .0% 

3 Count 4 
% within COB Major 57.1% 

4 Count 3 
% within COB Major 42.9% 

5 Count 0 
% within COB Major .0% 

Total Count 7 
% within COB Major 100.0% 
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GenEd Skills: Understand Human Behavior & 
Relationships 

Total 

   Marketing 
GenEd Skills: Understand 
Human Behavior & 
Relationships 
 
0 = N/A 
1 = In-Effective 
2 = Moderately In-Effective 
3 = Effective 
4 = Moderately Effective 
5 = Very Effective 

0 Count 0 
% within COB Major .0% 

1 Count 0 
% within COB Major .0% 

3 Count 1 
% within COB Major 14.3% 

4 Count 4 
% within COB Major 57.1% 

5 Count 2 
% within COB Major 28.6% 

Total Count 7 
% within COB Major 100.0% 

 
 
GenEd Skills: Speak Persuasively and Confidently Total 
   Marketing 
GenEd Skills: Speak 
Persuasively and 
Confidently  
 
0 = N/A 
1 = In-Effective 
2 = Moderately In-Effective 
3 = Effective 
4 = Moderately Effective 
5 = Very Effective 

0 Count 0 
% within COB Major .0% 

2 Count 0 
% within COB Major .0% 

3 Count 0 
% within COB Major .0% 

4 Count 4 
% within COB Major 57.1% 

5 Count 3 
% within COB Major 42.9% 

Total Count 7 
% within COB Major 100.0% 

 
 
GenEd Skills: Have Confidence in my Intellectual 
Abilities 

Total 

   Marketing 
GenEd Skills: Have 
Confidence in my 
Intellectual Abilities 
 
0 = N/A 
1 = In-Effective 
2 = Moderately In-Effective 
3 = Effective 
4 = Moderately Effective 
5 = Very Effective 

2 Count 0 
% within COB Major .0% 

3 Count 1 
% within COB Major 14.3% 

4 Count 0 
% within COB Major .0% 

5 Count 6 
% within COB Major 85.7% 

Total Count 7 
% within COB Major 100.0% 
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Overall Rating of CSU  Total 
   Marketing 
Overall Rating of CSU  
 
0 = N/A 
1 = In-Effective 
2 = Moderately In-Effective 
3 = Effective 
4 = Moderately Effective 
5 = Very Effective 
Instruction - Faculty 

0 Count 0 
% within COB Major .0% 

1 Count 1 
% within COB Major 14.3% 

2 Count 2 
% within COB Major 28.6% 

3 Count 3 
% within COB Major 42.9% 

4 Count 1 
% within COB Major 14.3% 

5 Count 0 
% within COB Major .0% 

Total Count 7 
% within COB Major 100.0% 
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Rating of CSU and COB Program Effectiveness -  Sequentially 
 

In the following tables, graduating Marketing majors compared program delivery 
effectiveness of CSU in general and/ with COB program specific effectiveness along the 
scales identified in each table. 

0 = N/A 
1 = Poor 
2 = Fair 
3 = Good 
4 = Excellent 

 
Overall Rating of COB   Total 

   Marketing 
Overall Rating of COB 
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Accessibility of COB Faculty Total 
   Marketing 
Accessibility of COB faculty 
 

0 = N/A 
1 = Poor 
2 = Fair 
3 = Good 
4 = Excellent 

 

0 Count 1 
% within COB Major 14.3% 

1 Count 0 
% within COB Major .0% 

2 Count 2 
% within COB Major 28.6% 

3 Count 1 
% within COB Major 14.3% 

4 Count 3 
% within COB Major 42.9% 

Total Count 7 
% within COB Major 100.0% 

 
 

Individual Attention by CSU Faculty Total 
   Marketing 
Individual Attention by CSU 
Faculty 

 
0 = N/A 
1 = Poor 
2 = Fair 
3 = Good 
4 = Excellent 

 

0 Count 0 
% within COB Major .0% 

1 Count 1 
% within COB Major 14.3% 

2 Count 2 
% within COB Major 28.6% 

3 Count 3 
% within COB Major 42.9% 

4 Count 1 
% within COB Major 14.3% 

Total Count 7 
% within COB Major 100.0% 

 
 
 
Individual Attention by COB Faculty Total 
   Marketing 
Individual Attention by COB 
Faculty 
 

0 = N/A 
1 = Poor 
2 = Fair 
3 = Good 
4 = Excellent 

 

0 Count 2 
% within COB Major 28.6% 

1 Count 2 
% within COB Major 28.6% 

2 Count 0 
% within COB Major .0% 

3 Count 3 
% within COB Major 42.9% 

4 Count 0 
% within COB Major .0% 

Total Count Total
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CSU Academic Advising  Total 
   Marketing 
CSU Academic Advising 
 

0 = N/A 
1 = Poor 
2 = Fair 
3 = Good 
4 = Excellent 

 

0 Count 1 
% within COB Major 14.3% 

1 Count 1 
% within COB Major 14.3% 

2 Count 1 
% within COB Major 14.3% 

3 Count 4 
% within COB Major 57.1% 

4 Count 0 
% within COB Major .0% 

Total Count 7 
% within COB Major 100.0% 

 
 
CSU Academic Advising Total 
   Marketing 
COB Academic Advising 
 

0 = N/A 
1 = Poor 
2 = Fair 
3 = Good 
4 = Excellent 

 

0 Count 1 
% within COB Major 14.3% 

1 Count 1 
% within COB Major 14.3% 

2 Count 3 
% within COB Major 42.9% 

3 Count 1 
% within COB Major 14.3% 

4 Count 1 
% within COB Major 14.3% 

Total Count 7 
% within COB Major 100.0% 

 
 
CSU Availability of Needed Courses Total 
   Marketing 
CSU Availability of Needed 
Courses 
 

0 = N/A 
1 = Poor 
2 = Fair 
3 = Good 
4 = Excellent 

 

1 Count 1 
% within COB Major 14.3% 

2 Count 0 
% within COB Major .0% 

3 Count 5 
% within COB Major 71.4% 

4 Count 1 
% within COB Major 14.3% 

Total Count 7 
% within COB Major 100.0% 
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COB Availability of Needed Courses Total 

   Marketing 
COB Availability of Needed 
Courses 
 

0 = N/A 
1 = Poor 
2 = Fair 
3 = Good 
4 = Excellent 

2 Count 2 
% within COB Major 28.6% 

3 Count 4 
% within COB Major 57.1% 

4 Count 1 
% within COB Major 14.3% 

Total Count 7 
% within COB Major 100.0% 

 
 
 
 
 
Adequacy of CSU Library Collection Total 
   Marketing 
Adequacy of CSU Library 
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CSU Preparation For Employment  Total 
   Marketing 
CSU Preparation For 
Employment
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COB Faculty: Discussions of Class Projects  Total 
   Marketing 
COB Faculty: Discussions 
of Class Projects 
 

0 = N/A 
1 = Never 
2 = Occasional 
3 = Often 
4 = Very Often 

1 Count 0 
% within COB Major .0% 

2 Count 5 
% within COB Major 71.4% 

3 Count 2 
% within COB Major 28.6% 

4 Count 0 
% within COB Major .0% 

Total Count 7 
% within COB Major 100.0% 

 
 
 
 
 
COB Faculty: Discussions of Career Plans  Total 
   Marketing 
COB Faculty: Discussions 
of Career Plans 
 

0 = N/A 
1 = Never 
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Student Engagement in Learning (Class and Assignments) in COB  
 

In the following tables, students reported their personal involvement and engagement in 
their learning using the following rating scale: 

0 = N/A 
1 = Never 
2 = Occasional 
3 = Often 
4 = Very Often 

 
COB Faculty: Discussions of Personal Problems Total 
   Marketing 
Student Involvement: Took 
Detailed Notes in Class 
 

0 = N/A 
1 = Never 
2 = Occasional 
3 = Often 
4 = Very Often 

2 Count 0 
% within COB Major .0% 

3 Count 5 
% within COB Major 71.4% 

4 Count 2 
% within COB Major 28.6% 

7 Count 0

% within COB Major 
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Student Involvement: See How Different Facts/Ideas Fit 
Together 

Total 

   Marketing 
Student Involvement: See 
How Different Facts/Ideas 
Fit Together 
 

0 = N/A 
1 = Never 
2 = Occasional 
3 = Often 
4 = Very Often 

 

2 Count 0 
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Student Clubs and Organizations 
 
Students responded to their civic and social engagement activities in student clubs and 

organizations using the following scale: 0 = N/A; 1 = Never; 2 = Occasional; 3 = Often; 4 = Very Often 

Student Clubs:  
Met Advisor to Discuss Student Clubs/Organizations 

Total 

   Marketing 
Student Clubs: Met Advisor 
to Discuss Student 
Clubs/Organizations 
 

0 = N/A 
1 = Never 
2 = Occasional 
3 = Often 
4 = Very Often 

 

0 Count 0 

 

000
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COB Core Courses: Finance, Accounting, MIS, Management, & Marketing 
 
All students, regardless of their academic major take core courses in Finance, 

Accounting, MIS, Management, and Marketing. The following are their responses to 

these core courses using the following rating scale: 

0 = N/A 
1 = Poor 
2 = Adequate 
3 = Good 
4 = Excellent 

 
 
Time Value of Money 

 Total 

   Marketing 
COREFINTIME 
 

0 = N/A 
1 = Poor 
2 = Adequate 
3 = Good 
4 = Excellent 

 

0 Count 0 
% within COB Major .0% 

1 Count 0 
% within COB Major .0% 

2 Count 2 
% within COB Major 33.3% 

3 Count 3 
% within COB Major 50.0% 

4 Count 1 
% within COB Major 16.7% 

Total Count 6 
% within COB Major 100.0% 

 
 
Rates of Return & Risk  Total 
   Marketing 
COREFINRATES 
 

0 = N/A 
1 = Poor 
2 = Adequate 
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Accounting Cycle    Total 
   Marketing 
COREACCCYCLES 
 

0 = N/A 
1 = Poor 
2 = Adequate 
3 = Good 
4 = Excellent 

 

0 Count 0 
% within COB Major .0% 

1 Count 1 
% within COB Major 16.7% 

2 Count 2 
% within COB Major 33.3% 

3 Count 1 
% within COB Major 16.7% 

4 Count 2 
% within COB Major 33.3% 

Total Count 6 
% within COB Major 100.0% 

 
 
Financial Statements    Total 
   Marketing 
COREACCFINSTATEMEN
TS 
 

0 = N/A 
1 = Poor 
2 = Adequate 
3 = Good 
4 = Excellent 

 

0 Count 0 
% within COB Major .0% 

2 Count 1 
% within COB Major 16.7% 

3 Count 5 
% within COB Major 83.3% 

4 Count 0 
% within COB Major .0% 
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Microsoft Office Applications Total 
   Marketing 
COREMISMSOFFICEAPPS 
 

0 = N/A 
1 = Poor 
2 = Adequate 
3 = Good 
4 = Excellent 

 

0 Count 0 
% within COB Major .0% 

1 Count 0 
% within COB Major .0% 

2 Count 1 
% within COB Major 20.0% 

3 Count 1 
% within COB Major 20.0% 

4 Count 3 
% within COB Major 60.0% 

Total Count 5 
% within COB Major 100.0% 

 
 
Total Quality Management Total 
   Marketing 
COREMISTQM 
 

0 = N/A 
1 = Poor 
2 = Adequate 
3 = Good 
4 = Excellent 

 

0 Count 0 
% within COB Major .0% 

1 Count 0 
% within COB Major .0% 

2 Count 2 
% within COB Major 40.0% 

3 Count 2 
% within COB Major 40.0% 

4 Count 1 
% within COB Major 20.0% 

Total Count 5 
% within COB Major 100.0% 

 
 
 
 
Decision Models - Certainty   Total 
   Marketing 
COREMISMODELS1 
 

0 = N/A 
1 = Poor 
2 = Adequate 
3 = Good 
4 = Excellent 

 

0 Count 0 
% within COB Major .0% 

1 Count 1 
% within COB Major 20.0% 

2 Count 3 
% within COB Major 60.0% 

3 Count 0 
% within COB Major .0% 

4 Count 1 
% within COB Major 20.0% 

Total Count 5 
% within COB Major 100.0% 
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Presentations    Total 
   Marketing 
COREMGMTPRESENTATIONS 
 

0 = N/A 
1 = Poor 
2 = Adequate 
3 = Good 
4 = Excellent 

3 Count 5 
% within COB Major 83.3% 

4 Count 1 
% within COB Major 16.7% 

Total Count 6 
% within COB Major 100.0% 
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Developing Media Plan   Total 
   Marketing 
COREMKTGMEDIAPLAN 
 

0 = N/A 
1 = Poor 
2 = Adequate 
3 = Good 
4 = Excellent 

 

0 Count 0 
% within COB Major .0% 

2 Count 0 
% within COB Major .0%
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Understanding, Knowledge, or Proficiency of Concepts, Principles and Topics 
 
In the following tables, students focus exclusively on Marketing program 
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Consumer Behavior COB Major Total 
   Marketing 
MKTG1c 
 
0 = N/A 
1 = Poor 
2 = Adequate 
3 = Good 
4 = Excellent 

3 Count 3 3 
% within COB Major 42.9% 42.9% 

4 Count 4 4 
% within COB Major 57.1% 57.1% 

Total Count 7 7 
% within COB Major
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Major 
Marketing Segmentation COB 

Major 
Total 

   Marketing 
MKTG1g 
 

0 = N/A 
1 = Poor 
2 = Adequate 
3 = Good 
4 = Excellent 

3 Count 3 3 
% within COB Major 42.9% 42.9% 

4 Count 4 4 
% within COB Major 57.1% 57.1% 

Total Count 7 7 
% within COB Major 100.0% 100.0

% 
 
 
Analyze Numerical Data COB 

Major 
Total 

   Marketing 
MKTG2 
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% 
 
For Profit Organizations  COB 

Major 
Total 

   Marketing 
MKTG4a 
 

0 = N/A 
1 = Poor 
2 = Adequate 
3 = Good 
4 = Excellent 

2 Count 1 1 
% within COB Major 14.3% 14.3% 

3 Count 5 5 
% within COB Major 71.4% 71.4% 

4 Count 1 1 
% within COB Major 14.3% 14.3% 

Total Count 7 7 
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Legal Environment  COB 

Major 
Total 

   Marketing 
MKTG5a 
 

0 = N/A 
1 = Poor 
2 = Adequate

 

 



Page 35 of 51 
 

Economic Environment   COB 
Major 

Total 

   Marketing 
MKTG5e 
 

0 = N/A 
1 = Poor 
2 = Adequate 
3 = Good 
4 = Excellent
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2. MFT CAPSTONE EXAM 
 

MFT Capstone Exam: An external direct standardized examination by Educational Testing 

Service (ETS), MFT Business, is administered consecutively each semester for the past three 

years. Developed and provided on-line by ETS, the Major Field Test (MFT) provides yet the 

most independent and unbiased assessment of what marketing and business students should 

know upon graduation. Minimum competency is determined by students scoring at or above 

50th percentile of national comparison institutions. 

Developed and provided on-line by ETS, the Major Field Test (MFT) provides yet the most 

independent and unbiased assessment of what marketing and business students should know 

upon graduation. 



Page 38 of 51 
 

Outcomes : Marketing student performance in the capstone course is captured in the 

three tables below - marketing content area; mean component area scores; specific 

item analysis. Results allow our students can thus be compared within group (to 

themselves), and also to a national cohort. On majority of items, our students performed 

far below national norms collectively, and severally on most items over the past four 

years 2012-16. It is noteworthy, however, that a number of students distinguished 

themselves and scored at or above the 50th percentile ranking. Assessment indicators 

presented in the subsequent table shows an average of 30-46% correct in most areas.  

Major Field Test - Business (4JMF): Item Information Report  
Administration Date Range: April 2016 - April 2016. Chicago State University. Number of Test Takers = 32 

 
Section  Item  

Number(a)  
Percent  
Correct  

Institution  

Percent  
Correct   

National(b)  

Percent  
Omit  

Percent  
Not 

Reached  
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DEPARTMENTAL SUMMARY OF TOTAL TEST AND 
SUBSCORES  

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

MGMT4890 SPRING 2016. Closed on: April 11, 2016 

TOTAL TEST  
Scaled Score Range Number in Range Percent Below 

200 0 100 
195-199 0 100 
190-194 0 100 
185-189 0 100 
180-184 0 100 
175-179 0 100 
170-174 0 100 
165-169 1 97 
160-164 0 97 
155-159 1 94 
150-154 6 75 
145-149 6 56 
140-144 3 47 
135-139 4 34 
130-134 7 13 
125-129 3 3 
120-124 1 0 

 

  

 

  Mean Standard Deviation 
Total Test Scaled Score 141 11 

 

Students responding to less than 50% of the questions: 0 Students in frequency distribution: 32 
Students tested: 32 
 
 

DEPARTMENTAL SUMMARY OF ASSESSMENT INDICATORS 
Test:  Business. Form Code: 4JMF. Institution:  Chicago State University. Cohort: KPO - MGMT4890 

SPRING 2016 
Closed on: April 11, 2016 

Assessment Indicator Number Assessment Indicator Title Mean Percent Correct 
1 Accounting 31 
2 Economics 33 
3 Management 46 
4 Quantitative Business Analysis 31 
5 Finance 38 
6 Marketing 45 
7 Legal and Social Environment 53 
8 Information Systems 46 
9 International Issues 32 

Students responding to less than 50% of the questions= 0. Students in frequency distribution: 32. Students tested= 32 
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Major Field Test - Business (4JMF) 
Item Information Report  

 
Administration Date Range: April 2016 - April 2016. Chicago State University.  

Number of Test Takers = 32 
 

Section  Item  
Number(a)  

Percent  
Correct  

Institution  

Percent  
Correct   

National(b)  

Percent  
Omit  

Percent  
Not 

Reached  

Domain  Content Area  Sub Content 
Area  

Item 
Mapping  

1 1 71.9 83.1 0 0 Management Strategy and 
Policy 

Strategic analysis A3 -- 

1 2 40.6 44.8 0 0 Finance Investments Financial markets 
and environment 

A5 -- 

1 3 68.8 69.6 0 0 Marketing Identifying 
attractive 
markets 

Scanning the 
marketing 
environment 

A6 -- 

1 4 68.8 60.9 0 0 Legal and 
Social 
Environment 

Legal 
Environment 

Administrative law A7 -- 

1 5 37.5 57.7 0 0 Information 
Systems 

Information 
Technology 
Concepts 

Software 
Technology 

A8 -- 

1 6 46.9 61.9 0 0 Accounting Financial 
Accounting 

Income 
Statement and 
Statement of 
Retained 
Earnings 

A1 -- 

1 
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Markets services 
1 26 31.2 19.5 0 0 Quantitative 

Business 
Analysis 

Probability and 
Statistics 

Counting rules A4 -- 

1 27 25.0 53.5 0 0 Management Management 





Page 43 of 51 
 

Accounting foundations 
2 21 15.6 32.3 0 0 Legal & 

Social 
Environment 

Business 
Relationships 

Business 
Organizations 

A7, 
A9 

-- 

2 22 31.2 30.8 0 0 Management International and 
Cross Cultural 
Management 

-- A3, 
A9 

-- 

2 23 43.8 50.0 0 0 Marketing Serving Selected 
Markets 

Marketing mix A6 -- 

2 24 46.9 67.6 0 0 Marketing Serving Selected 
Markets 

Marketing of 
social causes 

A6, 
A9 

-- 

2 25 53.1 78.6 0 0 Marketing Identifying 
attractive 
markets 

-- A6 -- 

2 26 40.6 57.2 0 0 Finance Investments Risk and return A5 -- 
2 27 40.6 42.3 0 0 Information 

Systems 
Business 
Information 
Systems 

Decision support 
& expert systems 

A8 -- 

2 28 15.6 25.5 0 0 Legal & 
Social 
Environment 

Business 
Relationships 

Law of agency A7 -- 

2 29 25.0 34.4 0 0 Quantitative 
Business 
Analysis 

Probability and 
Statistics 

Conditional/joint 
probabilities 

A4 -- 

2 30 34.4 44.8 0 0 Accounting Managerial 
Accounting 

Budgeting A1 -- 

2 31 53.1 32.8 0 0 Management Strategy and 
Policy 

Strategic analysis A3 -- 

2 32 31.2 51.7 0 0 Marketing International 
Marketing 

-- A6, 
A9 

-- 

2 33 15.6 26.2 0 0 Finance Corporate 
Finance 

Time value of 
money 

A5 -- 

2 34 53.1 65.7 0 0 Management Organizational 
Behavior 

Leadership and 
motivation 

A3 -- 

2 35 31.2 50.6 0 0 Quantitative 

35 
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Social 
Environment 

Environment 
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Analysis and Program Change 

Strengths: Real world experience is brought into the class room through interaction between corporate 

executives, business owners, faculty, staff, and students. Over the past two years the COB has engaged 

in International Internships in Ghana in both local and international organizations in that country, in 

addition to national/local internships. Students have performed exceptionally well in these placements 
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Assessment as a Departmental Priority  
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PART 2: ASSESSMENT PLAN 
 
Program/Department: COLLEGE OF BUSINESS/MARKETING PROGRAM  
 
Program Mission: The mission of Marketing Program is to produce successful graduates in the field of 

marketing who are well equipped in knowledge, communication skills, and technology to compete in a 

global marketplace and /or start their own business. 

 
Program Objectives 

1. Demonstrate application of marketing concepts in any business environment. 

2. Analyze marketing functions in the flow of goods and services in the marketplace. 

3. Prepare, and present cases and recommend solutions based on identified problems. 

4. Evaluate and choose business opportunities based on sound business or marketing plan. 

5. Prepare coherent steps required in conducting global business. 

6. Recognize the importance of diverse workplace and its contribution to organizational 

performance. 

7. Resolve ethical issue when confronted with a dilemma.  

 
Student Outcomes  

a. Critically evaluate marketing functions performed by channel members in the industry.  

b. Organize thoughts to effectively communicate in any business environment.  

c. Integrate technology to provide solutions to marketing problems.  

d. Evaluate entrepreneurial opportunities.  

e. Integrate marketing concepts in a global business environment.   

f. Recognize the importance and contribution of organizational diversity in a business environment.  

g. Determine ethical issues and select appropriate actions.  
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Curriculum Map: MARKETING 
 

 



 

Assessment Plan Detail 
 
Program Objectives  Student Outcomes   Assessment Instruments  Criteria  

1
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