Student Learning Outcomes Assessment Reports

June 2002

Marketing Department

Overview of Assessment Procedures


The Marketing Knowledge and Skills Assessment Survey continued to be administered at the end of the quarter to students enrolled in MKT463 (Marketing Strategy).  This is the second year of using the revised survey.  Marketing Strategy is the capstone course for marketing majors and is taken by graduating seniors who have successfully completed requirements for a marketing major.  The survey is a self-assessment; students are to evaluate their competency on a variety of marketing topics as poor, average, or excellent.  Demographic information, including the specific marketing courses completed, is also collected.  Finally, students are asked to evaluate how well specific skills--such as oral communication and written communication—and general topics—such as diversity and ethics—were addressed throughout their marketing program.  


In comparison to previous years, the sample size was dramatically increased from 55 (in 2001) to 146 in 2002.  We believe this larger, more complete sample reflects marketing faculty commitment to the assessment process and results in a more accurate picture of student learning.  

Synopsis of Outcomes


Based on 2002 assessment scores, it appears that we have made significant improvements as a department.  While we essentially maintained the number of topics rated as ‘excellent competency’ by students (10 items in 2001; 9 items in 2002), the number of topics that were rated as ‘good competency’ by students increased from 27 items (2001) to 31 items (2002) while the number of topics rated as ‘average competency’ increased from 43 (2001) to 49 (2002).  It appears that while the department as a whole was able to maintain emphasis on critical marketing topics, we were also able to increase emphasis on other topics as well:  thus exposing OU marketing majors to more marketing topic areas than in previous assessment years.
 

Summary of Changes to Curriculum

We are pleased to report that areas of particular concern in the 2001 report have shown improvement.  For example, after increased emphasis on understanding brand equity, writing marketing plans and executing market segmentation, averages on two out of three of those topics have improved (brand equity 4.19 to 4.24 in 2002; writing a marketing plan 4.17 to 4.24 in 2002).  

In addition, our 2001 report showed that international topics in general seemed to lack the emphasis given to other marketing topics.  While students still rate themselves as having only ‘average competency,’ in all of the international marketing areas, nonetheless, these numbers show improvement from previous years.  Marketing students graduating in 2002 report an increased ability to understand global issues, discuss NAFTA, perform cultural analysis for international marketing, collect data for international marketing, choose a market entry strategy for international marketing and explain dumping.  While we would still like to see continued improvement in this area, we believe this increase is a direct result of departmental commitment to international marketing. 

Changes in Department’s Assessment Goals    


The marketing department has two major goals in terms of assessment for 2002-2003.  First, the department intends to develop a mission statement.  Our mission statement will then be compared and contrasted to the course topics emphasized to confirm we are fulfilling our mission.

Second, we believe a closer inspection of topics covered in elective courses is warranted.  Using a logistics elective course as an example, there are several specific topics—such as logistics cost areas or logistics customer services--that may be covered only in an elective logistics course.  Our plan is to compare the mean responses of students who have taken the logistics elective (for example) with students who haven't taken logistics to ensure that those who have taken the class are more confident of their logistics knowledge.  If extreme differences do arise, marketing faculty will discuss if or where neglected items can/should fit into other required marketing classes to ensure that our graduates have minimal knowledge of basics covered in elective courses. 
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	Excellent Ratings (4.50-5.00)
	2002
	
	2001
	2000
	1999
	1998

	Knowledge/Skill
	
	
	
	 
	
	

	Make a professional oral presentation using PowerPoint
	4.84
	
	4.85
	4.77
	4.79
	4.81

	Marketing mix
	4.62
	
	4.65
	4.65
	4.65
	4.62

	Competitive advantage
	4.60
	
	4.52
	4.55
	4.72
	4.55

	Write a business report
	4.60
	
	4.51
	4.31
	4.44
	4.41

	Oral communication skills
	4.55
	
	4.57
	4.55
	4.54
	

	Product life cycle concept
	4.55
	
	4.45
	4.26
	3.07
	3.36

	Use of computers
	4.53
	
	4.35
	4.34
	4.60
	

	External environment
	4.51
	
	4.13
	
	
	

	Determine target market
	4.50
	
	4.52
	4.56
	4.55
	4.54

	
	
	
	
	
	
	

	Good Ratings (4.00-4.49)
	2002
	
	2001
	2000
	1999
	1998

	Written communication skills
	4.46
	
	4.56
	4.32
	4.57
	

	Conduct SWOT Analysis
	4.45
	
	4.40
	4.06
	3.85
	3.71

	B2C marketing
	4.42
	
	4.42
	
	
	

	Design a questionnaire
	4.41
	
	4.56
	4.37
	4.49
	4.32

	Analyze the competition
	4.40
	
	4.51
	4.44
	4.29
	4.46

	Differences in convenience, shopping, and specialty products
	4.37
	
	4.31
	4.53
	4.62
	4.56

	Product differentiation
	4.29
	
	4.28
	4.29
	4.51
	4.30

	Marketing concept
	4.26
	
	4.30
	4.37
	4.44
	4.56

	Steps in the selling process
	4.24
	
	4.24
	4.08
	4.39
	4.35

	Brand equity
	4.24
	
	4.19
	4.50
	4.44
	4.30

	Write a marketing plan
	4.24
	
	4.17
	4.34
	
	

	Relationship marekting
	4.23
	
	4.25
	4.24
	4.54
	4.42

	Promotions mix
	4.21
	
	4.51
	4.44
	4.53
	4.41

	Determine effective promotion mix for marketing strategy
	4.21
	
	4.11
	4.03
	4.05
	4.17

	Consumer decision-making process
	4.18
	
	4.28
	
	
	

	B2B marketing
	4.18
	
	4.27
	
	
	

	Analyze consumer behavior
	4.17
	
	4.07
	4.03
	4.07
	4.23

	Niche marketing
	4.16
	
	4.11
	4.48
	4.43
	4.50

	Elastic vs. Inelastic demand
	4.15
	
	4.07
	3.92
	4.10
	4.00

	Price vs. value
	4.15
	
	4.02
	4.11
	4.20
	4.12

	Product line
	4.14
	
	4.06
	4.48
	4.54
	4.36

	Evaluate attractiveness of a market segment
	4.14
	
	3.85
	3.71
	3.98
	4.06

	Direct marketing vs. direct selling
	4.14
	
	3.72
	4.27
	4.31
	4.38

	Market skimming vs penetration pricing
	4.08
	
	4.25
	
	
	

	Position the product
	4.08
	
	3.96
	4.13
	4.15
	4.42

	E-commerce
	4.07
	
	4.11
	
	
	

	Write statement of objectives
	4.05
	
	4.04
	4.08
	
	

	Benchmarking
	4.04
	
	4.05
	3.76
	3.88
	3.99

	High-low involvement purchase behavior
	4.04
	
	3.98
	4.02
	4.19
	3.95

	Segment the market
	4.03
	
	4.09
	4.37
	4.31
	4.25

	Integrated marketing communication
	4.01
	
	3.75
	3.71
	3.74
	3.83

	
	
	
	
	
	
	

	
	
	
	
	
	
	

	
	
	
	
	
	
	

	
	
	
	
	
	
	

	
	
	
	
	
	
	

	
	
	
	
	
	
	

	
	
	
	
	
	
	

	
	
	
	
	
	
	

	
	
	
	
	
	
	

	
	
	
	
	
	
	

	Average Ratings (3.00-3.99)
	2002
	
	2001
	2000
	1999
	1998

	Knowledge/Skill
	
	
	
	
	
	

	Basis of market segmentation
	3.97
	
	4.02
	
	
	

	Factors that influence the choice of promotion mix
	3.96
	
	3.62
	3.79
	3.60
	3.78

	Technological issues
	3.93
	
	4.02
	3.74
	3.96
	

	Functions of packaging
	3.89
	
	3.96
	
	
	

	Use of library resources
	3.84
	
	3.78
	3.81
	4.19
	

	Functions performed in channels
	3.82
	
	3.78
	3.81
	3.93
	3.86

	Team selling
	3.81
	
	3.73
	3.71
	4.21
	4.11

	Use private sources of marketing data
	3.80
	
	3.49
	3.81
	3.88
	3.81

	Conduct data analysis using a statistical package (SPSS)
	3.79
	
	3.96
	3.84
	3.99
	3.82

	Determine advertising effectiveness
	3.77
	
	3.81
	3.69
	3.64
	3.78

	Communication vs. sales objectives of advertising
	3.76
	
	3.55
	3.74
	3.76
	3.95

	Test a new product concept
	3.73
	
	3.31
	3.63
	3.65
	3.68

	Brand extension
	3.72
	
	3.67
	
	
	

	Ethical issues
	3.71
	
	3.72
	3.98
	3.91
	

	Analyze organizational buying behavior
	3.69
	
	3.53
	3.42
	
	

	Cooperative advertising
	3.69
	
	3.47
	
	
	

	New product adoption process
	3.68
	
	3.33
	3.94
	3.85
	3.61

	Decide on reach, frequency, impact for advertising
	3.67
	
	3.67
	3.71
	3.75
	3.80

	Product vs. customer sales force structure
	3.67
	
	3.47
	3.50
	3.89
	3.92

	Methods of setting promotion budget
	3.66
	
	3.38
	3.50
	3.27
	3.66

	Cultural/ethnic diversity issues
	3.64
	
	3.63
	3.72
	3.72
	

	Internal marketing
	3.59
	
	3.51
	3.47
	3.75
	3.66

	Federal regulations on pricing and competition
	3.59
	
	3.26
	
	
	

	Buying center
	3.58
	
	3.46
	3.89
	3.76
	3.39

	Co-branding
	3.58
	
	3.33
	
	
	

	Line extension
	3.55
	
	3.61
	
	
	

	Use government sources of marketing data
	3.55
	
	3.39
	3.50
	3.76
	3.55

	Primary and selective demand
	3.54
	
	3.46
	
	
	

	Social marketing
	3.50
	
	3.47
	3.29
	3.71
	3.63

	Global issues
	3.47
	
	3.28
	3.58
	3.73
	

	Tariff
	3.46
	
	3.24
	3.54
	3.92
	3.72

	Supply Chain Management
	3.46
	
	3.18
	
	
	

	Franchising
	3.46
	
	3.17
	
	
	

	Relationship between logistics and marketing
	3.42
	
	3.15
	
	
	

	Cognitive dissonance
	3.41
	
	3.65
	3.97
	3.97
	3.66

	NAFTA
	3.38
	
	3.33
	3.76
	4.06
	3.78

	Legal/regulatory issues
	3.34
	
	3.20
	3.37
	3.32
	

	Order taker vs. order getter salesperson
	3.33
	
	3.53
	3.71
	3.75
	3.75

	Perform cultural analysis for international marketing
	3.33
	
	3.00
	3.27
	3.41
	3.31

	Collect data for developing international marketing strategy
	3.33
	
	2.87
	3.23
	3.58
	3.09

	Logistics customer service issues
	3.27
	
	2.96
	
	
	

	Experience curve effect on cost
	3.24
	
	2.80
	3.11
	2.80
	2.86

	Environmental issues
	3.22
	
	3.22
	3.42
	3.35
	

	Perform breakeven analysis
	3.22
	
	2.89
	3.68
	3.50
	3.58

	Choose a market entry strategy for international marketing
	3.17
	
	2.75
	6.26
	3.31
	3.13

	Dumping
	3.05
	
	2.78
	3.05
	3.56
	3.40

	Logistics cost areas
	3.04
	
	2.85
	
	
	

	Derived demand for industrial products
	3.03
	
	2.69
	3.08
	3.11
	2.81

	Perform political risk analysis for international marketing
	3.00
	
	2.56
	2.87
	3.09
	2.98

	
	
	
	
	
	
	

	
	
	
	
	
	
	

	
	
	
	
	
	
	

	
	
	
	
	
	
	

	
	
	
	
	
	
	

	Below Average Ratings (0-2.99)
	2002
	
	2001
	2000
	1999
	1998

	Knowledge/Skill
	
	
	
	
	
	

	Read Simmons market research data
	2.66
	
	2.69
	3.48
	3.37
	3.72

	Grey market
	2.55
	
	2.62
	2.87
	2.85
	3.09


