
Instructions:  For your program, indicate the primary course(s) in which your students demonstrate the program outcomes and in which year you will collect course assessment data.  Data analysis occurs the year following data collection.  During a five-year period, it is assumed that all outcomes will have been assessed.  Accreditation requirements for specific programs may need to be coordinated in a different cycle.
Marketing Outcomes Assessment Plan
2006
	Program Outcomes
	06-07
	07-08
	08-09
	09-10
	10-11

	PO #1

Demonstrate competency in general education skill areas such as oral and written communication, quantitative methods, critical thinking, ethical decision making, continuous learning, and technology.
	Direct measure data are collected

MRK 295
	Direct measure data are analyzed
	Document improvements
	
	

	PO #2

Understand the purpose, foundational concepts, and interconnections of the core functional areas of an organization, including the role of marketing and how and why marketing helps an organization to implement the marketing concept and create competitive advantages. Use the marketing planning process and work within the marketing environments to develop effective marketing tactics, strategies, and plans – including selection of appropriate target markets and development of detailed product, promotion, price, and place mixes – which satisfy target customer needs and organizational objectives in context of a global and ever-changing marketplace.  
	
	Direct measure data are collected

MRK 202
	Direct measure data are analyzed
	Document improvements
	

	PO #3

Understand and apply appropriate management principles to be an effective marketing employee within a variety of organizational settings.  This would include demonstrating competency in areas such as teaming, leadership, followership, time management, project management, motivation, negotiation, and planning.  Demonstrate an understanding and familiarization with marketing  terminology including key concepts such as: (1) The types of marketing, (2) Marketing strategy decisions and implications, (3) Relationships between marketing strategies and financial outcomes, and (4) Ethical issues facing marketers
	
	
	Direct measure data are collected

MRK 295

MRK 245
	Direct measure data are analyzed
	Document improvements

	PO #4

Locate sources of relevant secondary information, manage basic primary research projects, and be able to analyze and use information to solve marketing related problems.
	
	
	
	Direct measure data are collected

MRK 235
	Direct measure data are analyzed

	PO #5

Know the psychological, social, and situational factors which influence consumers when making purchase decisions and how these factors relate to the creation of effective marketing strategies.
	
	
	
	
	Direct measure data are collected
MRK 236

	PO #6

Understand the strengths, weaknesses and appropriate uses of key marketing communication functions (advertising, public relations, sales promotion, personal selling, and specialized media) in order to design effective brand messages that are integrated with other marketing activities.
	
	
	
	
	Direct measure data are collected
MRK 215

MRK 225



