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I. Program History 
 
History 
The Management – Marketing degree was first offered at OIT in the late 
1990s.  Enrollment as of fall 2009 is 24 students, with seven Management – 
Marketing graduates in 2007-08.  The Marketing Option provides students 
with a broad background in business management with a strong emphasis in 
modern marketing concepts and practices.  Marketing graduates enjoy careers 
in management, advertising, research, consulting, distribution, sales, and 
entrepreneurial enterprises.  This degree option is offered at the Klamath Falls 
campus.  

 
II. Program Purpose 

 
The Management faculty reviewed the program purpose, objectives, and 
learning outcomes during the fall faculty meeting in September 2009.  The 
faculty reaffirmed the statements below: 

 
Management – Marketing Option Mission Statement: 
 
The Management – Marketing Option degree program provides students with 
a broad background in business management, international business, in-depth 
business computer applications, and detailed, content-specific marketing 
specialty areas. 
 
Educational Objectives: 
 
(1) The Management - Marketing option prepares students for employment in 
marketing, sales, advertising, and public relations professions. 
(2) The Management - Marketing Option prepares students for entry into a 
master’s degree program.  
 
Student Learning Outcomes: 
 
The Management – Marketing option consists of the nine core Management 
Department student learning outcomes as well as one student learning 
outcome specific to this program.  Upon completion of this program, 
Management - Marketing graduates will be able to: 
 
 
 



1. Demonstrate an understanding of the functional areas of accounting, 
marketing, finance, management, and economics. 

2. Demonstrate an understanding of the legal and social environment of 
business. 

3. Demonstrate an understanding of the global environment of business. 
4. Demonstrate an understanding of the ethical obligations and 

responsibilities of business. 
5. Demonstrate the ability to use business tools. 
6. Demonstrate information literacy. 
7. Demonstrate the ability to communicate effectively. 
8. Demonstrate the ability to apply knowledge of business concepts and 

functions in an integrated manner. 
9. Demonstrate the ability to work effectively in teams and/or groups. 
10. Demonstrate the ability to create a comprehensive marketing plan. 
 

III. Assessment Cycle 
 

Assessment schedule 
IACBE requires all accredited institutions to complete a full assessment cycle 
for all IACBE core student learning outcomes (SLOs 1-9) on an annual basis.  
Program-specific learning outcomes (PSLO 10) will also be assessed 
annually. 

 
IV. 2009-2010 Assessment Activities 

 
The assessment results for the nine core student learning outcomes will be 
reported separately in the IACBE documents.  This report covers PSLO #10 
only.   
 
PSLO #10: Demonstrate the ability to create a comprehensive marketing 
plan. 
 
Direct Assessment #1: The faculty assessed this outcome in BUS 319 
Advertising Management winter 2010 using an advertising plan.  There were 
13 students who participated in this assessment.  The results of this 
assessment including the performance criteria are shown in the table below. 



 

Table 1: Assessment Results for PSLO #10 in BUS 319 
 
Students met all performance criteria except analyzing the marketplace.  
Students performed particularly well in writing their promotional plan and 
advertising plan which was the specific focus of this course.   
 
Direct Assessment #2: The faculty assessed this outcome in BUS 473 
Marketing Plan Development during winter 2010 using a marketing plan.  
There were five students participating in the assessment.  The results of this 
assessment including the performance criteria are shown in the table below. 
 

Table 2: Assessment Results for PSLO #10 in BUS 473 

Performance 
Criteria 

Assessment 
Method 

Measurement 
Scale 

Minimum 
Acceptable 
Performance 

Results 

1. Analyze the 
marketplace   
 

Rating of 
final project 

1-4 Proficiency 
Scale 

80% achieve 
3 or 4 rating 

76.9% 
 

(10/13) 
2. Assess 
internal 
competencies 
 

Rating of 
final project 

1-4 Proficiency 
Scale 

80% achieve 
3 or 4 rating 84.6% 

 
(11/13) 

3. Write 
promotional 
plan 
 

Rating of 
final project 

1-4 Proficiency 
Scale 

80% achieve 
3 or 4 rating 92.3% 

 
(12/13) 

4. Develop an 
advertising 
plan 

Rating of 
final project 

1-4 Proficiency 
Scale 

80% achieve 
3 or 4 rating 

92.3% 
 

(12/13) 

Performance 
Criteria 

Assessment 
Method 

Measurement 
Scale 

Minimum 
Acceptable 
Performance 

Results 

1. Analyze the 
marketplace   
 

Rating of 
final project 

1-4 Proficiency 
Scale 

80% achieve 
3 or 4 rating 

0% 
 

(0/5) 
2. Assess 
internal 
competencies 
 

Rating of 
final project 

1-4 Proficiency 
Scale 

80% achieve 
3 or 4 rating 60% 

 
(3/5) 

3. Write 
promotional 
plan 
 

Rating of 
final project 

1-4 Proficiency 
Scale 

80% achieve 
3 or 4 rating 20% 

 
(1/5) 

4. Develop an 
advertising 
plan 

Rating of 
final project 

1-4 Proficiency 
Scale 

80% achieve 
3 or 4 rating 

20% 
 

(1/5) 



 
Students did not meet any of the performance criteria in this assessment.  
Faculty felt there were several reasons for these poor results.  The sample size 
of 5 students was small and most of these students were unprepared for the 
level of rigor of this assessment.  In addition, the scope and level of 
expectation of this project was difficult to accomplish in a 10 week term.   
 
Indirect Assessment: The faculty indirectly assessed this outcome spring 
2010.  Seniors completed a senior survey and attended a focus group session.  
Both the survey and the focus group asked students to rate how well the 
Management - Marketing program taught the program-specific student 
learning outcomes and corresponding competencies.  There were two of the 
eight graduates who completed the senior exit survey.  The results of this 
assessment are shown in the table below. 
 

Table 3: Assessment Results for PSLO #10 from Senior Survey 
 
The results of the student’s self assessment on the survey show that students 
perceive their ability to be significantly higher than faculty’s assessment of 
their actual performance.  However, the small sample size makes it difficult to 
draw conclusions.   
 

V.  Evidence of Student Learning 
 

The faculty discussed the results of PSLO #10 in the spring 2010 faculty 
assessment meeting.  The following strengths, weaknesses and actions were 
the outcome of that discussion.   
 
Strengths:  Students possess competency in components of the process, i.e. 
developing an advertising plan.   
 
Weaknesses:  Students fail to see the big picture, or possess the ability to 
bring all parts of their learning together in a synthesized project.  Faculty 
report that students struggle with appropriate research methods, which is the 
basis of analyzing the marketplace.  Faculty have observed that the program 
curriculum does not flow well with one course building upon the learning 
outcomes of another.   
 
Actions:  To improve the flow of knowledge acquisition, BUS 319 
Advertising Plan Development will be made a prerequisite for BUS 473 
Marketing Plan Development.  Marketing faculty will also coordinate content 

PSLO Assessment 
Method 

Measurement 
Scale 

Minimum 
Acceptable 
Performance 

Results 

Create a 
marketing plan 
 

Student 
rating 

1-4 Proficiency 
Scale 

80% achieve 
3 or 4 rating 

100% 
 

2/2 



into the curriculum that builds from one course to another.  Curriculum 
mapping of performance criteria will be done in fall convocation to improve 
the building of core knowledge throughout the marketing curriculum.  

 
 
 
 
 
 
 
 


