MKTG 3310 Spring 2012

Assessment and Closing the Loop Overview

Performance on Key Marketing Concepts
(Data Reported was Collected from Dr. Abshire’s 2 Sections: n = 95)

Percentages represent % of students who answered correctly on questions related to the subject matter embedded in multiple choice exams. Data were collected across 4 separate exams given throughout the course of the semester.  The overall average performance by students is 71%.
Areas selected for improvement are highlighted in yellow.

	#
	Score
	Concept

	
	
	Overview

	1
	76%/49%
	Definition of Marketing; the Marketing Concept

	2
	NA
	Ability to name the 4 P’s as the scope of marketing activity

	
	
	Strategic Planning

	3
	74%
	The strategic marketing planning process: Steps involved

	4
	80%
	SWOT analysis

	5
	37%
	Growth Matrix: Penetration, market dev, product dev, diversification

	
	
	Ethics

	6
	66%
	Framework for ethical decision-making

	
	
	Consumer Behavior

	7
	56%
	Consumer decision-making process overview

	8
	43%
	Types of goods/services: Specialty. shopping convenience 

	
	
	Globalization

	9
	NA
	Differences between domestic and global strategies

	10
	64%
	Options firms have in entering an international market

	
	
	Segmentation, Targeting and Positioning

	11
	78%
	Reasons for segmentation

	12
	79%
	Identify bases of segmentation

	13
	NA
	Steps in segmentation process

	14
	NA
	Reasons for selecting target markets

	15
	62%
	Positioning

	
	
	Marketing Information Systems/Market Research

	16
	47%
	Basic overview of market research and information systems and the need for them 

	17
	85%
	Steps in the market research process

	
	
	Products and Brands, Product Strategy, Services

	18
	71%
	Concepts of mix, lines and items, width, depth

	19
	70%,62%
	Role and value of brands, branding strategies

	20
	86%
	Innovation/diffusion 

	21
	80%
	Product Life Cycle Theory

	22
	38%
	Key differentiators of products and services 

	
	
	Pricing

	23
	NA
	Role of 5 C’s in pricing

	24
	70%
	3 fundamental pricing strategies: Skimming, status quo, penetration 

	25
	68%
	Price elasticity of demand 

	
	
	Distribution

	26
	73%
	Distribution intensity: intensive selective exclusive 

	27
	90%
	Definition of retailing vs. wholesaling 

	
	
	Promotion

	28
	88%/ 81%
	Why IMC is important/ 4 elements of IMC

	29
	NA
	Overview of the communication process

	30
	73%/NA

	Personal selling process / How the personal selling process adds value


Priorities for Improvement/ Methods for Improving Student Learning Outcomes

Findings and “closing the loop” ideas were discussed with John Newbold on May 29, 2012.

	Methods for Improvement
	Concept #1: 
The Growth Matrix
	Concept #2:

Differentiators Between Products and Services

	Method #1
	Create acomprehensive mini-case whereby all of the growth strategies are employed (e.g., McDonald’s)
	Use a build-up approach:
· Introduce the 4 key areas of differences

· Go through an extended example of a product

· Go through an extended example of a service

· Summarize the differences as highlighted by the extended examples

	Method #2
	In the same class session, follow up the mini-case with a self-check exercise (e.g., a quiz, a game, etc.)
	In the same class session, follow up the mini-case with a self-check exercise (e.g., a quiz, a game, etc.)


Further Activities to Improve the Assessment Process for MKTG 3310
A committee consisting of Newbold/Abshire/Payne will, in Summer II:

1) Refine and clarify the list of concepts, and
2) For the “new” list of concepts, create a core set of multiple choice test questions to be used uniformly across sections for assessment purposes

Note: The revised set of concepts and resulting set of test items will be circulated to the rest of the marketing faculty for feedback and amendment prior to being implemented.

