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Expanded Statement of Institutional Purpose Linkage:
Institutional Mission Reference:  
The university is dedicated to excellence in teaching and lifelong learning in a student-centered environment.

College/University Goal(s) Supported:  

The College of Business Administration (USF) will be a learning community (1) to enable faculty, staff and students to participate in an intellectually challenging, caring and stimulating environment and (2) to prepare students through critical inquiry and creative thought to exercise leadership in business and society.

Intended Educational (Student) Outcomes:

1.  Ability to write all elements of a Marketing Plan
2.  Build business/industry experience
	3.  Ability to articulate thoughts orally and in writing


4. Ability to use computerized and/or published data and statistical analyses to make marketing decisions
5.  Ability to work in teams

6.  Ability to use marketing concepts
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RETROSPECTIVE SUMMARY OF ASSESSMENT ACTIVITY:

1. Draft of Marketing Department Intended Educational Outcomes

In Spring 2002, Marketing Department faculty members prepared a chart including the Intended Educational (Student) Outcomes, Means for Program Assessment, and Criteria for Success.  The Intended Outcomes are reported on Form B.  The entire chart is attached to Form C.

As a result of this assessment activity, faculty members indicated that they would become more conscientious about stating learning objectives in syllabi and monitoring their usual assessment activities.  While the initial impact is expected to be formalizing and documenting current productive educational experiences, this heightened awareness of educational outcomes is also expected to encourage changes in course content, delivery, and measurement.

2. Faculty Recruiting 

The current faculty recognized the needs (1) to consistently offer a full range of courses for marketing students on the St. Petersburg campus, (2) to utilize faculty with terminal (doctoral) degrees to deliver those courses, and (3) to create a cohort of permanent faculty dedicated to providing a consistent and integrated educational program for the students.

In Spring 2002, the faculty recruited Dr. Kim Nelson (Ph.D., Marketing, University of Arizona) to join the faculty as an Instructor the following year.

Planning was also begun to recruit two tenure track faculty members during Fall 2002 to begin in Fall 2003.  These additional hires should eventually allow the required marketing courses to be offered primarily by full-time, terminally qualified faculty and reduce reliance on adjunct instructors.

3.  Assessment of Online/Interactive Basic Marketing Course

An online/interactive Basic Marketing course (MAR 3023) was offered in Fall 2001 for the first time.  A concerted effort was made to compare learning outcomes from the online version to traditional classroom delivery and to use course assessment to improve the online course.  A report from the lead instructor is attached to Form C.  A summary related to learning assessment is presented below:


Raw scores from exams in the online course were compared to the scores in the traditional delivery system.  The comparison indicated that the learning outcomes based on exam scores were similar.  (The same textbooks and subject matter were used, but there were no controls for student GPAs, lecture differences, or exam question differences.)  More controlled comparison could be valuable in the future.

Students in the online course were asked to anonymously provide lists of strengths and weaknesses (a content analysis is provided in the attached report).  Students reported the strengths to be convenience (timing), ability to review, pacing of the course, and an innovative approach.  Students reported lack of interaction with instructors/other students, various technical problems and “talking head” lectures as weaknesses.  

A list of suggestions for improving the course was generated after reviewing the assessment results.  See “Next Steps” in the attached report.
MAR 3023, Basic Marketing Online                                                                                         February 7, 2003

University of South Florida St. Petersburg

Spring/Fall 02

Assessment and Recommendations

Submitted by Len Deadman, Visiting Instructor 

HISTORY

A trial course was offered fall 2001. It was quickly learned that narrated PowerPoint lectures did not work online, that WebCT was cumbersome and basically outdated (html), and that the USF Tampa Outreach tech support person was a hindrance to the effort.

I urged that video streaming be used for lectures (which negates copyright problems), a first rate support group from Outreach and from ACOMP became active, and Mike Luckett and I did four video lectures in December 2001 to get the course going for spring 2002. Our current taped lecture pool is:

Mike Luckett 6 lectures
Len Deadman 6 lectures

Karin Braunsberger 3 lectures

Jim Stock   1 lecture

Dee Sams 1 lecture

The spring semester course was not listed in the Course Schedule as being online. The students were advised in the first class session that they could switch to another section. Some did. The fall section was listed as online.

GOALS

Mike and I set two primary goals for the course.

1. The student learning experience, measured by raw scores on exams, would equal that in the classroom. Comparisons, with controls lacking (student GPA's, lecture differences, exam question differences) suggest that online/classroom scores are the same.

2. The online pedagogy would optimize concept demonstration through audio/visual presentation. Viewing the lectures and student evaluations suggest we need less talking head and more demonstration.

STRENGTHS AND WEAKNESSES

The attached breakdown suggests the student needs we satisfy and those that we don't.  Convenience, pacing, review, innovation (innovators and early adopters) and perceived lack of weaknesses are strengths.

Lack of interaction (student/student and student/instructor), tech problems of varying stripes, and talking head lectures are opportunities for improvement.

NEXT STEPS

I suggest we do the following.

1. Marketing faculty decide on whether to keep present text or adopt another.

2. Improve lectures in terms of less of the lecturer and more demonstration of concepts.

3. Use interactive components in and out of lectures.

4. Reexamine the takeaway desired for each lecture and for the course.

5. Offer online at night as well as weekends.

6. Provide testing center option for student exams.

MAR 3023, Basic Marketing Online                                                                    February 7, 2003

University of South Florida St. Petersburg

Spring/Fall 02

Student Evaluations following Final Exams 

Number of evaluations for each semester = 30

Instructors: Len Deadman, Visiting Instructor of Marketing

     Mike Luckett, Ph.D., Assistant Professor of Marketing

Students were asked to evaluate the course in the context of course strengths and course weaknesses (what works for you/what doesn’t). The answers were anonymous. Students were not required to participate. Those (all) that did participate received extra credit.

 S02      F02

 E 3(#)  E3(#)           
Strengths

21        18
I watch when I want, when it’s most convenient for me. I can work at my own p


6            4   
I can repeat, watch, review as many times as I want.  I can search for and find what I want.

3             1
I like more than one professor doing the lectures

4            5
Communications are good with my instructor.

5            1     
The system/site (Blackboard) is easy to work

3            1  

Direction/Assignments are clear, organized

10          5              
The learning process, learning experience, trend setter, well done

Weaknesses

7            6
I don’t have 1to1 interaction with professor and/or students. Online class lacks personality. It’s harder to get clarifications, questions answered.

7            7
Pictures are dark. Volume is too low. It’s hard to decipher slides. Need cable modem for good video. Quiz window too small. Technical problems.

3            4
It’s too much work. Easy to fall behind. Requires discipline. Students must be motivated. I have to remember when to do the work.

7             2
PowerPoint lectures are boring, tedious. They are talking heads. Need more examples in lectures.

6             7
Tech problems, RAM, streaming, can't download lectures.

6             5 
No weaknesses

	Program Intended Educational Outcomes
	Means of Program Assessment and Criteria

 for Success

	Ability to write all elements of a Marketing Plan.
	(Assessed in Marketing Management Problems.

(Panel of three (3) marketing faculty will review a random sample 

of marketing plans and will rate at least 70% of the plans as 

“acceptable.”

	Build Business/Industry Experience.
	(Internship/Independent Research class.

(Increase the number of students to have an internship/independent 

research experience by 10% per year until at least 70% of student 

participation has been reached.

	Ability to articulate thoughts orally and in writing.
	(Instruction in developing and making presentations using library and computer resources in all classes.

(Measured by performance in marketing classes.

	Ability to use computerized and/or published data and statistical analyses to make marketing decisions.
	(Instruction in information search, database marketing and 

statistical analysis in Marketing Research class.

(Measured through certification program by Matrix Technologies.

	Ability to work in teams.
	(Instruction in team work through introductory lecture on likely 

team projects and strategies on dealing with such problems.

(Measured by performance in Business Strategy.

	Ability to use marketing concepts.
	(Instruction throughout the entire Marketing Program.

(Measured through an exit exam in Marketing Management

 Problems (each instructor will furnish questions relating to what 

students should have learned and retained in each class in the 

marketing program). At least 70% of students should pass with

 and acceptable grade.
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