
Performance Indicator

1.  Student Learning Results

 Performance Measure:  For each assessment, identify the 

following -  1. Academic Program, 2. Student Learning 

Outcome, 3. Measurable Goal

What is your measurement instrument or process?            

Do not use grades.                 Indicate type of instrument (e.g. direct, 

formative, internal, comparative)

Current Results:    What are your current results?
Analysis of Results:          

What did you learn from your results?
Action Taken or Improvement Made:   What did you improve or what is your next step?      

Provide a graph or table of resulting trends (3-5 data points preferred)

Benchmarking per section

Provide a graph or table of resulting trends (3-5 data points preferred)

Overall results

Provide a graph or table of resulting trends (3-5 data 

points preferred)

Benchmarking per program

LO - "The student will be able to write well-

organized and grammatically correct papers 

including case studies and  reports";                 

Goal - At least 70% of students' average 

assessment results will exceed or equal 70%;

Direct

Fall 16- Formative

Spring/Summer/Fall 17 - Summative

Internal Assessment 

Utilized in:

Fall 16- MKT 260 (Professional Selling)

Spring 17/Summer 17/Fall 17/ Spring 18 - MKT 295 

(Internship in Marketing)

During the most recent semester 

approximately 63% of the students have 

achieved the learning outcome. 

The Goal is not met. 

To be more consistent with other Business Programs, the 

MKT 295 course has been used to measure the targeted 

Learning Outcome starting from Spring 2017. There has 

been a positive trend in the student's learning outcome. 

MKT 295 grading rubric has been modified and used for Spring 2018 semester to better assess 

the required LO.

The next step is to raise the awareness about availability of writing labs and workshops 

provided by the foundation department and encourage the enrolled students to attend these 

workshops in order to enhance their writing skills.

LO - "The student will be able to make 

effective oral presentations that are 

informative as well as persuasive, and 

appropriate";                 

Goal - At least 70% of students' average 

assessment results will exceed or equal 70%;

Direct

Fall 16/Fall 17 - Formative

Spring 17/Summer 17/Spring 18- Summative

Internal Assessment 

Utilized in:

Fall 16/Fall 17/Spring 18 - MKT 260 (Professional 

Selling)

Spring 17/Summer 17- MKT 290 (Project Course in 

Marketing)

Almost all students are able to make 

effective oral presentations. 

Goal is met. 

Students' performance in this particular LO has been 

improving gradually semester by semester, reaching its 

maximum for the last three semesters. 

It was decided to provide the presentation outline to the students to help them develop a well 

organized presentation. 

The instructors were advised to provide  the recommendations/suggestions for improvement 

to the students directly after their presentation. The course-mates were also motivated to 

provide the verbal evaluation of their peer's presentation performance.

Effective Fall 2017, the presentation grading rubrics were updated to better measure the 

targeted LO and uploaded on Moodle from the beginning of the semester to help students 

know the assessment criteria beforehand.

The next step is to maintain the result by engaging more students in class discussions and have 

more activities that assess the student's presentation skill.

LO - "The student will demonstrate ability to 

work successfully in teams";                 

Goal - At least 70% of students' average 

assessment results will exceed or equal 70%;

Direct 

Fall 16- Formative

Spring 17/Summer 17/Fall 17- Summative

Internal Assessment 

Utilized in: 

Fall 16 -MKT 210 (Principles of Marketing 

Management) 

Spring/Summer/Fall 17/Spring 18 - MKT 290 (Project 

Course in Marketing)

Students are able to work successfully in 

teams. 

Goal is met. 

Students' performance in this particular LO has been 

improving gradually semester by semester, almost 

reaching its maximum for the last semesters. 

Peer assessment has been introduced and implemented in MKT 290 course starting from Fall 

2017 till now (Spring 2018).

Previously, in MKT290 project course students were asked to submit a video advertisement of 

their business project, which was more often in form of a group work. In Spring 2018, in 

addition to the video provided by the students, the students' designed brochures were also 

graded to measure the students' ability to work successfully in teams. 

The next step is to maintain the result as more than 90% of the students met the goal and no 

further action is required.

LO - "The student will be able to identify 

ethical dilemmas in cases drawn from various 

business sub-discipline";                   

Goal - At least 70% of students' average 

assessment results will exceed or equal 70%;

Direct

Fall 16/Summer 17 - Formative

Spring 17- Summative

Fall 17/Spring 18 - Formative

Internal Assessment

Fall 16/Spring/Summer 17 - Utilized in MKT 210 

(Principles of Marketing Management) 

Fall 17/ Spring 18- Utilized in MKT 230 (Advertising and 

Promotion)

90% of the students are able to apply 

ethical decision making to cases drawn 

from various business sub-discipline. 

Goal is met

There has been a positive trend in the students' learning 

outcome and the goal has been met.

In Spring 2018, a chapter related to Ethics and Social Responsibility in the foundation course 

MKT230 (Advertising & Promotion) has been added. In addition, in MKT210, more case studies 

have been conducted to better assess this LO.

The next step is to continue focusing on ethical dilemmas through different assessments.

LO - "The student will be able to apply 

different leadership theories in practice";                 

Goal - At least 70% of students' average 

assessment results will exceed or equal 70%;

Direct

Fall 16/Spring 17/ Fall 17/Spring 18- Formative

Summer 17- Summative

Internal Assessment

Utilized in:

Fall 16/Spring 18-MKT 240 (Practical Marketing Skills & 

Tools)

Spring/Summer/Fall 17- MKT 280 (Retailing & 

Merchandising)

All students were able to achieve the 

learning outcome. 

Goal is met. 

In Fall 2017 and Spring 2018 the results have improved 

and the majority of the students achieved the desired 

learning outcome.                                 

Previously, it was recommended to replace the MKT240 (Practical Marketing Skills & Tools) 

textbook and the request was approved to be implemented starting from Spring 2018.

The next step is to simplify marketing data analysis techniques and have more practical 

activities.                        

LO - "The student will demonstrate their 

hands-on skills and technical competencies 

on various business situations";                 

Goal - At least 70% of students' average 

assessment results will exceed or equal 70%;

Direct

Summative

Internal Assessment 

Utilized in: 

MKT 295: Internship in Marketing

Almost all students were able to achieve 

the learning outcome for Spring 2018. 

Goal is met. 

Students are doing continuously a strong job in this LO 

which is reflected on their performance/results. 

No action is required. 

LO - "The student will be able to describe 

basic concepts in the marketing functional 

area of business";                 

Goal - At least 70% of students' average 

assessment results will exceed or equal 70%;

Direct 

Fall 16/Summer/Fall 17/Spring 18 - Formative

Spring 17- Summative

Internal assessment

Utilized in MKT 210 (Principles of Marketing 

Management) 

More than 70% of the students were able 

to describe basic concepts in the marketing 

functional area of business. 

Goal is met. 

In Spring & Summer 2017, students were unable to 

achieve the target due to the condensed MKT210 course 

material where students learn lots of new marketing 

terminologies. However, starting from Fall 2017, there has 

been a positive improvement in the students' learning 

outcome. In Spring 2018, all sections except F1 have met 

the goal. This could be due to the fact that the section had 

the highest number of students under probation (9 out of 

38 students enrolled - 24%) and 4 students got dismissed 

throughout the semester.                                   

Simplify marketing theories for MKT 210 course and make it more interactive. 

The next step is to encourage students to attend the tutoring sessions offered for the course 

prior to the examination period. This can help the students to revise the exam material and 

improve the understanding of the learning outcome.

LO - "The student will be able to apply 

techniques and theories from the marketing 

mix concepts in firms";                 

Goal - At least 70% of students' average 

assessment results will exceed or equal 70%;

Direct

Fall 16/Summer/Fall 17/Spring 18 - Formative

Spring 17- Summative

Internal Assessment

Utilized in:

Fall 16/Summer 17 -  MKT 230 (Advertising & 

Promotion)

Spring 17- MKT 240 (Practical Marketing Skills & Tools)

Fall 17/Spring 18 - MKT 290 (Project Course in 

Marketing) 

94% of the students were able to achieve 

the learning outcome. 

Goal is met. 

Students are constantly performing well in these courses 

due to the practicality of the work given to them which is 

reflected on their results. 

In Fall and Spring 2017-2018 semester, it was planned to measure the same LO in other 

concentration Marketing courses such as MKT290 (Project Course in Marketing). The result is 

satisfactory and no further action is required.

LO - "The student will be able to know how to 

conduct marketing research for current 

market trends";                 

Goal - At least 70% of students' average 

assessment results will exceed or equal 70%;

Direct

Fall 16/Summer 17 - Formative

Spring/Fall 17/Spring 18 - Summative

Internal Assessment

Utilized in:

Fall 16/Summer/Fall 17/Spring 18 -  MKT 240 (Practical 

Marketing Skills & Tools)

Spring 17- MKT 290 (Project Course in Marketing)

Almost all students know how to conduct 

marketing research for current market 

trends. 

Goal is met. 

Students are doing a market survey cross sections by 

asking other students, collecting feedbacks and analyzing 

these data which is reflected on their performance/results. 

During past two semesters, the students' average 

assessment result were above 70%.

In Spring 2018, the course text book has been replaced. The result has been satisfactory and no 

further action is required.

LO - "The student will be able to recognize 

marketing global environment forces and 

their causes, effects and possible solutions 

towards managing the company and building 

a customer relationship";                 

Goal - At least 70% of students' average 

assessment results will exceed or equal 70%;

Direct

Fall 16/Summer/Fall 17/Spring 18- Formative

Spring 17 - Summative

Internal Assessment

Utilized in:

Fall 16/Summer/Fall 17/Spring 18 -  MKT 210 

(Principles of Marketing Management)

Spring - MKT 290 (Project Course in Marketing)

92% of the students were able to achieve 

the learning outcome. 

Goal is met. 

This LO is measured in more than one course since the 

learning outcome is applied in different subjects.

Additional assignments have been conducted in the MKT210 (Principles of Marketing 

Management) to emphasize more on the marketing global environment forces.

                          

In addition, the grading rubrics have been updated to better align with all other MKT210 

sections.

The result cross sections are satisfactory and no further action is required.

LO - "The student will be able to critically 

analyze theoretical information on marketing 

and arrive at a well-reasoned conclusion";                 

Goal - At least 70% of students' average 

assessment results will exceed or equal 70%;

Direct

Formative

Internal Assessment

Utilized in:

Fall 16/Spring 17- MKT 260 (Professional Selling)

Summer 17- MKT 230 (Advertising & Promotion)

Fall 17/Spring 18 - MKT 290 (Project Course in 

Marketing)

Approximately 85% of the students are 

able to critically analyze theoretical 

information on marketing and arrive at a 

well-reasoned conclusion. 

Goal is met. 

During Fall 2016 the LO was not met as more than half of 

the students did not achieve the expected learning 

outcome, in the following semesters there has been an 

improvement pattern and the goal is met.   

Effective Fall 2017, it was decided to include MKT290 (Project Course in Marketing) Market 

Survey discussion as an assessment method to measure this particular LO. The assessment is 

still used to measure the LO as it precisely reflects the learning outcome.

The goal is met and no further action is required.

Program: Marketing

Analysis of Results

TABLE 2:  Student Learning Results (Standard 4)

Use this table to supply data for Criterion 4.2.
Definition

A student learning outcome is one that measures a specific competency attainment. Examples of a direct assessment (evidence) of student learning attainment that might be used include:  capstone performance, third-party examination, faculty-designed examination, professional performance, licensure examination).   Add these to the description of the measurement instrument in column two:

Direct - Assessing student performance by examining samples of student work

Indirect - Assessing indicators other than student work such as getting feedback from the student or other persons who may provide relevant information.

Formative – An assessment conducted during the student’s education.

Summative – An assessment conducted at the end of the student’s education.

Internal – An assessment instrument that was developed within the business unit.

External – An assessment instrument that was developed outside the business unit.

Comparative – Compare results between classes, between online and on ground classes, Between professors, between programs, between campuses, or compare to external results such as results from the U.S. Department of Education Research and Statistics, or results from a vendor providing comparable data.

- If for any given performance measure your goal is being exceeded repeatedly, consider either increasing the goal or changing the performance measure so that action can be taken to improve the program.

- For all data reported, show sample size (n=75).
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LO:  Describe basic concepts in the marketing 
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LO: Write well-organized and grammatically correct 
papers
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LO: Make effective oral presentations
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LO: Ability to work successfully in teams
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LO:  Apply techniques and theories from the marketing 
mix concepts in firms
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LO: Know how Conduct marketing research for current 
market trends
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LO: Recognize marketing global environment forces and 
their causes, effects and possible solutions
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LO:  Apply different leadership theories in practice
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LO: Critically analyze theoretical information on marketing 
and arrive at a well-reasoned conclusion
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LO:  Apply techniques and theories from the marketing mix concepts in 
firms
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LO: Know how to conduct marketing research for current market trends
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LO: Recognize marketing global environment forces and their causes, effects 
and possible solutions
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LO:  Apply different leadership theories in practice
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LO:  Identify ethical dilemmas in cases drawn from various business 
sub-discipline
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LO: Critically analyze theoretical information on marketing and arrive at a 
well-reasoned conclusion
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LO: Write well-organized and grammatically correct papers
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LO: Make effective oral presentations
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LO: Ability to work successfully in teams
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LO:  Identify ethical dilemmas in cases drawn from 
various business sub-discipline
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LO:  Describe basic concepts in the marketing functional area of 
business
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LO: Develop hands on skills and technical competencies on various 
business situations
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LO: Develop hands on skills and technical 
competencies on various business situations

AS in Accounting…

Fall 2016
Spring
2017

Summer
2017

Fall 2017
Spring
2018

HR 65 81 87 72 100

MKT 100 68 83 36.84 63.33

ACT 93 70 80 87.5 49

FIN 100 75 67 100 100

Target 70 70 70 70 70
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Program Objective 1a: Ability to communicate 
effectively in writing

Fall 2016
Spring
2017

Summer
2017

Fall 2017
Spring
2018

HR 68 59 100 100 96

MKT 86 90 100 100 98

ACT 92 75 100 76.92 97

FIN 100 100 60 85.71 80

Target 70 70 70 70 70
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Program Objective 1b: Ability to communicate 
effectively orally

Fall 2016
Spring
2017

Summer
2017

Fall 2017
Spring
2018

HR 63 93 100 100 88

MKT 96 100 100 100 94

ACT 100 100 100 100 93

FIN 100 100 100 100 91

Target 70 70 70 70 70
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Program Objective 2:  Ability to work in teams and 
understand the importance of teamwork

Fall 2016
Spring
2017

Summer
2017

Fall 2017
Spring
2018

HR 100 53 75 83.33 54

MKT 22 96 77 100 85

ACT 70 62 63 41.77 64

FIN 100 100 100 89

Target 70 70 70 70 70
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Program Objective   Demonstrate ability to evaluate, analyze 
and interpret information to make reasoned business 

decisions


