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phone: 972.881.5736 (please use email, not phone.)   	Email:   gcockerell@Collin.edu

GUIDELINES
Time Frames:
1. Scope:  
The time frame of program review is five years, including the year of the review. 
Data being reviewed for the Program for any item should go back the previous four years, unless not available.
2. Deadline Dates: 
January 15th – Program Review Document due to Department Dean for review
February 1st – Program Review Document due to Program Review Steering Committee
3. Years:  
Years 1 & 3 – Implement Action Plan of (CIP) and collect data
Years 2 & 4 – Analyze data and findings, Update Action Plan
Year 5 – Write Program Review of past 4 years; Write Continuous Improvement Plan (CIP) and create new Action Plan

LENGTH OF RESPONSES:  Information provided to each question may vary but should be generally kept in the range of 1-2 pages.

EVIDENCE GUIDELINES:  In the following sections, you will be asked to provide evidence for assertions made.  
a. Sources:  This evidence may come from various sources including professional accreditation reviews, THECB, Texas Workforce Commission’s CREWS, Institutional Research Office (IRO), National Student Clearinghouse, IPEDS, JobsEQ, EMSI Career Coach, and may be quantitative and/or qualitative.  If you are unfamiliar with any of these information sources, contact the Institutional Research Office at: effectiveness@collin.edu.  Use of additional reliable and valid data sources of which you are aware is encouraged.
b. Examples of Evidence Statements:
1. Poor example:  Core values are integrated into coursework. (Not verifiable)
2. Good example:  Core values are integrated into coursework through written reflections. (Verifiable, but general)
3. Better example:  Core values are integrating into coursework through written reflections asking the student to describe how s/he will demonstrate each of the core values in his or her professional life and demonstrated through service learning opportunities.  (Replicable, Verifiable)

THE PROGRAM REVIEW PORTAL can be found at http://inside.collin.edu/institutionaleffect/Program_Review_Process.html.  Any further questions regarding Program Review should be addressed to the Institutional Research Office (effectiveness@collin.edu, 972.985.3714).


Section I.  Is the Program Doing the Right Things?

1.  WHAT DOES YOUR WORKFORCE PROGRAM DO?
A.  What is the program and its context? 
This section is used to provide an overview description of the program, its relationship to the college and the community it serves. Keep in mind the reviewer of the Program may not be familiar with your area. Therefore, provide adequate explanation as needed to ensure understanding.
PLEASE NOTE:  
The Marketing Program is districtwide.  Classes are offered at various campuses.  Such structure gives campus-specific overtones and emphases to machinations of the Program as each element created must be customized a bit for the population of the campus on which it is exists. 

The purpose of the Marketing Program is to prepare students for success in a workforce setting.  Classes in the Marketing Program address practical information needed by employers as well as employees and include Ethics, Critical Thinking, and application of practical information.  Knowing the information is not nearly as worthwhile as knowing the information and understanding how to use it in work settings and in life-long learning.  
 
· Brief explanation of the industry(s) the Program serves and career paths and/or degree paths it prepares graduates to enter
Marketing incorporates professional education courses to prepare individuals for career paths with retail, wholesale, or research organizations; profit or non-profit organizations; governmental agencies, and academic institutions.  The Program creates new courses as well as additions  to existing courses with discussion and recommendation by the Marketing Advisory Committee.  Students who complete the Marketing Program are prepared to work in both consumer and commercial Marketing fields.

· What regulatory standards must the Program meet (THECB, Workforce, external accreditation)
The Collin Marketing Program requires all instructors to have either graduate degrees in the subject areas in which they teach, at least 18 hours of graduate credit in those areas, or a combination of coursework and five years’ workforce experience.  
 
The AAS in the Program has the 60 hours required by the state, and no more, while the Program certificates are Level One certificates that comprise 18 hours of credit courses.

All courses comply with State mandated Student Learning Outcomes (SLOs).  Any SLOs added by 	Collin professors must be approved by the chair. (Chairs of the Program were in place during the majority of the time covered in this review.)  
	NOTE:  As of Fall, 2016, such approval is given by the Discipline Lead, and the Associate Dean, if required (new position responsibilities).

Collin courses implement any change mandated by the State Workforce Education Course Manual (WECM) for the academic term soonest after the change is requested.   

Program outcomes
Students Learn how to 
1.  Analyze people, including generations, genders, and cultures in order to promote products or businesses.
2.  Conduct market analyses of purchasers and users in order to produce, promote, and sell both business and consumer products and services.  
3.  Create promotional campaigns appropriate for organizational purchasers and/or individual consumers.  Example:  Service Learning Project encompassing entire 2013-2014 academic year and including 106 students—promotion campaign and advertising materials for Heritage Museum of Frisco, Texas.   
4)  Forecast changes four years in advance in order to align existing Marketing methods with future projections.   
NOTE:  The research that students perform in order to learn how to forecast changes in technology, and their accompanying community entrepreneurship and economic development expectations, is often the most interesting to them.  Such forecasting is, however, the most difficult because technological changes are evolving so rapidly.  
              The Program itself continually researches such changes in order to create courses that will afford best practices in planning in the various areas of Marketing.  This type of research has resulted in Collin’s offering an eMarketing course, as the Program updates both course content within the Program and the technology used to teach that content.
Such practices in their classrooms exposes students to elements such as research methods, correct practices to avoid plagiarism, methods for presenting research points to others, the ability to work in teams, and an undergirding of skills and hands-on practice that will carry them forward whether they choose the academic pathway available from Collin to universities, or the skill sets of the workforce pathway as they work, operate their own businesses, and hire others.
5)  Conduct on-site evaluations of community businesses and then prepare and send reports explaining their evaluations to managers of the businesses visited. Students participate in off-campus field trips during which they visit various businesses and evaluate them according to points that they are learning in such classes as Principles of Selling, Customer Relationship Management, and International Marketing Management. 
· Analyze the evidence provided.  What does this show about the Program? 
The Program remains current with what community members of various ages, cultures, and backgrounds need from their Marketing courses. In fact, with approval of its advisory committee, the Program created Local Need courses such as BUSG 2371, Entrepreneurship Experience and BUSG 1307, Entrepreneurship and Economic Development, tailored specifically for the community that Collin College serves.  In addition, faculty of the Marketing classes stay abreast of best practices in helping learners to understand course information.
Please see examples in Section II.8 pertaining to professional development of the marketing faculty.

Because people do not fully learn information—make it their own—until they are able to use it for themselves, the Marketing Program offers two alternative capstones, both of which include hands-on experience in using information and skills to which students have been exposed during their coursework:
1)  Cooperative Education, including both an actual work experience and a Refection Paper
2)  Entrepreneurship Experience course, including actual work experience and preparation of documents and business reviews—for Marketing majors who own their own Businesses. 

B.  Executive summary:  briefly summarize the topics that are addressed in this self-study, including areas of strengths and areas of concern.  
MARKETING PROGRAM MISSION AND EXECUTIVE SUMMARY 

NOTE:  Specific details about points given in this review are located either in the review proper, or in addenda at the end of the review.

This Program Review, completed at the beginning of 2018, is data driven, but faculty and leads in the Marketing Program strive to address the human concerns of those who go through the Program, or simply take courses specific to what they will need as they work and/or operate their own businesses in the communities that Collin College serves. 

To this end, the Mission Statement for the Marketing Program is 
By providing hands-on investigation of innovation and creative thinking in areas of business development such as the practice of critical thinking and ethical methodologies, the Marketing Program strives to equip those who learn within it to be able to contribute to their societies while pursuing options in the wide variety of professions in the field of Marketing.   
	1)  As evidenced in differences in the AAS in Marketing from 2012 through 2017 (please refer to Addendum A), one of the Strengths of the Marketing Program is that, understanding changes in the needs of both students and employers in the area that Collin serves, the Program removes outdated courses, and creates new ones when appropriate to prepare students for careers in new and emerging career fields, as well as changes in existing career fields.  Such changes also assist with controlling low enrollment situations.  Another Strength is that the Program also introduces timely additions into existing courses to remain current with what students are experiencing in their everyday lives and workplaces.  One such example is receiving Advisory Committee approval and then replacing the Accounting course from the AAS in Marketing and implementing instead an eMarketing course (2014-2015 academic year).    NOTE: Because of discussion at the latest Advisory Committee meeting (10/30/18), the program is researching best practices for including Social Media content in the eMarketing class.
  	2)  The Collin Marketing Program is a Workforce Program, and as such, does not have a State mandate for faculty to have graduate degrees in Marketing.  Another Strength of the Collin Marketing Program, however, is that it does in fact require its faculty to have  master’s degrees in either Marketing or a related field, including completion of at least either 18 graduate hours in Marketing, or, if they have not earned master’s degrees in Marketing, at least 18 graduate hours in Marketing along with work experience in the Marketing areas in which they will teach.  
	     Faculty who teach classes in the Marketing Program are credentialed to do so, but they also give much extra effort to staying abreast with latest methods of delivering information to their students.  The latest survey of faculty in the Marketing Program shows innovation in using resources.  It also shows great effort to use a variety of methods to present information, keeping in mind that the Marketing Program involves students from several generations, differing skill and academic levels, representative of numerous countries and cultures, and with a wide variety of learning needs.
	3)  Students can rely on the Marketing Program at Collin College to implement any changes mandated by the State Workforce Education Course Manual (WECM) in time for the soonest possible academic term after a change is approved.   

The Marketing Program has been part of the Business Management and Marketing Program off and on from the time that the Program began until the 2017-2018 academic year.  Because the two sides of the Program are heading in increasingly differing directions, however, as well as to tailor the Programs to student needs, in that year, it separated from the Management side of the Program except for the Courses in Common that the two Programs will continue to share:
    BMGT 1305 Communications in Management
    BMGT 1307 Team Building
    BMGT 1327 Principles of Management
    BMGT 1341 Business Ethics
    BMGT 2303 Problem Solving and Decision Making 
    BUSG 2309 Small Business Management/Entrepreneurship
    IBUS  2341 Intercultural Management
    MRKG 1311 Principles of Marketing 
    
Turning A Weakness into A Strength Both informational promotion and recruitment promotion of the Program has been a concern for several years.  Currently, the Program is researching best practices for informing students and the community at large about just what the Marketing Program is and what it offers.  Being able to coordinate with Collin PR will help greatly in this endeavor.  
1)  One method of promoting the Program is the Entrepreneurs’ Evening, an event that the Program has held each Spring since 2012 (sixth annual to be held April 25, 2019).  Not only does the event inform those in attendance about Entrepreneurship at Collin College, but, as it is open to everyone, it also encourages Entrepreneurs from throughout the community to network with one another, an enrichment to the business community.  If they wish, they may also reserve tables at which they can display their products and/or discuss services that they offer. An added enhancement to both information promotion and recruitment promotion is that in the past, The Small Business Development Center hosted a table in order to give those attending the event information about how to navigate in the Collin business community.  Currently, the newly-positioned Collin Career Coaches host a table and explain to those attending the Event various Workforce Program offerings, and even how to register at Collin.
2)  In addition to making a Program site available, the Marketing Program uses flyers and bulletins to promote specific events, as well as listing them in the Collin calendar.  Because of the extreme changes that have taken place in the Marketing Program, the once-useful brochure is woefully out of date.  For example, the Program offered some courses in “fall only” or “spring only” venues but changed to offer them year-round; the Program now delivers all but two Marketing courses online (final two to be offered fall, 2019), and the Program has added a new certificate (Entrepreneurship).   One of the next projects for the Program, therefore, will be to request funding to produce a new promotion piece.

A Weakness Unfortunately for record keeping, almost all data pertinent to the Marketing Program is included in the Business Management Program data, with very few availabilities of information separate and specific to Marketing alone. 
NOTE:  The Marketing Program is hopeful that the latest reorganization and delivery of Program information from Institutional Research (IRO), as well as readily available assistance from IRO personnel, will help in assessing the Marketing Program going forward. 

A Strength The newly created Marketing Advisory Committee held its first meeting in the Spring, 2017, semester, with 26 members present.  It comprises business managers, representatives from area ISDs, and employers and employees from the Collin College area, several of whom own and operate their own businesses, and many of whom are alumni of the Collin Marketing Program. 
Please open Addendum C for Advisory Committee meeting minutes, and listings of members and their titles.  Please be mindful that during the time covered by this review, the meetings prior to the Spring, 2017, meeting were not under the control of the Marketing Program.  Since that time, diversity has increased, and attendance has remained at 23-30 for each meeting.
PLEASE NOTE: The Marketing Program, in its various forms, has increased in numbers of student registering for its classes from 1,481 in 2012-2013, to 1,871 in 2016-2017.  This is an increase of 26%, a number that the Program are excited to expect to grow even more during the next Program Assessment. 
Information provided by Collin IRO


2. WHY DOES THE PROGRAM DO THE THINGS THE PROGRAM DOES:  PROGRAM RELATIONSHIP TO THE COLLEGE MISSION, CORE VALUES & STRATEGIC PLAN.
· Provide program-specific evidence of actions that document how the program supports the College’s mission statement: “Collin County Community College District is a student and community-centered institution committed to developing skills, strengthening character, and challenging the intellect.”
A. The Marketing Program is a bit different from other Programs at Collin in that until the 2017-18 academic year, it was either one half of the Business Management and Marketing Program or working in tandem with the Management side of the Program.  In the Fall, 2012, semester, the chairs of the two sides began to offer eight Courses in Common, which has allowed students in both Management and Marketing to gain an understanding of areas about which they were unaware or in which they had low skill levels.  
 		IN SUMMARY:
1. For some time, the Business Management and the Marketing Programs have been heading in directions different from each other, with marketing moving steadily toward and into entrepreneurship (especially for small business owners), and into enhancing customer relationship management in both online and face-to-face interactions.  After much discussion as to the ramifications for students, the two programs officially separated, going forward as separate entities beginning in the spring of the spring, 2017, semester.  
2.The two programs now have two separate Advisory Committees.                                                                                                                   3.The Marketing Program is newly dubbed, The Marketing and Entrepreneurship Program.                                                                        4.The Marketing Program discipline lead created a department web site independent of that for the Management Program.

B.  In keeping with its emphasis on Entrepreneurship, along with the increasing focus on Technology, the Marketing Program created an Entrepreneur Center on the Spring Creek Campus in 2016.  (All E Center activities are open to both students and community members.)
1.  Entrepreneurship Emphasis of the Center
a.  Panel discussions featuring entrepreneurs who own and operate their own businesses and interact with both students    and community members
	      b.  Guest speakers who interact with community members as well as students as they present information from their own       
                          experiences as entrepreneurs
	      c.  Seminars including “Writing Mission Statements for Businesses,” “Social Values: Whom do you Value?” 
                          “Writing Proper Complaint Letters” “Basic Grammar” (in conjunction with Developmental English Department)  
	2.  Technology Emphasis of the Center
	      a.  Guest speaker Presentation, “How Cybersecurity Affects Your World”
	      b.  Seminar, “Is Siri Stealing Your Ability to Think Analytically?”
	      c.  Seminar, “Technology and Ethics”
	       
NOTE: The Entrepreneur Center is currently housed in a very small room, with access only one day per week, for only eight afternoon and nighttime hours, and that with required room reservations.  Thus, the program wants/needs a more permanent location and schedule so as to help students from the Marketing Program and students from other programs who want to start businesses, but do not know how, as well as community members, as they try to build their business skills and as they practice operating small businesses or managing divisions of large companies.  
             An example of how the program currently uses the space is to invite classes and community members to attend interactive panel discussions with panel members from various workforce areas.  Although the room, albeit very crowded, is somewhat useful for hosting guest speakers, because it is so small, when interactive panels are in session, panelists and attendees mingle and then participate in discussions in a large, blocked-off hallway outside the room itself.  Thus, inside the room, speakers and panelists can project visuals onto a television screen, but there is not enough room for audiences, except for those of only 17-20 members, to be comfortable, while outside the room, the hallway provides much-needed space, but there is no way to set up any technical equipment, and all must keep in mind that there will be classes in session very nearby until 75% of the Marketing activity has finished.   

· Provide program-specific evidence of actions that support the case that the program and its faculty contribute to fulfillment of the College’s core values:  “We have a passion for Learning, Service, Involvement, Creativity, Innovation, Academic Excellence, Dignity, Respect and Integrity.”
Learning
Students in the Marketing Program practice critical thinking skills in courses throughout the Program, and Marketing curriculum creators included an entire course, Critical Thinking and Problem Solving, in the Program, beginning in the 2012/2013 academic year (renamed by WECM as Problem Solving and Decision Making).

Students in classes in the Marketing Program conduct research, write reports, deliver presentations, create and present videos and, because of the participative manner of the classes, for example in small group work, they are able to learn collaboratively with varying levels of understanding both how businesses operate in the United States and using the English language itself.

Service and Involvement    
Marketing students taking Marketing and Advertising courses spent an entire academic year visiting with staff, attending board meetings, and constructing a promotion campaign for the Heritage Museum in Frisco, Texas, complete with promotion pieces and brochures for the organization.
Students in Marketing courses go on field trips throughout the business community that Collin College serves, observing,	evaluating, and reporting on methods used in managing employees, customer service practices, and promotion techniques, later presenting their own concepts of how business practices can be improved.  Their reports are often forwarded to management of the businesses that they have visited. 
	An example of one such field trip is that students who were Marketing majors joined students in the Students in Entrepreneurship and Economic Development (SEED) organization on a visit to NTEC, a business incubator in Frisco, Texas, and then participated in the resulting advisory committee created to examine and forecast future economic development in Collin County. 
	Another example of Service and Involvement is that business students, including Marketing majors, have participated in the registered student organization, Students in Entrepreneurship and Economic Development (SEED), for which the Discipline Lead of the Marketing Program is an advisor, since its inception.  Students in SEED visit community businesses and learn how to manage organizations; they also	participate in student activities and fund raisers.  

Creativity
Students in Marketing courses create their own versions of Marketing aspects that surround them, such as audio and visual presentations, for which they determine the correct Primary Target Market, present a story on television, and illustrate it with visuals showing correctly chosen products in efficiently placed commercials. 

Innovation
Students in Marketing classes research and analyze products and services from various industries, especially as they relate to technological changes, then create presentations in which they support their own forecasts of what is likely to happen in those industries going forward.  Students in both online and face-to-face classes share their findings though audio visual presentations.

Academic Excellence
In addition to mastering the material of classes, students in Marketing courses must demonstrate being able to communicate, orally, in written form, and, in most classes, through visual presentations.

Dignity and Respect
Students in Marketing courses work closely together with their small group members, both to experience current business practices, and to learn from the differences of the persons within those groups.  Even online students in the Marketing Program work in small groups.  Whether in face-to-face or online classes, the students have opportunities to practice interacting appropriately with persons from countries, genders, cultures, and differing levels of education and skills.

Integrity 
Most Marketing faculty include in their syllabi the Collin statements for Academic Ethics, but all Marketing faculty inform students about the policies.  Students must conduct themselves in an ethical manner in class interactions and follow correct procedures to prevent copyright infringements and/or use of the work of others (even other students) without express permission. 

· Provide program-specific evidence that documents how the program supports the College’s strategic plan:    https://www.collin.edu/aboutus/strategic_goals.html.  
In addition to using the Program Mission Statement as a guide, the Marketing Program aligns itself with the strategic goals of Collin College, exemplified here:

Strategic Goal #1: Improve academic success by implementing strategies for completion
1. Develop portfolio system for awarding credit to students who successfully demonstrate appropriate outcomes obtained through experience.  Created Entrepreneurship Certificate, including a Local Need course, Entrepreneur Experience, as the capstone—a much better fit for students who own their own businesses.  Currently working with Career Coaches on best practices for sharing information with students about applying for the Marketing Program certificates and the AAS.
2. Prioritized implementation of new degree and certificate programs. (Replaced Accounting course with eMarketing;)   
3. Research returning to including Continuing Education (CE) students into Marketing classes such as Principles of Marketing, eCommerce/Marketing, and Small Business Management.
4. Initiate programs and marketing strategies that focus on re-careering the unemployed and underemployed. (night students—Block scheduling.  Entrepreneurship Certificate.)                                                                                                                                         5. Reconstructed the Marketing certificate to change the order of the course offerings and to change the capstone course. The results are that students can complete their certificates within one year, using a stackable certificate that aligns with first-year offerings for students pursuing Marketing degrees. 
6. Because giving any courses in the Marketing Program the position of “prerequisite” can cause some students not to be able to schedule their classes when beginning the program, and thus not to attend during what they thought would be their first semester.  When such occurs, many of those students simply do not return or register at all.  Not only is not returning a loss for the student involved, but also this program is so small that losing even a few students results in poor numbers of completers.  Thus, there are no prerequisites in the Marketing Program.  To make sure that students and potential students understand that they should complete Principles of Marketing, the foundation course of the program, the Marketing Program has instead instituted the inclusion of a statement in the catalogue, the registration information, and anywhere else registration information is available through Collin:  “It is highly recommended that you take MRKG 1311, Principles of Marketing, before you take any other marketing classes.”
Strategic Goal #2: Provide access to innovative higher education programs that prepare students for constantly changing academic, societal and career/workplace opportunities.
1. Students of the program can continue their education past their two-year degrees by attending universities and completing a BAAS or BAT degree.  Most courses that they need are offered at the Collin Higher Education Center (CHEC) through universities such as the University of North Texas and Texas A&M. 
2. Identify and establish career cluster courses for all workforce programs at Collin.  Marketing students can complete the entire Marketing certificate in one academic year while never taking more than one class at a time by taking five-week Block classes.  
3. Retain local ISD representatives on Marketing and Entrepreneurship Advisory Committee: Becky Hunt, Director of CTE, Allen ISD; Jody Miller, teacher of Fashion Marketing, Plano ISD; Maroba M. Zoeller, Chief Governmental Relations Officer, Allen ISD.

Strategic Goal #3: Engage faculty, students and staff in improving a district-wide culture of adherence to the Collin College Core Values. We have a passion for: Learning; Service and Involvement; Creativity and Innovation; Academic Excellence; Dignity and Respect; Integrity.
Please see information about adherence to core values at section 2 of this document, part B.
Strategic Goal #4: Enhance the College’s presence in the community by increasing awareness, cultivating relationships, building partnerships and developing resources to respond to current and future needs
1. Contacted ISD representatives to inform them about the Marketing Program and to learn scheduling protocol for sending Marketing graduates or current students to talk with high school students about the Marketing Program.
2. Promote the Entrepreneur’s’ Evening, programs in the Entrepreneur Center, and Career Coaches resource.
3. Developed a Facebook account for former, current, and potential Marketing students.  
4. Make available to managers of various businesses within the community that Collin College serves, reports created by students who studied their businesses. 
5. Restructured the Marketing Program web site to include slide shows of community members and students taking part in Marketing activities, as well as announcements about Marketing events:  http://www.collin.edu/department/marketing                                                                                                                               
6. The Marketing Program is included in pathways with numerous Texas universities through Collin College.  The Bachelor of Applied Science (BAAS), which is the baccalaureate degree that carries on from the AAS in marketing—among other fields, and Bachelor of Applied Technology (BAT) degrees are now offered at almost all Texas universities. Examples are Texas Tech University, Texas A&M Commerce, and University of North Texas.  The Program specifically have ISD members on our Advisory Committee to remain current with needs and possible pathways for secondary school students.
7. Going forward, the Program wants to work closely with embedded career counselors at the high schools that feed into Collin.  In addition, Career Coaches interact with high school counselors and will relay useful information to the program.  The Program is  gathering contact information of current marketing students and those who have graduated within five-to-seven years (so as to be close in age to high school students), and plans to schedule times for those students to visit high schools that Collin serves and interact with students there about the Marketing Program.


Analyze the evidence you provide.  What does it show about the Program?
The Marketing Program strives to keep in mind at all times exactly who are the recipients of the information that program faculty present.  To that end, the Program attempts to stay in tune with the needs of both the Collin community and Collin students.  The Program surveys students at the beginnings of classes to ascertain what they think is their best way of learning—are they visual learners? auditory learners? Do they need a hands-on approach?  The Program constructs classes to accommodate all three primary types of learning.
The Program is also proud of its flexibility in being able to change as the needs of the Collin community change—consumers, employees, and employers.
NOTE:  Because all faculty in the Marketing Program, except one, are associate faculty who are part of the workforce outside the College, they are able to translate the most up-to-date information from that workforce into classroom information.
The Program also boasts of a variety of persons, businesses, and positions within those businesses that are represented in the Marketing and Entrepreneurship Advisory Committee. Please see Addendum C.
3.   Why the Program does the things the Program does: Program relationship to student demand
 Make a case with evidence to show that students want the Degree or Certificate and are able to complete the program.  
PLEASE NOTE:  These charts are repeated in Section II #5, so as to support the discussion.  
MRKG AAS   COMPLETERS (duel credit filtered out)
	2013
	2014
	2015
	2016
	2017
	2018
	Total

	3
	6
	7
	1
	3
	3
	23


(numbers from latest Zogotech data as of 11/24/18)
MRKG CERTIFICATE   *COMPLETERS (duel credit filtered out)
	2013
	2014
	2015
	2016
	2017
	2018
	TOTAL

	4
	0
	0
	9
	6
	4
	23


(numbers from latest Zogotech data as of 11/24/18)
*Many students who complete the six courses required to earn the Marketing certificate are not aware that they may receive a Marketing Certificate in addition to the AAS degree toward which they are working.  Completers of certificates often are also not aware that they must complete an application process in order to receive the certificates, just as they do when they are ready to receive their degrees; they are not automatically included in the system as completers.  Thus, students who complete all courses required for their certificates may continue toward the AAS, transfer to different schools, or leave Collin to operate their own Businesses, but they are not included in the list of certificate completers.   The Marketing Program is encouraging faculty members to include the steps for applying in their syllabi and also to post them in the Commons area in Canvas.  The program is also collaborating with Career Coaches to make sure that students are aware that they should apply for both certificates and degrees, and precisely how to do so.
The Marketing Program has changed dramatically during the time covered by this report, but the Program thinks that the changes that it is continuing to experience are positive ones that will stand it in good stead going forward.
A.  One example of a dramatic change is that, in keeping with needs of its students, in the 2016/2017 academic year, the Marketing Program initiated Block scheduling that allows students to complete the entire Marketing certificate in one academic year. 
1)  This particularly-scheduled Blocking has classes that are guaranteed by Collin College not to be cancelled, which is an extremely attractive element for students, especially night students.  The program plans to promote the block classes, so that more students will be aware that they can complete their entire Marketing Certificate in one academic year, and that they can apply all the classes that they took to complete their certificate toward the AAS in marketing, and a huge promotion point will be to let students know that once they register for a block class, they can count on not having it cancelled.
2)  In addition, the Block classes are offered on the same nights, at the same time, and in the same order repeatedly (three in the fall semester, and three in the spring semester), each class meeting five weeks, so that students can plan their family and work schedules far in advance.  
3)  As an added advantage, students can complete the certificate while never having to take more than one class at a time—an advantage coveted by working students, especially those who have families.
B.  As with most Programs in higher learning, the Marketing Program, in keeping with student needs, will offer all courses that are in the Marketing and Business Management portion of the marketing degree and certificate online.  Two new online courses were offered in the Fall, 2018, semester, and the final two will be offered in the Fall, 2019, semester.  Offering online classes has not only increased the enrollment numbers for the Marketing Program, but it has also assisted in not having to sunset some courses from the degree/certificate such as Marketing Research and Strategies, and Principles of Selling.
1.  Historically, MRKG 2348, Marketing Research and Strategies, so often had lower enrollment than was allowed, that most semesters saw it being cancelled.  Strategies for keeping the course included offering it only in one long term (as Fall only), and, finally, only once every other year, but, even though it is deemed an important course for the Marketing Program, nothing seemed to help.  Then, the Marketing Program created an online version of Marketing Research and included it in the Spring, 2015, online options.  The online class has filled and run each time it has been offered online since then.  Importantly, students have had the advantage of learning the information that this course offers.  
The online Marketing Research classes added 150 students to the numbers of students in the Marketing Program who, based on tracked registrations since the online class began in the Spring, 2015, semester, would most likely not have registered for this class at all. 
             2.   In a similar circumstance, the Advertising and Sales Promotions class (MRKG 2349), which had been popular for                                                                                                                                                                                                                                                                          numerous semesters, began to show fewer and fewer students each semester, finally being cancelled almost every time that it was offered, even after the Program changed it to a “spring semester only” class.  As soon as the Program moved it into an online venue, it too began to boast full enrollment of sections each semester.  Thus, another 150 (some duplications) students who most likely would not otherwise have taken the class have done so because of the change that the Marketing Program made in venues.  Both classes are currently offered each fall and spring semester.
MRKG 2348 was added to Marketing online offerings in spring, 2015.  MRKG 2349 was added in spring, 2016.  Online classes are capped at 25 students. 
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	FY 2016
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	FY 2018

	
	FL ’12    SP ‘13
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	0               17
	0               21
	0               24
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	25            25
	23            24
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	O               44
	0               29
	0               21
	0               43
	25            46
	36            29

	
	
	
	
	
	
	


Information for unduplicated number of students provided by Collin IRO

	3.  Continuing to be cognizant of the needs of the ever-changing population served by the Marketing Program, and the College as a whole, over a period of years the Marketing Program studied the capstone course of the Marketing AAS (co-op), as it suited those who were being required to complete it.  Over time, an increasing percentage of students needing to complete the co-op course in order to graduate were students who owned their own businesses.  That meant that the co-op class, structured for interaction among the student employee, the student’s manager, and the faculty liaison, no longer fit an ever-increasing number of students who were at the end of their degree coursework and in need of completing the capstone course, but who owned their own businesses.  Consequently, many students simply left Collin College without finishing their AAS in Marketing, in order to continue operating their businesses.  Of course, their leaving was injurious to the “completers” numbers of the Program.
	     So as to accommodate these students, who, after all, fit the description of the “Entrepreneur” that the Program is trying to send out into the workforce, the Program created a Local Need course: Entrepreneurship Experience.  Created to be the capstone for the new certificate in the Program, Entrepreneurship, this course is customized to the individual student, as she/he acts as both employee and employer in a self-owned business.  IMPORTANT NOTE:  The course is also available as an alternative to the co-op course in the Marketing AAS and is equally useful to *intrapreneurs.  Students may choose to take either class.  
*Intrapreneur: an employee of a large corporation, who is given freedom and financial support to create new products, services, systems, and such, and does not have to follow the corporation’s usual routines or protocols.  In other words, intrapreneurs have opportunities to act like entrepreneurs, only within firms that are not their own (usually very large organizations). 
	What are the implications for the next 5 years if the enrollment pattern for the past 4 years continues? 
The Marketing Program thinks that the enrollment pattern since 2012 is positive, partly because of the changes that the Program has  implemented during that time, and continues to put into place and to enrich, will result in increased enrollment, especially adding marketing classes that students can take online all classes in the program will be online as of fall, 2019).  The Program also thinks that making sure that students know that they must apply for their certificates and their degrees, and how to petition for them, will result in an increase in recorded numbers that better reflect the numbers of students who are finishing their program work at Collin.  
· Describe any actions taken to identify and support students enrolled in Program-required courses early in the degree plan. If no actions are taken at the present, please develop and describe a plan to do so. 

The Program expects positive results going forward, as faculty include in-class visits from the newly-positioned Career Coaches, and personally refer students to Career Coaches for concerns specific to resources that the coaches can access.  The Program is hopeful that as the Career Coaches receive information about which students are eligible to apply for an AAS or a Marketing or Entrepreneurship certificate they will share that information with the discipline lead.
The Discipline Lead of the Marketing Program instituted an in-class survey of students, pertaining to why they are taking marketing classes, how they plan to use what they have learned from their marketing classes, and (for best practices in pedagogy) how they think that they learn best.  The survey is for both face-to-face and online classes, and also gives the Program opportunities to ascertain majors, personal contact information, and plans for after leaving Collin.  Faculty who teach Marketing classes, or Courses in Common, submit completed surveys to the Discipline Lead, so that the Program will have information that is unavailable through Institutional Research.   
By surveying early during the term of a class, faculty can ascertain how likely students are to remain in that class until its end.  Unfortunately, some students still enroll in classes simply so that they can remain on their parents’ insurance, some enroll because they are failing and want to withdraw from an ongoing class and join an express class that starts later in a term, some have spotty attendance, and all these factors play a role in completion of specific classes.
Student Survey
Date ________________________                 Course________________________________
Name ____________________________________________   Major _________________________
Email address (NOT Cougarmail) ________________________________
Phone Number(s)___________________________________________________________________ 

How many courses or credit hours have you taken?
_____ at Collin?      _____ at other colleges or universities?      _____ in your major?

When did you begin your studies at Collin? _______________________________________
When do you plan to complete your degree/certificate (or other)? __________________________

What do you plan to do in the three to five years after you leave Collin? (If you choose more than one from the list, please prioritize your choices, with one (1) being the most important.)
______Open my own business
______Continue to run my own business
______Work for a company in the industry of my degree/certificate
______Return to my country of origin
______Complete a degree at a university  

What do you expect from your coursework at Collin? (If you choose more than one expectation, please number your choices with one (1) being the most important.)
_____to earn a degree                     _____to earn a certificate           _____to earn a license
_____to help myself to operate my own business
_____to learn enough to continue to work in the career of my choice
_____to take courses so that I can continue to learn, just for myself
_____to take courses so that I can be hired
_____to take courses so that I can be promoted in my current job

Please rank in order when you usually take classes.
Please write, 
“Usually” for most often, 
“Sometimes” for class times that you take, but not very often, and 
”Never” for time slots when you do not ever take classes

Day_____________   Night_____________   Weekends _____________   Online_____________

What is your reason for taking classes in the time slot(s) that you do?
____________________________________________________________________________________________________________________________________________________________________________________________________________________________________________

If you plan to transfer to a university, which one will it be, and where is it located?_________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________

How do you learn best? (Prioritize these options with 1 being the most useful for you.)
____ Reading in my text book and taking quizzes over what I have read
____ Reading off Power Point slides as my professor talks 
____ Working in small groups
____ Listening to guest speakers
____ Preparing and giving presentations of my own
____ Combination of working in small groups and listening to my professor in class
____ Working on my own for all assignments

Which are you?
____ A visual learner (learn from watching slides/videos/scenarios)
____ An Auditory learner (learn from listening and taking notes)
____ A participative learner (learn from working with others to complete a task)
____ A combination (List types in the combination.) _______________________________________________________  
____ Other (Explain) ________________________________________________________________________________

PLEASE TURN THIS SHEET OVER AND COMPLETE THE FINAL QUESTION.

What has been most helpful and least helpful for you as you take classes at Collin?
MOST HELPFUL
______________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________

LEAST HELPFUL
________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________
  
As for completion of classes, faculty take role and use attendance factors to help forecast if students will complete a class.  They also give personal help, sometimes in the form of conversations, sometimes by going over progress reports with students, sometimes simply by asking students who seem to be floundering in the class to schedule appointments and meet with them outside class.  Faculty also inform their students about the excellent counseling services that Collin offers, and encourage them to use those services if they have concerns that they do not want to discuss in one-on-one meetings with their instructors.
Faculty share their experiences in trying to ascertain which students may be headed toward the non-completion of classes.  
Analyze the evidence you provide.  What does it show about the Program?
Even though completer numbers are not a high as one would want, there are reasons for such, and the Program is implementing recruitment and promotion processes to improve those numbers.
The Marketing Program is most definitely one in which the faculty care about their students as people and try to address their personal, as well as academic, concerns.  In addition, program faculty participate in workshops, seminars, conferences, and presentations to stay abreast of subject matter and resources related to it.   
FOR LISTED EXAMPLES OF HOW FACULTY STAY INVOLVED AND UP-TO-DATE IN THEIR FIELDS, PLEASE SEE PART 8.  (based on faculty survey)
 
4.  WHY THE PROGRAM DOES THE THINGS THE PROGRAM DOES: PROGRAM RELATIONSHIP TO MARKET DEMAND 
Make a case with evidence to show that employers need and hire the program’s graduates. 
Requested points to address, but not limited to:
· How many Program-related, entry-level jobs are available in the DFW Metroplex for people with an associate degree or certificate? 
Data specific to the Collin Marketing Program is not available, but please see table below, 2016 Annual Wages in Thousands.

· If the majority of related jobs in the DFW Metroplex require a baccalaureate degree, provide evidence that you have a current signed articulation agreement with one or more transfer institutions or that you plan to develop one. 
Collin itself has pathways with numerous Texas universities. The Marketing Program does not have agreements separate from those of the College but does follow the transfer pathways created by Collin.

· What competing Programs are in the area, and how does Collin compare?
Dallas County Community College District (DCCCD) is the most direct competitor of Collin College.
Note:  Although the Dallas County Community College District offers a variety of degrees and certificates, not even one is available on ALL DCCCD campuses.  Most are available on only one or two of the campuses in the district. 

The closest Dallas offering to the Collin AAS in Marketing is their Marketing Careers degree and certificate options.
 IMPORTANT VARIATIONS IN SCHEDULING
*As a point of comparison, while Collin offers all Marketing AAS degrees and Certificates district wide, DCCCD offers the AAS in the Marketing Careers area at only two campuses, Brookhaven and Cedar Valley. 

Of the two certificates that DCCCD offers which Collin does not, DCCCD offers The Customer Service Representative Certificate only at the Brookhaven and Cedar Valley campuses and offers its Call Center Specialist Certificate only at the Brookhaven campus. 

· Note: As another point of comparison between the two districts, research into the DCCCD site located only one area of Block scheduling—the Visual Merchandising Certificate, which is offered only on the El Centro campus.  

*AAS in Business Marketing
THE PROGRAMCM Courses in Common with the Collin AAS in Marketing
	MRKG 1301 Customer Relationship Management

	MRKG 1311 Principles of Marketing

	MRKG 2333 Principles of Selling

	MRKG 2349 Advertising and Sales Promotion

	BMGT 1327 Principles of Management


   


   DALLAS VARIATIONS FROM COLLIN IN THE PROGRAMCM COURSES
	DALLAS 
	COLLIN

	MRKG 1302 Retailing
IN USE
	MRKG 1302 Retailing 
Sunset because of continued low enrollment over a period of more than five years.

	MRKG 1381 and MRKG 2381 Co-Op Education   IN USE
	MRKG 1381 and MRKG 2381 Co-Op Education
Uses MRKG 2381/Also has BUSG 2371 



  OTHER BUSINESS-RELATED COURSE VARIATIONS IN THE AAS DEGREE
	DALLAS ONLY
	COLLIN ONLY

	ACCT 2301 OR ACNT 1303
	BMGT 2303 Problem Solving and Decision Making

	BUSI 1301 Business Principles
	BMGT 1305 Communications in Management

	HRPO 2307 OR 2301
	BMGT 1307 Team Building

	
	BUSG 2309   Small Business Management/Entrepreneurship

	
	BMGT 1341 Business Ethics

	
	IBUS 1354 International Marketing Management

	
	IBUS 2341 Intercultural Management

	
	MRKG 2312 eCommerce/Marketing

	
	MRKG 2333 Principles of Selling

	
	MRKG 2348 Marketing Research and Strategies

	
	BUSG 2371 Local Need alternative to
MRKG 2381




PLEASE NOTE:  Collin offers all courses in the Marketing Certificate in Block scheduling, but the two districts make the offerings in very differing manners:

1) While DCCCD offers the Block scheduling in a variety of venues—weekends, nights, and days—the schedule changes from term to term, so that students must wait until registration for a specific term in order to know when the classes will be offered.  

2) Collin offers the Block classes for the six classes comprising the Marketing Certificate on two nights each week only, as a primary concern of the Marketing Program is that students will be able to plan their family/work schedules far in advance.  Thus, those classes are divided into three classes in the Fall semester and three in the Spring, always in the same order, and always with the same meeting days and times, thus always allowing students to complete the classes without having to take more than one class at a time, and still being able to complete the certificate in one academic year.  

3)  The Collin Block classes are guaranteed by the college not to be canceled.  

· What proportion of the Program’s graduates found related employment within six months of graduation?
· Information on the DCCCD site states, “The Program are currently unable to compute job placement information for completers.” 
The Collin Marketing Program is in somewhat the same predicament but does have figures for general employment for fourth quarter of the fiscal year after completion of the Program.

· *Percentage of Marketing Program Completers Employed in the fourth Quarter of the Fiscal Year after completion 
	
	2012
	2013
	2014
	2015
	2016

	AAS
	33%
	67%
	67%
	100%
	67%

	Certificate
	
	25%
	75%
	57%
	75%


.   Information provided by Collin IRO  

*Pease note that some completers transferred to universities or other colleges and continued their educations full time rather than working.  Some completers of the Marketing Program work in unrelated fields in order to save money to start their own businesses; thus, their actual place of work within a year of completing the Program is irrelevant to their eventual success in the business community.  Information as to whether the employment of completers of the Collin Marketing Program is in a related field is not currently available in the resources available through Collin IRO.    

· How do salaries of Program completers compare to those for high school graduates and baccalaureate holders? 

	AS OF 03/2017
	ANNUAL WAGES
	UNEMPLOYMENT RATE

	no High School Diploma
	$25,636
	  8%

	High School Diploma
	$35,256
	  5.4%

	Some College
	$38,376
	  5%

	Associate degree
	$41,496
	  3.8%


INTERESTING NOTE:  Highest annual wages are for a Professional Degree ($89,960), which has 1.5% unemployment rate.
Refer to universities such as SMU in Dallas for details of Professional Degrees (for workforce only, NOT for teaching).
    Information from Bureau of Labor Statistics

· What changes are anticipated in market demand in the next 5 years?  Do Program completers meet, exceed, or Fall short of local employment demand?  How will the Program address under- or over-supply?

For under-supply, the Program will add both courses that are adapted to the needs of the economy at that time, as well as additional sections of said courses on all Collin campuses.  For over-supply, the Program will attempt to advise students into specific areas of the existing program more likely to give them hiring advantages.

	2016 Annual Wages
in thousands
	MRKG Mgrs.
	Sales Mgrs.
	Adv. and Promo Mgrs.
	Pub Relations and Fundraising Mgrs.
	MRKG 
Entry Level
	Sales
Entry Level
	Adv. and Promo
Entry Level
	Pub Relations and Fundraising
Entry Level

	Statewide
	$154,309
	$146,893
	$108,119
	$129,057
	$91,850
	$77,729
	$47,652
	$70,497

	Dallas Area
	$147,598
	$147,041
	$119,705
	$139,188
	$93,001
	$79,900
	$17,105
	$79,283


Information from Texas Workforce Commission



	2014-2024
Employment
Projections
and Openings
	MRKG Mgrs.
	Sales 
Mgrs.
	Advertising
and Promotions
Mgrs.
	Public
Relations and
Fundraising
Mgrs.

	Statewide
	8,810
	21,980
	1,070
	3,720

	Statewide Projected
	10,940
+24.2% Change
	26,390
+20.1% 
Change
	1300
+21.5%
Change
	4,470
+20.2%
Change

	Dallas Area Annual
Openings
	425
+26%
Change

	960
+22.15
Change
	60
+16.7%
Change
	200
+19.7%
Change


  Information from Texas Workforce Commission

[bookmark: _Toc387134078][bookmark: _Toc536614947]NOTE:  For comparison, please see the more recent data for forecasting of Marketing Manager positions from JobsEQ in the chart below.  

Occupation Snapshot
As of the third quarter of 2018, total employment for Marketing Managers in Collin County, Texas was 721. Over the past three years, this occupation added 70 jobs in the region and is expected to increase by 155 jobs over the next seven years, or at an annual average rate of 2.8%. 
	Occupation Snapshot of Marketing Managers in Collin County, Texas, 2018q3

	Current
	3-Year History
	7-Year Forecast

	Four Quarters Ending with 2018q3
	-----2018q3-----
	
	Total Change
	Avg Ann % Chg in Empl
	
	--Separations--
	---Growth---

	Empl
	Avg Ann Wages1
	LQ
	Unempl
	Unempl Rate
	Online Job Ads2
	Empl
	Region
	Total New Demand
	Exits
	Transfers
	Empl
	Avg Ann Rate

	721
	$142,700
	1.07
	15
	1.3%
	219
	70
	3.5%
	640
	133
	352
	155
	2.8%


Source: JobsEQ®
Data as of 2018Q3 unless noted otherwise.  Note: Figures may not sum due to rounding.
1. Occupation wages are as of 2017 and should be taken as the average for all Covered Employment
2. Data represent found online ads active within the last thirty days in the selected region; data represents a sampling rather than the complete universe of postings. Ads lacking zip code information but designating a place (city, town, etc.) may be assigned to the zip code with greatest employment in that place for queries in this analytic. Due to alternative county-assignment algorithms, ad counts in this analytic may not match that shown in RTI (nor in the popup window ad list).

[image: http://jobseq.eqsuite.com/US/ChartAxd.axd?i=dcp_afdcd77e9.png&_guid_=81a84fd7-0000-49a6-b1b7-6d0790e887d9]
[bookmark: _Toc371429833]Occupation employment data are estimated via industry employment data and the industry/occupation mix. Industry employment data are derived from the Quarterly Census of Employment and Wages, provided by the Bureau of Labor Statistics and currently updated through 2018Q1, imputed where necessary with preliminary estimates updated to 2018Q3. Wages by occupation are as of 2017 provided by the BLS and imputed where necessary. Forecast employment growth uses national projections from the Bureau of Labor Statistics adapted for regional growth patterns. Occupation unemployment figures are imputed by Chmura. 
Best practices going forward will continue with the push to inform students, faculty, administrators, and the community at large of exactly what the Marketing Program comprises and to promote the Marketing Program.  With the positive membership of the Advisory Committee, and the newly-found enthusiasm for the course content of the Program in general (more Collin emphasis on Entrepreneurship and innovation), the updated Marketing web site, complete with slides from marketing activities, is a new opportunity to present the program.  

Creating flyers and other promotion pieces through collaboration with Collin PR will be a huge assist when it comes to informing community members and potential students about the Marketing Program.  Using such promotion pieces at activities such as Super Saturdays on the three main campuses will no doubt show positive results not possible without hard copies to put into the hands of those interested. 

· Identify and discuss the Program’s Strengths and Weaknesses related to market demand.

STRENGTHS
Percentage of Program Completers Employed in the Fourth Quarter of the Year Following Completion by Award Level, and Year
Collin College Program Review 2017-2018 FY2012 through FY2016

	2012
	2013
	2014
	2015
	2016

	Assoc 33%
	Assoc 67%
	Assoc 67%
	Assoc   100%
	Assoc 67%

	Cert
	Cert   25%
	Cert    75%
	Cert        57%
	Cert    75%


    
 Data for 2016 is the most recent data available from the THECB, the only source for this information.
 Source: THECB Site, Gainful Employment - Placement Rate data       (http://www.txhighereddata.org/reports/performance/ctcasalf/gainful.cfm) extracted on 9/28/2017.   
Blank cells represent instances where the Texas Higher Education Coordinating Board (THECB) found no information available.  


The Program strives to meet the needs of employers by providing courses of study that will equip those who complete them to compete successfully for available jobs and to work effectively once hired in the areas addressed by the Marketing Program. The Program strives to research and remain current with employers’ needs, and to create courses that will make available the skills to address those needs.  Using the resources of both the Advisory Committee members and the faculty itself, remaining in the van guard should be more easily accomplished going forward than in the years covered by this Program Review.  


· Analyze the evidence you provide.  What does it show about the Program?

Resources show that students who earn Associate degrees and certificates in Marketing can find employment in Marketing or related fields within a few months of completing the Program.

WEAKNESSES
The Program has focused on retention to the point that, even though retention is quite positive, recruitment has suffered. Thus, one goal of the Program is to implement recruitment procedures from Collin into the high schools that feed into the college.  Secondarily, the Program will strive to recruit persons in the 27 to 49 age range, as that population is equally important to the efficacy of the Program.  In addition, by recruiting from both age ranges, the Program will be able to add positively to the workplace in which Collin College operates.  Procedures in place to promote the Program are a Facebook account; an updated, interesting web site, and work-in-progress on flyers for the Program. 

BUSINESS COURSES TAKEN BY ANYONE WHO HAS EARNED AN AAS IN MARKETING THROUGH COLLIN COLLEGE  
	COURSES TO COMPLETE THE AAS
	COURSES TO COMPLETE CERTIFICATE

	^Problem Solving and Decision Making
	Problem Solving and Decision Making

	*Customer Relationship Management
	*Customer Relationship Management

	*Principles of Marketing
	*Principles of Marketing

	*Business Ethics
	*Business Ethics

	*Small Business Management/Entrepreneurship
	*Small Business Management/Entrepreneurship (Capstone)

	*International Marketing Management
	*International Marketing Management

	**Team Building
	

	eCommerce/Marketing
	

	**Principles of Management
	

	*Intercultural Management
	

	Advertising and Sales Promotion
	

	Principles of Selling
	

	*Communications in Management
	

	Marketing Research and Strategies
	

	Co-operative Education or Entrepreneurship Experience (Capstones)
	


*   indicates Courses in Common that originated in the Marketing Program.
** indicates Courses in Common that originated in the Business Management Program.
^   indicates Courses in Common adopted by both Marketing and Management.



Section II.  Are We Doing Things Right?

HOW EFFECTIVE IS OUR CURRICULUM, AND HOW DO WE KNOW?

      Students who complete the Marketing Program are, in the main, pleased with how it prepares them for the workforce.  
Please see some comments from students who have taken Marketing courses:

Ryan Denewiler
I have been taking Marketing classes for over two years at Collin. In this time, I have learned so much that has helped me in both my job as an account manager recruiter and with my dad’s business startup. I have grown with in my company due to the knowledge I have learned from these classes. The classes have taught me how to find my primary target market for each job I need to fill. It has also helped me better market my dad’s business and to be able to research the market to benefit his company. Without these classes and the leadership, I have learned from my professors I truly believe I would not be where I am today. I find myself not only at my place of work but in my everyday life being able to find ways that businesses could have marketed better. The Marketing program has helped me, and I truly cannot wait to finish my last few classes to achieve my Marketing degree and learn more. 
On a side note if it weren’t for the Marketing program and for Professor Gloria I wouldn’t have achieved as much as I have in these last two years. I started school while I was working as a preschool teacher at a daycare and because of this program I was able to grow in the business world faster than I ever expected. I also would not have decided to work towards achieving associate degrees in Human resources and Business management if it weren’t for the support of Professor Gloria and how much I have learned from the marketing program. A great program with great professors can make a difference. I am thankful for all that I have learned so far. 
Kerri Buffington
I have been attending Collin College since August 2017 and plan on graduating either Spring 2019 or Summer 2019.  I have taken several of the marketing classes that have been offered at Collin College and I have learned so much from them.  I am currently a medical assistant, but plan to advance my career into the business world once I graduate.  
However, I still use things I have learned from these classes at work and in my everyday life.  The Business Ethics and Problem Solving and Decision Making courses have helped me in both aspects of my life as they have taught me to think more critically.  As well as, to look at every situation I encounter as not only black and white, but to see all sides of a situation in order to make sure that I am doing everything that needs to be done with in all ethical parameters.  The Customer Relationship Management course taught me how to fully interact with my patients on a daily basis to provide them with the best care and to make sure that they are completely satisfied.  This course also, helped me to identify the type of patient or customer I have in order to how I respond to them.  Customer Relationship Management also taught me that customer service does not only pertain to sells positions, but as in all areas of my life.  The International Marketing course taught me about the Hofstede Dimensions and how they different things such, as religion, culture, politic and legal systems, can affect the way the Program interact with other people.  I have actually used this at work not only with my patients, but with one of the physicians in my office as he is trying to start selling his pharmaceutical products overseas, so the Program have discussed the different areas within his advertising and product details that he would need to change in order to be successful in selling his product.  The Principles of Marketing and Small Business Management/Entrepreneurship course have both taught me about what a business’ primary target market should be and how to determine it.  They have both helped me into knowing that I would really love to open up a nursing home; especially the Small Business Management/Entrepreneurship course as that it what I wrote my business plan for.
All these courses have actually helped me to learn that I have a passion for marketing that I did not know I had.  As, I started Collin College, I wanted to just go for Business Management, but after taking some of the marketing courses I learned quickly that I love the business aspect of the marketing field and would love to move my career field in that direction.
Kenneth Chamberlin
	The marketing courses I’ve taken at Collin College have played a key role in my success.  My college career began with a full semester of 18 credit hours in business and marketing courses at Collin College SCC.  The marketing material taught during my senior year at UNT was the same as that taught my freshman year at Collin (I sometimes napped during lectures I’d heard before).  I owe this advantage over my peers largely to Professor Gloria Cockerell (I took at least 9 of her courses) and Professor Pond.  I have a number of complaints for other subjects and faculty at Collin, but I tip my hat to the marketing program and business courses.  Learning material should always evolve and teach practical knowledge for use in the “real world”.  This is an education that definitely does.  And I’m proud to see it continue to adapt from my seat on the Marketing Advisory Committee.
I graduated UNT in Business Management – Entrepreneurship with a 4.0 GPA after starting my first business.  My business is still alive and profitable today (which is an accomplishment only 4% of businesses receive, apparently).  I am now using what I’ve learned to expand my business into a new piece of commercial real estate.  The knowledge Collin armed me with is what has allowed me to acquire and inspire a much larger team to make this possible.  To be clear, (and I don’t say this often) this new step in my business is nothing short of making a dream come true; a process that, without having the proper knowledge, would be MUCH more complicated.

With gratitude,
Kenneth Chamberlin
Founder of Primal Parkour LLC
Aja Russell
During my years at Collin College, I learned many valuable skills in the marketing department that have been a benefit to my career path. Currently I am the creative project manager with Main Event. In this role, I have utilized many foundational marketing skills such as the 4 p's and use these skills daily. As my team and I brainstorm and research our primary target market and the best way to speak to this audience, the common advertising factors such as color psychology and demographics are invaluable foundation teachings that I use daily. 

The entire marketing team agreed to do a panel discussion at the college to inspire the students. My team all attended, including our senior director, answering questions further displaying that the foundation marketing skills taught at Colin College are the foundation of successful marketing careers.
 


A. Make a case with evidence that there are no curricular barriers to completion. Review data related to course enrollments, course retention rates, course success rates, and the frequency with which courses are scheduled to identify barriers to program completion. 
     Classes in the Marketing Program are offered at night, during the day, on weekends, and online. They are also offered in Block scheduling, (one of the student-need changes in the Program during the five years reviewed), which are night classes offered in five-week venues. 
	There were two primary barriers to the success of Block scheduling in its first four semesters:
1) For at least the first two semesters of the existence of the Blocked schedule, almost no one was aware that it existed.  Both the Blocking itself, and the five-week venues are popular with those who learn about them, but at their outset, students were unaware of them, and advisors were not quite sure how they functioned.  Thus, students did not know to ask about them, and advisors were unsure how to advise about them.
The Program is pushing to make sure that advisors on all campuses, understand the advantages to students of the Block scheduling specific to the Marketing Program, and to impress upon them the importance of alerting students to this scheduling.  [aside]  The hope of the Program is that as advisors have become familiar with this specific Block scheduling, they are more often bringing it to the attention of students who meet with them.)  
2) Although the concept of completing the entire Marketing certificate in only one academic year while only needing to take one class at a time is enticing to students, especially night students who work and usually also have family responsibilities, when the Block scheduling was first put into place, numerous students in the Program had already completed various of the six classes that the Program offers.  They, therefore, did not register for three classes each semester and complete the certificate, as would be optimal. Rather, if they knew about the Blocked schedule, they registered for the Blocked classes that they needed, and were not present for the others.
The Fall, 2018, semester was the fifth semester in the life of the Block scheduling, and students were beginning to ask about the Block scheduling for the next semester, before their current semester was finished.  In addition, more of the students taking the classes were registering for all three classes at the beginning of the course-specific semesters.
The Program continues to be of the strong opinion that once students know about the Block scheduling, they will use it as a pathway for completion that has not existed in several years.  To this end, the Program has placed a note in Banner encouraging students to register for all three Blocked classes as they complete their registration for fall or spring.
	In the meantime, the Marketing Program will make every effort to attend meetings of the Advisors, and to ensure that they understand the changes that are occurring in the Program, and how best to assist each other in informing students of new information; as well as, the Program will work closely with career coaches in place for workforce programs.

Requested points to address, but not limited to:
· Number of students who completed the Program awards in each of the last 4 years?  If the number of graduates does not average 5 or more per year, describe your plan to increase completions and address this issue in the Continuous Improvement Plan (CIP).

MRKG AAS   COMPLETERS
	2013
	2014
	2015
	2016
	2017
	2018
	TOTAL

	3
	6
	7
	1
	3
	3
	23




MRKG CERTIFICATE   *COMPLETERS
	2013
	2014
	2015
	2016
	2017
	2018
	TOTAL

	4
	0
	0
	9
	6
	4
	23






BOTH AAS AND CERTIFICATE   COMPLETERS
	2013
	2014
	2015
	2016
	2017
	2018
	TOTAL

	7
	6
	7
	10
	9
	7
	46



*Another barrier to completion is that, unbeknownst to most students, completers of certificates must complete an application process in order to receive them; students are not automatically included in the system as completers.  Thus, students who complete all courses required for their certificates may continue toward the AAS, transfer to different schools, or leave Collin to operate their own businesses, and they are not included in the list of certificate completers.

· At what point(s) are substantive percentages of students dropping out of the Program?  Use data in the “Program-Based Course Performance” tool to examine enrollment flow through the Program curriculum.  Does the data suggest any curricular barriers to completion?  Address problems in the CIP.

Students in the Marketing Program are Workforce students and, therefore, must deal with the vicissitudes of working for managers or running their own businesses.  Sometimes they simply cannot complete a class because they need to spend time operating their businesses.  Sometimes they take only those classes that will help them to run their businesses, and leave Collin when they have completed those, or possibly, only those parts of the class that they think are beneficial to them and their business operation.  While some of the reasons that students give for dropping out of classes completely are the same or similar, there is no discernable pattern of withdrawals from the Program.  

The Program has addressed barriers of class scheduling and courses required by implementing online and Block scheduling, and by replacing the accounting course with the more appropriate eCommerce/Marketing.  The Program has also included the Local Need course, Entrepreneurship Experience (BUSG 2371) for students for whom the co-op class is not applicable.      

MRKG COURSES ACADEMIC YEAR 2016/2017
	COURSE
	ENROLLMENT
	COMPLETION %
	PASS RATE
D AND UP
	SUCCESS RATE
C AND UP

	BMGT 1305
	131
	93.1%
	78.6%
	74.8%

	BMGT 1307
	167
	94.6%
	87.4%
	85.6%

	BMGT  1327
	368
	96.2%
	82.3%
	77.4%

	BMGT  1341
	173
	93.1%
	77.5%
	77.5%

	BMGT  2303
	199
	95.5%
	76.4%
	73.4%

	BUSG   2309
	154
	88.3%
	68.2%
	61.7%

	IBUS    1354
	22
	95.5%
	81.8%
	81.8%

	IBUS    2341
	74
	91.9
	78.4%
	78.4%

	MRKG  1301
	66
	95.5%
	66.7%
	60.6%

	MRKG  1311
	288
	92.4%
	84.0%
	80.6%

	MRKG  2312
	12
	100.0%
	83.3%
	83.3%

	MRKG  2333
	31
	100.0%
	96.8%
	93.5%

	MRKG  2348
	56
	96.4%
	78.6%
	73.2%

	MRKG 2349
	71
	93.0%
	74.6%
	70.4%

	MRKG 2381
	4
	100.0%
	100.0%
	100.0%


NOTE ONE:  While the Program is not sure why MRKG 1301 had such low percentages, the Program can show improvement.  In the fall, 2018, semester, MRKG 1301 was online for the first time, and both it (24 students) and the Blocked venue (17 students) fared well:
As = 40%    Bs = 30%    Cs = 10%    Ds = 0%    Fs = 20% (Three of the 40 students never attended.)  
PASS RATE D AND UP = 80%         SUCCESS RATE C AND UP = 80%

NOTE TWO:  Several courses in the Marketing Program are also required by other Programs, such as Business Management and Real Estate (Programs planned for fall 2019 and 2020 respectively that will include Marketing Program classes are Sports and Recreation Management and Insurance Management.)  There is no way for the Marketing Program to know how the backgrounds of students in other programs suits them for the Marketing courses that they take/will take.  
(Please see chart at II.B.5, Retention Rates, for numbers of Programs sharing each course).
	 

· Review course enrollment patterns, course retention rates, course success rates, and the frequency with which courses are scheduled to identify barriers to Program completion.  Address problems in the CIP.

Please refer to the discussion points given throughout this report about changes to aid in enrollment and retention, keeping in mind that the Marketing Program does not have access to information about other Programs that offer Marketing courses. 

· Analyze the evidence you provide.  What does it show about the Program?
The Program continues to listen to its students, both to ascertain what barriers to retention may be caused by the Program itself, and to determine best practices for retaining students, whether their leaving the Program is because of personal, work-related, or Program elements.  This close interaction of Marketing Program faculty with students is not only the rationale behind the changes in scheduling and course offerings; it is the absolute impetus for it.

B. Show evidence that the THECB standards listed below have been met.  For any standard not met, describe the plan for bringing the program into compliance.

     	1.Credit Hour Standard: There are no more than 60 credit hours in the Program plan. 
1)  The AAS in the Program has the required 60 hours, and no more.
2)  In addition, the certificates are Level One certificates, and comprise 18 hours of credit courses each.
3)  All marketing courses comply with State Mandated Student Learning Outcomes (SLOs).   Any SLOs added by Collin professors must be approved by the *chair, and clearly noted as, “Collin-added SLOs.”    
    *PLEASE NOTE:  As of Fall, 2018, such approval is given by the Discipline Lead or Associate Dean (new position responsibilities). 
      	2.  Completers Standard: Average 25 completers over the last five years or an average of at least five completers per year.
                       Number of completers over five years of review 2102-2016:  33 completers     20 AAS earners        13 certificate earners  
Number of Completers over last five years 2014-2018:            39 completers     20 AAS earners       19 certificate earners    
PLEASE NOTE:  Even though the Marketing Program has met the required number of completers for the years covered by this Review, the Program will be using the methods described earlier to increase awareness of what constitutes a Marketing major, the advantageous face-to-face Block scheduling offered by the Program, and the fact that almost all Marketing courses are offered online (all but two available for the Fall, 2018, semester, with the final two ready for the Fall, 2019, semester).
      	3. Licensure Standard: 90% of test takers pass licensure exams.
                       If applicable, include the licensure pass rate: NA
                       For any pass rate below 90%, describe a plan for raising the pass rate.

4. Retention Standard: 78% of students enrolled in Program courses on the census date should still be enrolled on the last class day (grades of A through F).  Several courses in the Marketing Program are also required in one to six Programs outside the Marketing Program.  There is no way for Marketing faculty and/or Discipline Leads to control how students in other Programs participate in those courses, the support that they receive for coursework, or if they complete the courses.  (Please see explanations for removing barriers to completion, and suggestions for IRO involvement, throughout this review.) 

AAS retention rates: (COMPLETIONS)
	COURSE
	2012
	2013
	2014
	2015
	2016

	BMGT 1305 (2)
	89.6%
	97.7%
	96.5%
	94.2%
	97.2%

	BMGT 1307 (5)
	94.7%
	93.3%
	91.6%
	96.6%
	93.2%

	BMGT 1327 (3)
	91.7%
	93.5%
	95.9%
	92.6%
	94.9%

	BMGT 1341 (4)
	83.0%
	97.5%
	94.8%
	97.9%
	92.4%

	BMGT 2303/ 2347 (4)
	NA
	92.0%
	93.0%
	95.3%
	95.9%

	BUSG 2309 (6)
	89.1%
	92.3%
	94.7%
	94.0%
	91.0%

	IBUS 1354 (2)
	97.6%
	93.3%
	100.0%
	100.0%
	100.0%

	IBUS 2341 (2)
	NA
	92.7%
	97.8%
	97.4%
	98.5%

	MRKG 1301 (4)
	80.0%
	96.6%
	85.0%
	96.6%
	96.7%

	MRKG 1311 (4)
	85.3%
	90.3%
	93.5%
	92.7%
	94.9%

	MRKG 2312 (4)
	NA
	NA
	NA
	100.0%
	100.0%

	MRKG 2333 (2)
	88.9%
	100.0%
	NA
	NA
	89.7%

	MRKG 2348 (1)
	NA
	94.1%
	90.5%
	*70.8%
	84.4%

	MRKG 2349 (1)
	88.2%
	97.7%
	100.0%
	95.2%
	88.4%

	MRKG 2381 
(co-op) (1)
	100.0%
	100.0%
	100.0%
	100.0%
	100.0%


PLEASE NOTE:  Numbers in parentheses indicate how many Programs are using the same Marketing 
course in their requirements. As noted earlier, several courses in the Marketing Program are also required by other Programs, such as Business Management and Real Estate (Programs planned for fall 2019 and 2020 respectively that will include Marketing Program classes are Sports and Recreation Management and Insurance Management.)  Information provided by Collin IRO
	 








CERTIFICATE retention rates: (COMPLETIONS)
	COURSE
	2012
	2013
	2014
	2015
	2016

	BMGT 1341 (2)
	NA
	NA
	94.8%
	97.9%
	92.4%

	BMGT 2303/ 2347  (4)
	NA
	NA
	93.0%
	95.3%
	95.9%

	BUSG 2309 (6)
	NA
	NA
	94.7%
	94.0%
	91.0%

	IBUS 1354  (2)
	NA
	NA
	100.0%
	100.0%
	100.0%

	MRKG 1301 (4)
	80.0%
	96.6%
	85.0%
	96.6%
	96.7%

	MRKG 1311 (4)
	85.3%
	90.3%
	93.5%
	92.7%
	94.9%

	MRKG 2333 (2)
	88.9%  
	100.0%
	NA
	NA
	NA

	MRKG 2348 (1)
	NA
	94.1%
	NA
	NA
	NA

	MRKG 2349 (1)
	88.2%
	97.7%
	NA
	NA
	NA

	MRKG 1380
(co-op) (1)
	NA
	NA
	NA
	NA
	NA


          Information provided by Collin IRO                                    
 PLEASE NOTE:   1) The program is proud of the completion percentages of individual classes.   2)Numbers in parentheses indicate how many Programs are using the same course in their requirements.  

C.   Make a case with evidence that the program curriculum is current.
· How does the Program curriculum compare to curricula at other schools?  Review Programs at two or more comparable colleges. Discuss what was learned and what new ideas for improvement gained.

Please see charts in Section I.4, relative to DCCCD. 

· How does the Program curriculum align with any professional association standards or guidelines that may exist?
	          NA
· Is the curriculum subject to external accreditation? If so, list the accrediting body and the most recent accreditation for your Program.
                         Southern Association of Colleges (SACS)
	The Marketing Program is accredited as a result of the most recent SACS visit to Collin campuses.
· If the Program curriculum differs significantly from these benchmarks, explain how the Collin College curriculum benefits students and other college constituents.
	Please see comparison with Dallas County Community College (DCCCD) Section 1.4 previously noted.


D.  Present evidence from advisory committee minutes, attendance, and composition that the advisory committee includes employers who are actively engaged on the committee and who are representative of area employers.  
       
      Please reference Addendum C for Advisory Committee minutes and membership lists.

1.  How many employers does your advisory committee have?  
at the time covered by this review, 16 employers               by the fall, 2018, semester, 22 employers actively participating

2.  How many employers attended the last two meetings?     
   
10/19/17      11 employers in attendance
03/06/18      14 employers in attendance 
       10/30/18      10 employers in attendance

3.  How has the advisory committee made an impact on the Program over the last four years (including latest trends, directions, and insights into latest technologies)?  
	During the years from 2012 until 2016, one combined advisory committee existed for Business Management and Marketing.  These meetings were not under the control of the Marketing Program, and, for many reasons, became ineffective, with most members ceasing to attend.  In addition, the Business Management and Marketing Programs themselves gradually moved in different directions, until the two parts of the Program separated into two different advisory committees, with current members choosing with which Program they wanted to continue.

	The Program held the first meeting of the newly-formed Marketing and Entrepreneurship Advisory Committee in the Spring, 2016, semester, followed by a second in the Fall, 2016, semester.  Thus, at the time that this Program review was being created, there had been time for only two meetings of the new advisory committee.  NOTE:  At the time of the revision, the Program has held four more meetings, Spring, 2017, Fall, 2017, Spring, 2018, and Fall, 2018.  All four meetings were well attended and included enthusiastic and highly useful discussions.

	Please Note in Addendum C that what was discussed during the first two Marketing-only meetings was primarily to ensure that all committee members understood various points about Collin College, points about degrees and certificates, and the important role that they themselves play, and they focused on two primary topics:
1.  The make-up of the committee’s membership, including explanations by members of how they relate to the Business community that Collin serves: as employers, as business owners, as trainers for those going into the business community.
2.  Making sure that committee members know how Collin College operates: topics discussed thus far include state mandates, credit-hour limitations on degrees, level one and level two certificates, time frames for approvals, procedures for making changes in curriculum, local need and special topics courses, purpose and importance of advisory committees.  The Program presented the implementation of the Career Coach position (as of Fall, 2017) including a presentation by those coaches. 
3.  Since those first two meetings, the advisory committee has met four more times, each time with members contributing greatly.   During one meeting, the Program had a panel comprising five persons, four of whom had completed the Marketing Program at Collin, and one who was a marketing consultant in the Collin business community.  Two of the five own their own businesses; three are in management positions and hire for their departments.  All but one was a member of the Program’s committee; the one who was not, works as night supervisor of the physical plant at SCC.

At our next meeting, the Program had a lively discussion about using social media for businesses, perhaps offering an entire course in social media, the possibility of taping all classes, what employers are looking for in new hires—beyond the surface-level good communication skills—and the beginnings of a discussion about promoting the Marketing Program.

In the latest meeting, the discipline lead discussed with the committee what has been implemented in the Program based on their discussions and suggestions, including such changes as adding a note in all public information about the Marketing Program, that students should take the MRKG 1311 class before any other Marketing classes,  and adjusting topic areas in the eMarketing class to align with the interest in using social media in the operation of small businesses.  Another topic of great interest to this group is how to promote the Program to high school students in the area served by Collin College, the primary suggestion being that the Program should send to speak to high school students some persons who are finishing up the Program, or who have recently completed the Program and are now using what they learned from it in running their own businesses or hiring and/or training people at jobs where they are decision makers.  

Discussion at the next meeting will include curriculum updates, the committee’s opinion about having a private Facebook account just for the committee (as the Program maintains for Marketing students), next steps in making ambassadors for the Program available to high school visits, and more about how the Program continues to change for the better along the lines of information and suggestions from this wonderful Advisory Committee. 

As several new members have continued to join the Program’s committee, many of the membership are very recent to the newly-formed Marketing and Entrepreneurship Advisory Committee.  Thus, at the April 18, 2019, meeting, among other points, the Program will review and repeat important information from its very first meeting.

5.Briefly summarize the curriculum recommendations made by the advisory committee over the last four years. 

1)  Approval of an eMarketing course
2)  Approval of creating an Entrepreneurship Certificate
3)  Approval of creating a Local Need course in Entrepreneurship
4)  Approval of Block scheduling for classes in the Marketing Certificate (three five-week classes each long-term semester that will not be canceled by Collin), allowing students to complete the marketing certificate in one academic year, while never having to take more than one class at a time    
5)  Changes in the AAS to include eight Courses in Common with the Business Management Program in order to expose students in both areas of study to courses with the well-rounded thinking emphases:

Critical Thinking and Problem Solving 
Business Ethics
*Principles of Marketing
Principles of Management
*Intercultural Management
*Communications in Management 
**Team Building
*Small Business Management/Entrepreneurship    
	*Courses that originally were Marketing only courses
	**Courses that originally were Management only courses
E.  For any required program courses where there is a pattern of low enrollment (fewer than 15 students), explain your plan to grow enrollment and/or revise the curriculum.
      MRKG 2348 (Marketing Research) and MRKG 2349 (Advertising and Sales Promotion) suffered low enrollments through the 20teens.  The Program moved them to every-other semester only, and later added online sections.  While the face-to-face sections of MRKG 2348 continued to be cancelled because of low enrollment, MRKG 2349 fared slightly better.  When the Program added both to its online classes, in 2015, they both filled early, retained students, and continue to do so.  
MRKG 2333 (Principles of Selling) and MRKG 1301 (Customer Relationship Management) followed the same pattern of low enrollments, class cancelations, and attempts to remedy low enrollments with scheduling changes until the Fall, 2018, semester.  Because of enrollment improvements made in the other two classes, and based on highly successful online registrations, the Program added a section each of MRKG 2333 and MRKG 1301 online for Fall, 2018, and they filled to capacity quite quickly and have kept solid numbers throughout the semester.
	Another venue change that the Program expects will assist with low enrollment numbers in all classes included in the Marketing Certificate, is Block scheduling—once students are aware that it is available and exactly what it is. The Fall, 2018, semester seems to be the turning point, with students beginning to seek information about the Block scheduling and registering in all three classes in their applicable semesters.  Such scheduling is especially useful for adult members of the workforce, as they can now complete the entire Marketing certificate in one academic year without having to take more than one class at a time.

F.  Make the case with evidence that the required courses in the program are offered in an appropriate sequence and at appropriate intervals to enable students to complete “on time” for students enrolled full-time and following the degree plan.

	Both the AAS and the two certificates are divided into semesters, the AAS into four, and the certificates into two.  In each semester the Program courses are scheduled pedagogically to include information that students need to learn the applicable information in an order that complements human learning patterns.  

For example, the first semesters of both the AAS and the Marketing Certificate include Problem Solving and Decision Making (BMGT 2303) and Principles of Marketing (MRKG 1311).  
a.  BMGT 2303 is a course in critical thinking in the business arena and is a must for students who will go on into other courses in the Program in which they will practice using critical thinking skills.  This course was originally titled Critical Thinking and Problem Solving, and the Program was dismayed when a WECM workshop changed the course title because they thought that the new name sounded “more like business, and less like a psychology course.”   
         
b. As the introductory course of the Marketing Program, MRKG 1311 is so important to students’ understanding an overview of the entire body of information, as well as the terminology that pertains specifically to the field of marketing, that professors in the Program have noticed when teaching courses that come later in the Program, a great deal of difference in the ability to understand concepts and contribute to their own learning between students who have or have not taken MRKG 1311 prior to going into others in the Program.  Because taking MRKG 1311 before any others in the Program is so important to the learning, and very possibly the retention, of students in other marketing classes, beginning with the 2019-2020 catalogue, all references to the AAS and the certificates will carry a notice that the Program “highly recommends that students take the MRKG 1311 class before any others in the Marketing Program.”
NOTE:  The Program elected not to make MRKG 1311 a prerequisite because many of the Program students are forced to take classes according to their family and work schedules, and, faced on their first attempt to register for classes with a Collin schedule that does not offer MRKG 1311 in a time slot that they can utilize, may simply not register for anything.  Worse yet, they may not return in later semesters.

G.  Make a case with evidence that the program is well managed.  
(Definitions of data elements can be found on the Collin web site under Workplace>Institutional Effectiveness>Program Review>Institutional Research Files for Program Review [in the right-hand column].)
· Student/Faculty Ratios; Average Class Size; Unduplicated, actual, annual enrollment data; Contact Hours Taught by Full-Time and Part-Time Faculty 
1) Face-to-face Marketing classes and Courses in Common are capped at either 25 or 30 students per one professor, depending on the facility in which they meet.  Because some classes cap out while others run as exceptions, average class size is 13-18.
2) Online Marketing classes and Courses in Common are capped at 25 students per one professor, and fare well with 25 or 24 per class.  All Program classes must meet the Collin policy of having 15 or more students in order to run, unless there are extenuating circumstances.  The final decision to offer a class with fewer than 15 students is made by the Division Provost.
3) All faculty in the Program have master’s degrees containing 18 hours of graduate credit hours in the field of marketing or they have applicable workforce experience along with at least 18 credit hours in marketing courses.
4) The discipline lead remains in close contact with all faculty who teach marketing classes, and supplies them with resources such as textbooks and ancillary links, listings of publishers’ representatives, syllabi used by other faculty for classes that they will be teaching, links set up through Collin resource librarians, contact information for associate faculty workrooms and mail stations, and personal contact information for accessibility to the discipline lead. 

5) ANNUAL, UNDUPLICATED ENROLLMENT DATA (through spring, 2018)
Note: All data is from IRO, along with the note, “The program course list is a composite from 2014-2018 catalogs. If values appear in blue, that course was not included in this program's curriculum during that term. Core courses may be excluded from the list for this program.”   Please see notes after the chart for variations.
	COURSE 
	FY 2014
	FY 2015
	FY 2016
	FY 2017
	FY 2018
	UNDUPLICATED ENROLLMENT

	*ACNT 1303
	192
	130
	123
	120
	150
	515

	BMGT 1305
	114
	120
	176
	121
	139
	570

	1BMGT 1307
	166
	89
	117
	167
	125
	664

	BMGT 1327
	296
	323
	332
	368
	361
	1,680

	BMGT 1341
	269
	184
	225
	173
	198
	1,049

	BMGT 2303
	
	
	
	
	
	

	BMGT 2347
	200
	169
	170
	
	
	439

	BUSG 1307
	
	
	
	
	
	

	BUSG 2309
	114
	150
	211
	154
	191
	820

	2IBUS 1354
	14
	18
	22
	23
	20
	97

	IBUS 2341
	45
	39
	66
	74
	64
	288

	3MRKG 1301
	60
	29
	30
	66
	47
	232

	MRKG 1311
	261
	289
	257
	288
	292
	1,187

	MRKG 1380
	
	
	
	
	
	

	2MRKG 2312
	
	41
	25
	12
	27
	105

	3MRKG 2333
	
	
	29
	31
	20
	80

	4MRKG 2348
	21
	24
	45
	56
	53
	108

	4MRKG 2349
	29
	21
	43
	71
	65
	229

	5MRKG 2371
	
	
	
	
	
	

	MRKG 2381
	3
	4
	4
	4
	6
	21



1BUSG 1307 has not yet been offered and thus has no enrollment numbers.
2The low values for IBUS 1354 are indicative of that class’ only being offered one semester each academic year.  It is scheduled to be offered online for the Fall, 2019, semester, at which time the Program expects the enrollment numbers to increase.  The Program expects as well that the enrollment numbers for MRKG 2312 will increase when it offers this class in the online venue in the Fall, 2019, semester.
3The Program offered both MRKG 2333 and MRKG 1301 online for the first time during the Fall, 2018 semester.	      
4The jump in MRKG 2348 and MRKG 2349 enrollment is a result of the Program’s decision to include them online in 2015 and 2016. 
5MRKG 2371 is a Local Need course in the Entrepreneurship Certificate, renamed BUSG 2371 in time for the 2017-2018 catalog. It is being facilitated for the first time in the spring, 2019, semester and thus has no enrollment to list in this chart. It is an individualized class, that operates much like co-op, so it will have only a few students per semester (0 to seven or so).
IRO left blank the columns for BMGT 2303 (Problem Solving and Decision Making) and MRKG 1380 (co-op), but the Program elected to post the chart as IRO provided it.

              4)
CONTACT HOURS TAUGHT BY FULL-TIME AND PART-TIME FACULTY (END OF FALL TERM)
NOTE:  The only IRO data available combines Business Management and Marketing.

	YEAR
	FULL-TIME FACULTY CONTACT HOURS
	PART-TIME FACULTY CONTACT HOURS

	2013
	12,816 29%
	30,960 71%

	2014
	14,688 35%
	27,456 65%

	2015
	25,104 52%
	23,616 48%

	2016
	21,888 40%
	32,880 60%

	2017
	20,592 34%
	40,032 66%

	2018
	25,344 41%
	36,624 59%



· Identify all courses that have a success rate below 75%.  If any of these are core courses, visit with the Discipline Lead for the course(s) in question to determine whether the content of the course(s) is appropriate to the workforce Program outcomes.  Using assessment evidence and instructor observations, identify the student learning outcomes that are the greatest challenges for students in courses with low success rates.  Explain what instructional and other intervention(s) might improve success rates for each identified course. 

The Program is not sure why four courses that are in the Marketing Program (two in common with the Business Management Program) have success rates lower than 75% as the four are completely different in content and purpose, and therefore represent no pattern: 
	BMGT 2303 Problem Solving and Decision Making (formerly Critical Thinking and Decision making)
	BUSG  2309 Small Business Management/Entrepreneurship
	MRKG 1301 Consumer Relationship Management
	MRKG 2348 Marketing Research and Strategies
	MRKG 2349 Advertising and Sales Promotion

	All four courses have Student Learning Outcomes (SLOs) that are mandated by WECM, and thus cannot be changed except at a state level.  Only BUSG 2309 (Small Business Management/Entrepreneurship) includes additional SLOs added by the Program, and those are specific to the Collin population of students taking the course.

	BMGT 2303 (73.4% success rate) This critical thinking course, has a success rate that is lower than wanted, and that is most probably because the very focus (critical thinking) is especially difficult for students as they have little or no training in such.  In fact, the discipline lead of the Marketing Program added this course so that students would have at least some training in using critical thinking skills as they completed other courses in both programs. As all Collin students are adults, changing the way that they analyze situations and make decisions is a daunting task for one, three-hour class, especially one in which business principles must also be taught.

	BUSG 2309 (61.7% success rate) Small Business Management/Entrepreneurship, is an unexpected inclusion to find in this list, especially with such a low success rating.  The Program thinks that the probable cause for this low rate is that, although this course is required in both the Marketing and  Business Management Programs, most of the students, both those in the 18-23 age range, and those who are mid 20s through their 50s, are either already operating their own businesses or planning to have businesses of their own, and they actually use their personal businesses as they create business plans in this class.  One characteristic of students who already have their own businesses when they take this class is that they are more concerned with applying what they learn in the class to the everyday operation practices of their businesses than they are with completing the class and/or making high grades.  If changes occur in their businesses that require their time and thought, they simply abandon the class and take care of their businesses.  
    In fact, this is the one of the four classes in this list for which the program created SLOs additional to those mandated by WECM, specifically tailored to the needs of the business community that Collin College serves.     
	[aside] This course has been an important offering since Collin College began, and in fact, the Marketing Program coordinator/chair also chaired a Small Business Management Program.  That program was disbanded when the college went in a different direction, but the BUSG 2309 class remained because of its importance to the business community.  

	MRKG 1301 (60.6% success rate) Over time, this class not only had low percentages of successes, but low enrollment as well.  The Program can show improvement, however, most probably because the discipline lead restructured the course to be without a book, using instead videos and audio visuals to appeal to the types of students who populate this class currently. The Program also added online and Blocked-schedule venues for this class.  The Program will continue to monitor this class for the increase of the improvements that are already evident.  
	In the fall, 2018, semester, MRKG 1301 was online for the first time (24 students), and both it and the Blocked venue (17 students) fared well:      As = 40%    Bs = 30%    Cs = 10%    Ds = 0%    Fs = 20%   
(Three of the 40 students never attended.)  PASS RATE D AND UP = 80%         SUCCESS RATE C AND UP = 80%

	MRKG 2348 (73.2% success rate) This Marketing Research and Strategies class has a history of low enrollments as well as poor success.  The topic is an important one for marketing, and the only barrier to success that the Program has been able to discern is that Marketing majors simply do not like having to apply the analytical thinking that research requires.  Since its inception, the Program has changed teaching methods, offered the class in a “spring only” schedule, and tried every time frame in which Collin offers classes to entice students to register for it.  Considering sunsetting this course, but loath to remove it from Program offerings because of the importance of its content to those who actually go on to work in the field of marketing, the Program created an online version of the class, and offers it every semester.  The online version of the class has filled each time that it has been offered.
	NOTE:  Once all Marketing classes are online (Fall, 2019), the Program plans to restructure this class to be like the other online Marketing classes—no book, several videos (created by students and/or used posted to be used by students), and assignment videos made by the discipline lead.  The Program will place videos used in the online class into the Commons area of Canvas, available for faculty to use as they choose whether they teach the class online or in face-to-face venues.

	MRKG 2349 (70.4%) Advertising and Sales Promotion     This course is another surprise entry into the list of low success rates.  It has been popular over the years, but the Program, as with MRKG 2348, offered it “spring only” as enrollment decreased.  The Program has not been able to determine any specific reasons that numbers of students in this course decreased and/or were not as successful as expected.  As with MRKG 2348, the Program offered an online venue to increase enrollment rates, and that venue has filled every semester.  
NOTE:  As with MRKG 2348, the Program plans to restructure this online class once all Marketing classes are online (Fall, 2019) to be like the other online Marketing classes—no book, several videos (created by students and/or used posted to be used by students), and assignment videos made by the discipline lead.  The Program will place videos used in the online class into the Commons area of Canvas, available for faculty to use as they choose.


How are general education requirements integrated with the technical coursework?  
The Marketing AAS contains the State-Mandated 15 credit hours of general education requirements.  These general education courses are included in the degree plan with one per semester in the first three semesters, and two in the final semester, which semester includes only three face-to-face classes, and the co-op or Entrepreneurship class, which do not require classroom meetings.  

Because students seem to fair better with either math or English courses, depending on their thinking processes, the Program does not offer the Contemporary Mathematics (MATH 1332) and the Composition I (ENGL 1301) classes in the same semester.  Rather, the Program offers MATH 1332 during the first semester and ENGL 1301 during the second semester.

Student satisfaction:  What evidence do you have that students are satisfied with the Program?  What kinds of complaints are made to the Associate Dean/director by Program students? 

Complaints are generally aimed at instructors, with Program complaints in the form of scheduling.  Individual student evaluations of Program faculty are conducted each academic year by *Chairs (associate faculty) and *Deans (full-time faculty).  
NOTE: *With the organizational restructuring, Associate Deans review all faculty, and have found student evaluations to be positive overall.  Students now evaluate instructors through Canvas, and instructors can access their evaluations as soon as classes end, thus being privy closer to the end of classes than before to information that can assist them in improving their methods.
 
In the few instances since 2012, that students have taken complaints to the Dean over the Program, even though the Dean notified the instructors about the complaints, students nearly always declined to take the complaints forward to the Grievance Committee.  In the main, once they were heard by the Dean, complainants were satisfied.

In most instances, the complaints were because of receiving lower grades than students had wanted.  In some cases, complaints did go far enough that instructors needed to comply by submitting documentation to support proper grading, but complaints have been few, and have been resolved with either the instructor or the Chair/Discipline Lead. (Such complaints will go to the Associate Dean going forward.)

For the Program itself, the largest amount of disharmony from students over the past five years came from two points, a) by far the more important--the extremely high cost of textbooks, and b) wanting/needing scheduling that fit with their busy family and work schedules.  
Thus, 
1)  The Program changed the weekend class schedule from offering only three three-weekend classes to offering four three-weekend classes each semester.
2)  The Program instituted Block scheduling that includes all courses necessary to complete the Marketing Certificate, and which can be applied toward the Marketing AAS; these are offered with the guarantee that they will not be cancelled, and they are offered in the same order, on the same nights, and at the same time frames each parallel semester—fall semesters have the same classes in the same order each time that they occur, and spring semesters have the same classes in the same order each time that they occur.
3)  More instructors than ever began not using textbooks for classes, relying instead on accessible visuals and outside resources such as Ted Talks, video lessons through YouTube, resources from Collin libraries, guest speakers from the business community, and the like.  
4)  Instructors instituted use of more technology in their classes than before, including both in-class and outside-of-class Internet assignments, for both individual and small group assignments.
5)  Instructors now operate both their online and face-to-face classes through Canvas.
6)  The Program adjusted evening class start time to 30 minutes later than traditionally in order better to accommodate night students who had to drive to a campus from their places of work.


6.   HOW EFFECTIVELY DO WE COMMUNICATE, AND HOW DO THE PROGRAM KNOW?

A.  Provide the URLs (for both the program and the catalog information posted by the Curriculum Office):   If no program URL is available, describe plans for creation of the program’s site.)
http://www.collin.edu/department/marketing/     
NOTE: One can reach the catalog information for the Marketing Program by using links on the site itself.

       With changes in computer services at Collin College, academic departments restructured their own web sites.  The Business Management and Marketing Programs worked together, and made such changes in the Fall, 2016, semester.  When the two programs officially separated, the Discipline Lead for the Marketing Program completed one of her 2017-2018 goals by separating the Marketing Program site from the Business Management site, with links to view catalogue entries for the Marketing AAS, the Marketing Certificate, and the Entrepreneurship Certificate, as well as Program announcement. 

B.	Make a case with evidence that the program literature and electronic sites are current, provide an accurate representation of the program, and support the program’s recruitment plan, retention plan and completion plan.  

       The web site for the Marketing Program features links to view catalogue entries for the Marketing AAS, the Marketing Certificate, the Entrepreneurship Certificate, and Program announcements, but it also features slide shows from Entrepreneurs’ Evenings as well as interactive panel discussion featuring community marketers, some of whom completed the Marketing Program.
This is a site that is almost always under construction and moving forward.

NOTE:  Community members and potential students tend to refer to the sites, but rarely give feedback about them, at least none that has been forwarded to the discipline lead of the Marketing Program.  Nonetheless, the Program is positive that the new site is effective.  People who learn about it bring it up to view themselves and others whom they know in the slides there, and once they are on the site, the Program hopes that they will follow the links to the catalogue and learn about the Marketing Program’s AAS degree and certificates.  Community members are the most frequent visitors to Program sites.  Current students tend not to refer to the sites, preferring instead to talk with their professors about courses and programs (or Career Coaches if referred).  The Program is hoping that as time goes on, more students will know about the Career Coaches, and seek them out for information.
 
C.  Describe the process used to keep all program literature (course descriptions, degree plans, catalog entries, and such) and electronic sites updated and aligned with College literature and sites.
       Each academic year the Discipline Lead double checks catalog information, brochures/flyers, and syllabus templates to make sure that they are in keeping with the latest state mandates.  Because of changes in the AAS and the Marketing Certificate, as well as the addition of an Entrepreneurship Certificate, the most recent brochure for the Marketing Program is out of date and thus will be replaced with the latest types of promotion that Collin institutes.  The program hopes to update promotion pieces during the 2018-2019, academic year, and is in discussion with Collin’s PR department.
	Because Marketing is a Workforce Program, the state evaluates and updates all course descriptions each academic year, and the Program makes any adjustments/changes before the current catalog is confirmed.  The Marketing Program uses flyers, posters, as well as announcements in the Collin calendar for events in which it participates or presents.  In addition, the Program updates its web site frequently, to include slides of past Marketing events, notices of future Marketing events, and accurate links to the catalog so that viewers can see current versions. (The discipline lead also works with a facilitator in an eLC to make sure that all Program links function properly.)  

D.  In the Program Literature Review Table, below, document that the elements of information listed on the program site and in brochures (current academic calendars, grading policies, course syllabi, program handouts, program tuition costs and additional fees, description of pathways, availability of courses and awards, and local job demand in related fields) are verified for currency, accuracy, relevance, and are readily available to students and the public.
Program Literature Review Table
	Title
	Type (i.e. URLs, brochures, handouts, etc.)
	Date of Last Review/Update
	
	Responsible Party

	Business Management and Marketing Program
	*BROCHURE
descriptions of degrees and certificates
program contact information

	2014

	 Current
 Accurate
 Relevant
Available
No longer relevant 
	Marketing Discipline Lead

	Business Management and Marketing Program 
	**THE PROGRAMB SITE
basic degree and certificate course listings
contact information for each program
	FALL, 2016
	Current
Accurate
Relevant
Available
No longer relevant
	Marketing Discipline Lead
(Along with one full-time management professor, created the current site.)
NOTE:  Changes and updates made in fall, 2018, by Marketing Discipline Lead.

	Marketing Program
	**THE PROGRAM SITE 
degree and certificate course listings
program contact information 
	FALL, 2017
	X Current
X Accurate
X Relevant
X Available
	Marketing Discipline Lead

	Marketing Program
	**THE PROGRAM SITE
degree and certificate course listings
program contact information
picture slide show of Entrepreneurs’ Evenings and Marketing panel discussions
Marketing Activity announcements
	FALL, 2018
	X Current
X Accurate
X Relevant
X Available
	Marketing Discipline Lead

	Course Syllabi
	SYLLABI FOR ALL COURSES
	ONGOING
	X Current
X Accurate
X Relevant
X Available
	Discipline Lead and Associate Dean

	Degree Plans and Certificate listings
	Collin main site—Syllabus Depot HB2504
	Spring, 2017
	x Current
x Accurate
X Relevant
X Available
	Marketing Discipline Lead

	Collin College Catalog
	Online and Print formats
(electronic versions only currently available)

	Spring, 2017
	x Current
x Accurate
X Relevant
X Available
	Marketing Discipline Lead and Curriculum Office

	All information pertaining to academic calendars, tuition costs, additional fees, pathways, and local jobs demand is ascertained by college entities outside the actual Marketing Program.


*Because of rapid changes in the Program and its courses, the Program brochure is currently out dated, and new and different methods of promoting the Program are under review by the Marketing Discipline Lead.
**Because of structural changes, i.e. separating of Business Management and Marketing into two, rather than one Program, the Marketing Discipline Lead created a web site dedicated solely to Marketing, with links to allow viewers to read about all courses in the AAS and certificates, including Courses in Common between the two programs.  The site also makes available slide shows of Marketing events, and announcements about Marketing activities. 


7. How IS the PROGRAM LEVERAGING partnership resources and building relationships, and how does the Program know?

A.  Make a case that the program enlists business, industry, government, college, university, community, and/or consultant partnerships to advance the program outcomes.
	Requested points to address, but not limited to:
Partnership types include:  Co-op or internship sites; visiting class presenters; tours of facilities; facility use; equipment donors; dedicated Program scholarship donors; mentors, association affiliation, other.
1)  The co-op course is the capstone for the Marketing Program, and as such involves employers and businesses throughout the area served by Collin. (See chart in B. below)
2)  Program faculty utilize the skills of visiting class presenters in a wide variety of Marketing functions, as speakers, as demonstrators of how their businesses function, as those who reserve tables at the Entrepreneurs’ Evening, as those who sit on panels and discuss with their audiences, and so forth. 
3)  During the time of this review, Program students toured a small business incubator.  In addition, as students worked through Service Learning with the Heritage Museum in Frisco to create a promotion campaign for the facility, they not only toured the facility, but also sat in on board meetings and discussions.  During this time, board members from the Museum attended on-campus activities such as the Service Learning awards banquet.
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B.  Complete the Partnership Resources Table, below.
Primary self-study questions the Program adapted from Academic Program Review “Structuring the Six Self Study Questions “, Michigan State University, 2008.                                          2

Partnership Resources Table
	Partner
	Description (See Points to Consider)
	Briefly Describe Partnership Value to Program

	NTEC
	Small Business Incubator in Frisco, Texas
	Students learn how the two-year incubator program operates and can utilize that information as they start their own businesses.  One student from the visiting SEED/Marketing Program actually launched his own business through the NTEC Incubator’s program.
NTEC personnel sat on the Entrepreneurship Advisory Committee.

	EMPLOYERS OF CO-OP STUDENTS
	Some employers of co-op students are 
Sports Marketing Monterey Group
Milestone Electric and Air
Eagle Eye (surveillance cameras)
R&R Selections LLC (Importer of Greek wines)
Crest Infinity
Price Trace LLC
iHeart Media
Jimmy John’s
Ben E Keith Beverages
Classic BMW
RB Group
New York Academy
TransAmerica
City of Dallas
McDonald and Simmons P. C.
Steven Miller CPA PC
Bank of America
	*There is not enough space in this report to describe the variety of invaluable lessons that Marketing students have learned from working in fields in which they completed Collin classes.  
Many Marketing students continued to work for their co-op managers long after their courses ended. 
NOTE: Several co-op students have risen in their companies, the latest example of which is the current, fall, 2018, co-op student who has been promoted from the call center into the actual Marketing Department. She is actively working with management to fill the job that she left.  

	OUTSIDE SPEAKERS
OUTSIDE PRESENTERS
PANELS OF OUTSIDE GUESTS
	Speakers from all areas of Marketing, including small business owners, have spoken in Marketing classes and/or participated in interactive panel discussions every semester during the time covered in this review. 
Cyber Defense Labs (in-class discussion)
Interactive Panel comprised of small business owners with community members invited:   Raining Kate’s, Reddy Realty Consulting, Alpha Aid Care

Interactive Panel comprised of small business owners with community members invited as the Program:  DeWitt and DeWitt (three members), Primal Parkour
Interactive Panel discussion with community members invited: Main Event
Kateye Optical (in-class discussion in eMarketing class of portable technology for checking eyes and ordering glasses)
	Because Marketing faculty include outside speakers in their classes, students are able to learn not only the information that those speakers bring, but also the most up-to-date information, as well as how that information is used in actual workforce settings.
The interactive panel discussions are especially valuable.  Students are able to interact with business owners, as do community members who, along with students, comprise the audience and join in the discussions.
In both instances, students come away with information about participating in the workplace and business community that Collin College serves that they could not have learned in their usual classroom settings.



*Example comments from students about their Co-Op experiences (no corrections made in students’ writing, only clarifications) 
1. “Since I was taking this [co-op] course, I was given more opportunities to lead our department . . . This actually came at the right time since my supervisor was out sick, and my manager was on vacation during that times (sic).  I was pushed into leading my team and it was a success.”
2. “I think that participating in this co-op towards the end of my degree plan allowed me to apply the maximum knowledge to all situations and projects I was given.  I was able to participate in projects and experiences that I could have never done in the classroom and would have never received the chance to do at an entry lever[l] marketing position in our corporate office.”
3. “I’m currently working on increasing my leadership and managerial skills, along with learning the ins and outs of our Marketing Department . . . As a result of taking this course, my job responsibilities increased.  I was more involved with other departments than normal.  I learned different things from different departments such as Sales and Marketing.  I learned how to launch a product internationally.”
4. “After completing my co-op, I’m not sure if I will still pursue working in the corporate office in the marketing dept of this company.  Through my co-op experience I realized the major disconnect and disorganization [here] that does not exist in most companies (the corporate Marketing Program is currently being jump started by a third [-] party company to launch their national branding.)  I’m not sure if it’s a great (sic) to begin my journey in my new career with a company which is ‘loosely organized’.” 
5. “I was able to complete all my goals [set through co-op] with the help of the knowledge I’ve gained from all the [Collin] courses I’ve taken.”
6. “I will forever be grateful for the things that I experienced, skills that I learned, and the relationships I’ve formed [through co-op].”
7. “During my co-op, I was able to continue to hold my title as a Senior Manager but had the task of looking a[t] data and reports from a marketing perspective and us[ing] the statistical data to establish behaviors and or programs to impact the opportunities I’d observed through statistical and data analysis.  Through this experience, I was able to see special reports not provided to most managers (which usually aren’t provided due to the inability to breakdown (sic) the information and apply [it] immediately to my sales environment.” 
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NOTE:  The Program expects that the new Entrepreneurship Experience course, which students who own their own businesses may choose rather than the co-op class as their degree capstone, will no doubt yield comments as positive as those made by co-op students thus far.
Primary self-study questions the Program adapted from Academic Program Review “Structuring the Six Self Study Questions “, Michigan State University, 2008.                                          57


















8. IS THE PROGRAM HIRING QUALIFIED FACULTY AND ADJUNCTS, AND SUPPORTING THEM WITH PROFESSIONAL DEVELOPMENT?
Make a case with evidence that faculty are qualified, keep current, and advance the program and the College.  List program employees (full-time and part-time), their roles, credentials, and known professional development activity in the last four years.
Please refer to the chart below. 
	Employee Name
	Role in Program
	Credentials
	Professional Development since Last Program Review**

	Gloria Cockerell
	Professor/Discipline Lead
(the only full-time Professor in the Marketing Program)
	MA   University of Texas at Dallas   Interdisciplinary Studies with Marketing specialization
MA   University of North Texas English
Work experience in Marketing and sales
Owner of small business 
	Presented Faculty Development workshops about online teaching.
Participated in Customer Service workshop presented by Disney.
Attended various workshops and seminars through the American Marketing Association.
Participated in statewide THE PROGRAMMC four-day workshops.
Worked with eLC to learn both Blackboard and Canvas (200 hours during the summer that Collin switched from Blackboard to Canvas). 
Participated in various seminars about Marketing subject areas.
Participated in Faculty Council Summer Institute, “Using External Tools (e.g. YouTube, TedEd, Turnitin)”
Attended Departmental workshop of writing goals for Collin Vision (strategic goals, 2016)
Attended Quality Control workshop presented by Disney Corporation
Attended workshop on creating the new Marketing web site
Participated in Plano Chamber of Commerce workshop, “Creating Customer Loyalty”
Attended AMA seminar “Leadership at its Finest” featuring CEO of Dr. Pepper
Completed all nine online training sessions through Collin HR
Attended Plano Chamber of Commerce workshop series, “Success in Business”
Attended Collin “Emotional Wellness” presentations
Completed online “Preventing Employment Discrimination” session
Participated in workshop, “Designing Curriculum for the 21st Century Texas Undergraduate Education” 
Participated in symposium, “Competency-Based Learning”
Participated in Plano Chamber of Commerce workshop, “Social Media”
Attended Faculty Development Conference sessions: 
“How to use Smart Phones and iPads for Educational Purposes,”
“The Flipped Classroom:  Best Practices—A Roundtable Discussion”  
“How Immutable Teacher Characteristics Influence Student Perceptions of Quality Teaching and Learning,”
“Things They Don’t Tell you (Or Maybe They Do, But It’s Worth Repeating): Best Practices for Teaching Online,” 
“Critical Thinking in the Composition Classroom”
“Exploring Benefits of using Social Media Tools like Emodo in Higher Education,” 
“How Does The Program Teach Critical Thinking?” 
“On Demand:  Quick and Easy Streaming Audio and Video for Your Classroom”


	Harold Cole
	Associate Faculty
	MBA University of Phoenix
Work experience in Marketing and sales
	Please see NOTE after this chart.

	Barry Driks
	Associate Faculty
	MBA New York University
18 graduate hours in Marketing
	Please see NOTE after this chart.

	Jim Gilbert
	Associate Faculty
(Became full-time Management Professor in Fall, 2017, but will continue to teach some Marketing classes.)
	MBA   Dallas Baptist University
Work experience in Banking and Marketing
	Please see NOTE after this chart.


	Richard Glew
	Associate Faculty
	MBA University of Toronto
18 graduate hours in Marketing and Management
	Please see NOTE after this chart.

	Dave Lobo
	Associate Faculty
	MBA University of Texas at Dallas
MS University of Central Missouri
Aviation Safety
Work experience in Marketing
	Please see NOTE after this chart.

	Pam Milacek
	Associate Faculty
	MBA Dallas Baptist University
Work experience in Marketing
	Please see NOTE after this chart.

	Gregory Reid
	Associate Faculty
	MBA University of California
18 graduate hours in Marketing
	Please see NOTE after this chart.

	Kirk Riztman
	Associate Faculty
	MBA with Marketing concentration
Southern Illinois University at Carbondale
Work experience in Marketing
	Please see NOTE after this chart.

	Vic Sotny
	Associate Faculty
	MBA Cleveland State University
Work experience in Marketing
	Please see NOTE after this chart.

	Joyce Martinez
	Associate Faculty
	MS George Mason University 
International Commerce and Business
Work experience in Business
	Please see NOTE after this chart.

	Carey McKinney
	Associate Faculty
	MBA University of Dallas
Two graduate Marketing courses
Business and Training background
	Please see NOTE after this chart.



 Employee Resources Table

PLEASE NOTE:  All faculty for the Marketing Program are Associate Faculty except for one, who is the Discipline Lead for the Program.  The Lead surveyed Associate Faculty, and received listings of the Professional Development seminars, workshops, conferences, and presentations in which they are engaged, including activities offered by Collin College.  
The wide variety of specializations noted for their degrees denotes their various backgrounds. In addition, as they are working in the fields in which they are teaching, the Marketing Program is satisfied that they are remaining up-to-date in their fields.  The “Work Experience” noted for each Associate Faculty member adds a great deal to her/his ability to understand and translate into the classroom a very wide variety of worldwide Marketing elements.  
Examples of positions in companies, types of Marketing practices employed by the Marketing Program Faculty, and how those practices translate into their classrooms: Professional experience for this group of faculty includes senior-level positions in companies varying in size from startup to Fortune 500, and both for-profit and not-for-profit organizations.  Some AF own/owned their own companies, as did the Full-Time faculty member. 
  

NOTE TO COMPLETE CHART:  Examples of Actions performed, and activities attended by Associate and Full-Time Faculty outside the College
Attended “Leadership Is Not A Title, It’s An Action” Seminar                                                                                                                                                Attended Respect and Inclusion Series: “The Position of Respectful Language and Uncovering Implicit Biases”                                                                    Attended “Code of Ethics” Seminar                                                                                                                                                                                           Participated in Advising for Transfer Students                                                                                                                                                                                     Attended Sexual Harassment Seminar                                                                                                                                                                                    Participated on Board of Directors                                                                                                                                                                                     Negotiated programs and contracts with key accounts
Participated in Executive Teams                                                                                                                                                                                                                                                                             Attended Phillip Kotler YouTube Presentation Series                                                                                                                                                        Attended Collin-sponsored Seminars                                                                                                                                                                                        Viewed Programmed TED Talk Seminars                                                                                                                                                                                                        Feelings and Needs                                                                                                                                                                                                                  Attended Academic Effectiveness Conference                                                                                                                                                                   Attended The Connection Practice:  Feelings and Needs                                                                                                                                                 Consulted clients in various Marketing research roles to guide Marketing and advertising strategies                                                              Participated in Market Sizing Seminar                                                                                                                                                                                  Attended “Suicide Prevention” Seminar                                                                                                                                                                                Created and managed successful product campaigns and launches                                                                                                                              Attended “Designing Instruction in the Digital Age”                                                                                                                                                            Seminar  Participated in “Make Your Semester POP” Workshop                                                                                                                                            Served on the board of the American Marketing Association                                                                                                                                          Attended  “A Holistic Approach to Student Support” Seminar                                                                                                                                          Created and operated own small businesses                                                                                                                                                                  Completed 13 courses in sales, finance, and relationship building                                                                                                                  
Participated in national sales conferences (Capitol One Bank)                                                                                                                                                   Set up supply chains internationally in countries such as Brazil, Japan, S. Korea, China (mainland), Hong Kong, Europe, Scandinavia (primarily       Denmark, but Sweden as well)                                                                                                                                                                                             Recruited personnel                                                                                                                                                                                                                  Created Marketing materials (displays, literature, in-store posters, counter cards, and the like)                                                                                                                                                                                                      Participated in four-day Sales and Marketing workshop                                                                                                                                                    Created and implemented strategic Marketing plans                                                                                                                                                        Executed master responsibilities including content                                                                                                                                                           Identified Marketing and distribution partners domestically and internationally                                                                                                                 Managed workforce teams                                                                                                                                                                                                      Created and implemented public relations and advertising campaigns                                                                                                                          Represented companies of various sizes in magazines, radio, television (including CNN interview), newspapers, and Internet                                 Completed licensing agreements                                                                                                                                                                                              Worked with commercial customers, providing them with direction to enhance their companies’ growth goals                                                               Held management positions in sales, advertising, sales promotion, Marketing, and Product Development
                                                                                      
                                                                                                                                                                                                                                                                             
 Beneficial innovations brought to the classroom by Faculty using “real world” experience
1.  First and foremost, the everyday, current experiences of the Associate Faculty (AF) members, professionals in the business world, allows them to bring information to their classrooms that is relevant RIGHT NOW to what is happening in the workforce that students are entering.  That bringing of information, combined with the innovations of the Full-Time Faculty member, allows students unique experiences completely outside what is offered in standard texts of classes.

2.  Almost all the faculty, both AF and Full Time (FT) use YouTube presentations in their classes to give students the opportunity not only to learn from the presentations, but also to learn how to access such information for themselves.  Several faculty members also use the excellent discussions on the Ted network in the same way.

3.  In the Marketing Program, all faculty also take advantage of the excellent services afforded by the Collin resource librarians.  	The Program use videos and movies that can be streamed into classrooms, and the Program also add those streaming videos into syllabi through Canvas so that students can view information on their own as many times as they wish or need.  This practice has been very helpful for students as they work in small groups to complete projects, and especially for students who are unable to comprehend the information when viewing only once, as is often the case with international students who have English as a second, third, or even fourth language. 

4.  Most of the Marketing faculty employ small group work in the classroom, with the knowledge that students who go into the workforce will need the skills necessary to work in teams with diverse people.  Within these small groups, the Marketing faculty require students to complete various sorts of research while in the classroom, using their electronic devices, and charged with clarifying information as they go.  If new information is unearthed, or questions arise, students must investigate new information and ideas as they come to light during the exercises.

5.  Understanding the importance of knowing how Marketing elements actually work outside the classroom, faculty invite guest speakers from the business community to spend time in their classrooms with the students, presenting and explaining how points that the students are learning will work once they are able to use them in their places of work, or even as consumers.  The Program has enjoyed having small business owners, as well as project managers for large corporations, share with students.  One of the most popular speakers was the one who spent almost an entire Saturday with a class, discussing his own business in cybersecurity.

6.  In various semesters, faculty members have invited small business owners (entrepreneurs) to their classrooms, but, in some instances, to sit on panels during class time, and to interact with students in informal settings. Since its inception, the Entrepreneur Center has served as the site for these panels, with other faculty bringing their students to the events, and community members attending.

7.  Having been taught information about the real-world workings of businesses and their personnel, students in many of the Marketing classes go on field trips and visit businesses that they later evaluate, and about which they practice both written and oral learning when they submit written reports and deliver in-class presentations.
  
8.  Mindful of staying current, many faculty members create their own case studies from news stories.  Others assign students to do likewise, working in small groups.

9.A larger percentage of the faculty each year uses Canvas for both face-to-face and online classes, and several teach, using outside resources, their own experiences, and no texts.  (Currently all faculty have been instructed to operate their classes through Canvas.) 

10. Many faculty host guest speakers from the industries in which they work outside Collin College.  These guests are well versed in actual practices in the business community and the points that students are studying in their classes. 

9. DOES THE PROGRAM SUPPORT THE FACULTY WITH FACILITIES, EQUIPMENT, AND THEIR MAINTENANCE AND REPLACEMENT, AND HOW DOES THE PROGRAM KNOW?
Make a case with evidence that current deficiencies or potential deficiencies related to program facilities, equipment, maintenance, replacement, plans, or budgets pose important barriers to program or student success.  As part of your response, complete the resources tables, below, to support your narrative.
· The useful life of structures and equipment, 
· Special structural requirements, and 
· Anticipated technology changes impacting equipment sooner than usual.
·  If you plan to include new or renovated facilities or replacement of equipment in your Program improvement plan in Sections 13 & 14, be sure to justify the need in this section with qualitative and/or quantitative data evidence of the need. 
· Analyze the evidence provided.  What does this show about the Program?

Given that neither the faculty nor the Discipline Lead has any control over classroom allocation, equipment, or their availabilities, the two Tables below are simply listings of what the Program has in use, and a suggestion for innovation. 

Classroom Utilization Table
	Classroom/Lab  Location
	Description 
(i.e. Special Characteristics)
	Meets Needs (Y or N)
Current          For Next 5 Years
	Analysis of Classroom Utilization

	SCC, PRC, and CPC
	General classrooms contain in-podium computers, projectors, and screens for showing slides and information.


One SC classroom also has four computers and a printer for student use.
	Y 


	N
	As technology use in face-to-face classes has increased, i.e. submitting most or all work through Canvas, presenting streaming videos in class, and advances in technology used by students for their own in-class presentations, the need to reserve computer lab time during classes has also increased. Thus, more advanced technology for in-classroom use is needed, as opposed to more class time reserved in on-campus Computer Labs.   

	
The Marketing Program can offer many more opportunities to its students if the Program can receive support for a permanent Entrepreneur Center on the Spring Creek Campus. Because of crowding at SCC, the Center is currently one very small room at SCC that is available only one day a week for a few hours during the afternoon and night.  Although grateful to have any room at all, the Marketing Program is changing its name to Marketing and Entrepreneurship for a reason—entrepreneurship is continuing to grow in importance in the business community that Collin College serves.  

More importantly to the Program, each year sees an increase in the percentage of students in the Program who either already operate their own businesses or are taking classes specifically in order to start businesses.  The increase in interest in both entrepreneurship and technology means that in order to stay in the vanguard of offerings to Collin students and the business community, the Marketing Program needs support.

The Center began in the Fall, 2015, semester, and is continuing.  During this time, the Program have hosted outside speakers, interacted with panels of small business owners, and held workshops on a variety of current subjects (noted elsewhere in this report), all free and open to both students and community members.  

As the Center is open to both students and community members, the more opportunities that the Program can afford people who come to the Center to practice being entrepreneurial and to interact with those who are already being innovative in the business community, the more positive ramifications there will be throughout the entire area that Collin College serves, and the more that Collin College will be known for its innovation and its interest in making a difference in its service area.

Best for the Marketing Program, of course, is if the Program could be allocated a permanent location that is solely an Entrepreneur Center, but the Program do not mind sharing our current space with the Writing Center.  Sharing is better than having no space at all.  Sharing the space means that the Program also must share furnishings and equipment of the room, but the Program think that the Program the two Program areas can utilize the same technology and furnishings, that the Marketing Program can create more opportunities for any students who are interested in learning about operating businesses and being innovative—no matter what their Program areas, and that community members can visit the Center, learn along with students, and also contribute.  





Equipment/Technology Table

	Significant Pieces of Equipment
	Description 
(i.e. Special Characteristics)
	Meets Needs (Y or N):
Current          For Next 5 Years
	Analysis of Equipment Utilization

	Classroom podium and ceiling Projector with LCD Internet access
	Standard




	   Y 
currently
	     
	1)Stay as current as possible with technology that students use in their workplaces. 

 Students are used to working with equipment that is updated much more often than the college updates.  Part of the reason for that is the funding in the field of education, of course.  The Program does need to make every effort to stay abreast of changes, however, especially with pedagogy relying more each year on technology to connect with students.

2) As far back as when SCC was built, the plan was for all classrooms to contain computers, or at least outlets, for student use, but that has not happened, and those students who cannot afford lap tops, iPods, or other devices, will be done a disservice if the Program tries to have students using technology in classrooms.  Not making equipment, or at least outlets and charging stations for student-owned devices available in classrooms, is a barrier to innovation, and, thus, types of learning activities in which students can participate.





Office Space Table 
	Office Location
	Description
	Meets Needs (Y or N):
Current          For Next 5 Years
	Analysis of Office Utilization

	CPC
	Associate Faculty Offices
	Y
	Y
	Associate Faculty complete work, receive help with clerical needs, and meet with students in accommodating facilities.

	PRC
	Associate Faculty Offices
	Y
	Y
	

	SCC
	Associate Faculty Offices
	Y
	Y
	

	SCC
	Workroom
	N
	N
	   Although AF are covered, SCC has no clerical support, or even supplies, for any full-time faculty for the Division in which the Program exists, only one workroom/mailroom that contains mail slots for Division full-time faculty located at SCC (or who teach at SCC, PRC, and CPC), with three computers, and two printers.
   Unfortunately, there is hardly ever any paper in the printers, and no one seems to know whom the Program should ask about providing paper for printer use.  
    Teaching nights and on weekends guarantees that there will be no one on campus from whom to borrow paper, and no one in any office to support requests.
   Locating printer cartridges, or any office supplies of any sort is impossible.  Full-time faculty who have offices at SCC must bring their own paper, or paper from their office suites, the cost of which is shared by those who office in the suite, and should not, therefore be removed for use elsewhere.  FT faculty must also order office supplies through the administrative assistant at PRC which wastes both paid labor hours and time.

	SCC
	Full-Time Professor’s Office
	Y
	Probably
	   This office is one of the original, very small offices on the Spring Creek Campus, but such is not an actual problem because the professor has the option through the provost, to move into one of the newer, larger offices if she wishes. 
   There are, however, concerns with having one printer for the use of four professors in the suite, each representing a different division, because the professors must take turns requesting paper from their separate divisions for the one printer, apparently with the assumption that each professor uses the same amount of paper, and each will keep up with the paper-ordering schedule.  No one seems to know from whom the Program should request new toner cartridges. 




Financial Resources Table
	Source of Funds
(i.e. college budget, grant, etc.)
	Meets Needs (Y or N):
Current          For Next 5 Years
	For any no in columns 2 or 3, explain why
	For any no in columns 2 or 3, identify expected source of additional funds

	
The Program Chair or Discipline Lead has no control over or access to budgeting, or information about budgeting, for the Program.  The Dean has such access, and the Associate Dean has access through the Dean.



Section III.  Continuous Improvement Plan (CIP)
10.  HOW HAVE PAST PROGRAM REVIEWS CONTRIBUTED TO SUCCESS? 
Program Review at Collin College takes place for each unit or program every five years.  During the last (fifth) year, the program evaluates the data collected during the CIP process. 
Please describe how you have used your continuous improvement plan (CIP) to make the following improvements to your program over the past 4 years (your last program review can be found on the Program Review Portal):
b. Student Learning Outcomes
c. Overall improvements to your program

The overall CIP was aimed at improving the student experience of working in the business community, one which was tied directly to the co-op class (Marketing AAS capstone).  To that end, the CIP strategy has been helpful because the discipline lead worked with Career Coaches to determine who would perform what functions when interacting with co-op students and to streamline the process for discipline leads and career coaches to collaborate.

A second very valuable result is that, because such a high percentage of Marketing students own their own businesses and thus cannot benefit from the traditional co-op structure of employer/manager, employee, faculty liaison, the discipline lead worked with the division to construct the same collaboration with career coaches for students to register and participate in the Entrepreneurship Experience class.  The Entrepreneurship Experience class is a Local Need class tailored specifically for students who need an experience like that afforded in the co-op class, but who do not have managers because they own their own businesses.  The Entrepreneurship Experience and co-op classes may substitute for one another, so whatever work situations students have, they will be able to choose the class that suits their needs.

The adjustments made to the process of dealing with the co-op class and adding the Entrepreneurship Experience class will improve the numbers of completers for the Marketing Program because students will no longer have a need to skip the capstone course of the AAS because of having no manager with whom to complete co-op requirements. 

PROGRAM STRENGTHS
1.  The Marketing Program has already begun to work separately from the Business Management Program to customize a Program that is uniquely MARKETING. The Program is expanding course inventory specific to Marketing, both by choosing specific WECM courses and by creating Local Need courses such as BUSG 2371, Entrepreneurship Experience, which is the capstone for the Entrepreneurship Certificate, and is an approved alternative with the Co-op course.
2.  The Program is beginning to administer in all courses within the Marketing Program, including the Courses in Common, a survey to be completed in each class each term to enhance awareness of just who Program students are, and, consequently, helping faculty to tailor classes to what students need, and how students think that they themselves learn best.  
3.  Guided by input and discussions from the Marketing and Entrepreneurship Advisory Committee, the Program makes its degree and certificate offerings relevant, which, it is the hope of the Program, will in turn not only increase Program enrollment, but also contribute to the business community that Collin serves--to the benefit of both current students/former students, and the employers of the community that Collin serves. 
 
Please see ADDENDUM F for current Survey and keep in mind that the Program already requests personal contact information from students, which request the Program plans to add to the current survey form so that the Program can remain in contact with marketing students after they leave Collin, both to stay abreast of how they are using what they learned at Collin, and to inform them of business opportunities that the Program thinks can benefit them.

     PLEASE NOTE:  Program professors acquiring such information on their own seems to be the only method of remaining in touch with students once they leave Collin, other than the IRO information about students who transfer to other institutions of higher learning.  As a high percentage of the students in the Marketing Program go straight into the workforce as employees, employers, or small business owners, the Program seems to need its own tracking system to stay in touch.  
	The Program is hoping that going forward IRO can provide assistance in compiling Program information or assist the Program in constructing and implementing its own tracking system.  
     
4.    The Marketing Program understands changes in the needs of both students and employers in the area that Collin serves, and thus removes outdated courses, and creates new ones when appropriate to prepare students for careers in new and emerging career fields, as well as changes in existing career fields.  One such example is receiving Advisory Committee approval and then replacing the Accounting course from the AAS in Marketing, with the eCommerce/Marketing course (2014-2015).  Such changes also assist with controlling low enrollment situations.  

5.  The Program also introduces timely enrichment materials into existing courses to remain current with what students are experiencing in their everyday lives and workplaces, most often evidenced in use of technology and presentations/discussions about changes in social and business ethics concepts.
     One such enrichment that is currently underway comprises restructuring the eMarketing course to de-emphasize information that is less important to student learning now than when it was implemented into the course and replacing its former emphasis with more focus on topics such as using social media for business.  Such re-emphasis is especially important for small businesses that are more prevalent in the geographic area of Collin College than anywhere else in the United States.  

6.  The Collin Marketing Program requires its faculty to have master’s degrees in either Marketing or a related field.  They must also have completed either 18 graduate hours in Marketing, or work experience in the Marketing areas in which they will teach, and graduate hours to support that experience.

7.  Faculty who teach classes in the Marketing Program give much extra effort to staying abreast with latest methods of delivering information to their students, demonstrating innovation in using resources, and great effort to use a variety of methods to present information.  Going forward, the Program plans to implement a system of resource sharing among its faculty members.

8.  After much research through numerous years, the Marketing Program was at the vanguard of offering the weekend classes, and it remains quite involved in their efficacy.  The discipline lead is in fact the chair of the The Weekend College Committee.  Over the years, the Program has experimented with numerous the schedules, and has found that the three-weekend schedule is best for both its students and its faculty, allowing students to complete up to four classes during the weekends, but also to be able to spend only three weekends outside the schedules that they need for their families and work.  Likewise, faculty can choose among four classes to teach while needing to arrange their personal and work schedules for only three weekends. (Each semester, all but a couple of the Marketing Associate Faculty are retirees; the remainder work full time outside Collin, and thus must give up time with their families or for work projects in order to teach on weekends.) 

9.  As of Fall, 2017, the Program has the benefit of the services of newly-positioned Career Coaches who assist in advising students and working alongside the liaison faculty member with co-op students.  Career Coaches will also be instrumental in assisting with registration of students for the Entrepreneurship Experience class.

10.  Students can rely on the Marketing Program at Collin College to implement any changes mandated by the State Workforce Education Course Manual (WECM) in time for the soonest possible academic term after a change is requested.   

11.  Students who complete the Marketing Program are prepared to work in both consumer and commercial Marketing fields.

12.  The newly created Marketing and Entrepreneurship Advisory Committee held its first meeting in the Spring, 2017, semester, with 26 members present, and continues to have 23-30 attendees present at each meeting with 21-27 voting members present.   It comprises business managers, representatives from area ISDs, and employers and employees from the Collin College area, several of whom own and operate their own businesses, and several of whom have gone through the Collin Marketing Program.  
This committee is so involved that the Program is polling members about setting up a private Facebook account so that they can continue conversations and discussion that they began at meetings. This site, although private/by-invitation-only, will also be a positive environment for members to post job offers, suggestions and questions about hiring practices, and resource sites, as well as to discuss topics that the discipline lead sends them in the agenda for the next meeting(s).
PROGRAM WEAKNESSES
1. Promoting and Program recruitment have been concerns for several years.  Currently, the Program is researching best practices for informing students and the community at large about just what the Marketing Program is and what it offers.  Being able to coordinate promotions with the Collin PR Department will help greatly in this endeavor.  
a. To address the weakness of needing additional promotion for the Program, the discipline lead has created, a Facebook account for former, current, and potential Collin students, with an emphasis on marketing majors.  The discipline lead worked closely with a member of the Advisory Committee, who owns and operates her own business in the business community that Collin serves.  Both she and the discipline lead will maintain and monitor the account.
b. In addition to creating a presence in social media, the discipline lead of the Marketing Program completed during the fall, 2018, semester a department web site that not only allows its visitors to follow links for the AAS and the two certificates, but also provides announcements relevant to the Marketing Program and slide shows from former Entrepreneurs’ Evenings and interactive panel discussions between Marketing students and business owners and managers from the Collin community.
c. Because of the extreme changes that have taken place in the Marketing Program, the once-useful brochure is woefully out of date.  One of the next projects for the Program, therefore, will be to request funding to produce a new promotion piece aimed at recruiting for the Marketing Program as well as being informational.
d. Another method of promoting the Program is the Entrepreneurs’ Evening, an event that the Program has held each Spring since 2012-2013 (sixth annual to be held April 25, 2019).  Not only does the event inform those in attendance about Entrepreneurship at Collin College, but, as it is open to everyone, it also encourages entrepreneurs from throughout the community to network with one another.  If they wish, they may also reserve tables at which they can display their products and/or discuss services that they offer. There is no cost to the division connected with offering this event other than making available some cookies and bottles of water for people who attend the event.  

2. An extremely unfortunate Program concern for record keeping is that almost all data pertinent to the Marketing Program during the time covered by this assessment is mixed in with Management Program data, with very few availabilities of information separate and specific to Marketing alone.  The Marketing Program is hopeful that the latest reorganization and delivery of Program information from Institutional Research (IRO), as well as readily available assistance from IRO personnel, will help in assessing the Marketing Program individually going forward. 

3. To address the program weakness of low numbers of completers, the Marketing Program discipline lead has joined other discipline leads in making the very strong suggestion that the “the system” automatically notify students who have completed enough classes to petition for certificates (or degrees), to urge them to do so, and to explain the steps for completing the process.  At the same time, the system should also notify discipline leads of the students in their programs who are eligible for certificates and/or degrees.  Discipline leads will then be able to contact students and give them reasons for petitioning for certificates, whether they intend to leave Collin and go into the workforce, complete their degrees and transfer to universities, or simply complete their degrees and leave Collin with no particular plans.  

NOTE:  Apparently, at the time of this writing a process is being implemented to alert Career Coaches to exactly the course completion information that chairs and discipline leads have been requesting for years, so the Marketing discipline lead is hopeful that the Career Coaches with whom she works closely will not only use such information to contact students and assist them to petition for degrees and certificates, but also share that information with the Marketing Program.

4. Along these same lines, Discipline Leads and Career Coaches should be sent a list of students who decide on Marketing and/or related fields as their majors, as soon as they decide such.  Only then can the Discipline Leads and Coaches help to direct those students as they make life-changing decisions during their academic journey.


11.  HOW WILL WE EVALUATE OUR SUCCESS? 
As part of the fifth year Program Review, the program should use the observations and data generated by this process along with data from other relevant assessment activities to develop the program’s CIP and an action plan for the next two years.  At the conclusion of the first two years, data collected from the first year, plus any other relevant data that was collected in the interim, should be used to build on the accomplishments of those first two years by developing another two-year action plan for the CIP to help the program accomplish the expected outcomes established in its CIP or by implementing one of your other plans.
IRO has stated that only one year is necessary for the Marketing Program’ action plan, rather than the usual two years.

Based on the information, analysis, and discussion that have been presented up to this point, summarize the strengths and the weaknesses of this program.  There should be no surprise issues here!  This response should be based on information from prior sections of this document. 

These points are addressed in Section 10.

Describe specific actions the faculty intends to take to capitalize on the strengths, mitigate the weaknesses, and improve student success.  

Here, the discipline lead reiterates that all the faculty who teach marketing classes, other than the discipline lead herself, are associate faculty.  There is, therefore, not nearly as much control over what they will do, or even the time that they will have to improve the program as there is with full-time faculty.   The discipline lead is not nearly as involved with associate faculty as in the past because Associate Deans now interact with them, and the discipline lead only hears about what they are doing because so many of them contact her personally, as do their students.  All faculty with whom the discipline lead personally interacts are very much interested in improving course offerings, class scheduling, course content, and anything else that can help students, and they are willing to spend time working toward such improvements.  

(Please see the abbreviated list of professional development activities of the Marketing Program faculty that accompanies the chart in part 8.)  


12.  COMPLETE THE CONTINUOUS IMPROVEMENT PLAN (CIP) TABLES THAT FOLLOW. 
Within the context of the information gleaned in this review process and any other relevant data, identify program priorities for the next year, including at least one student learning outcome, and focus on these priorities to formulate your CIP.  You may also add short-term administrative, technological, assessment, resource or professional development outcomes as needed.  









Table 1. CIP Outcomes, Measures & Targets Table (choose up to 5 outcomes)
	A. Expected Outcome(s)

	B. Measure(s)
Instrument(s)/process(es) used to measure results
(e.g. surveys, end of term class results, test results, focus groups, etc.)
	C. Target(s)
Level of success expected
 

	
The Program will demonstrate increasing numbers of completers.
	Use of IRO enrollment figures for semesters after the Program puts new recruitment processes into place
	

Five Completers

	
Students will demonstrate the ability to perform job-description duties in actual workforce setting.
	
On-site managers’ evaluations of work performance using evaluation rubric from co-op department OR the evaluation rubric for the Entrepreneurship Experience course
	
Students in either capstone course will complete, in a useable way, goals that they set at the beginning of their course.

	The Program will demonstrate increasing promotion of its offerings.
	Track types of promotion used and how their results compare to what was already in place.
	The Program thinks that having a hard-copy promotion piece available can be effective in its promotion, especially if it allows adjustments when degree or certificate changes occur.  As the Collin PR Department is departing from creating brochures for individual programs, the Marketing Program will research what will be available and work with PR accordingly.




Implementation of the action plan laid out in the CIP Cycle 1 Table will begin during the next academic year.

Continuous Improvement Plan
Outcomes might not change from year to year.  For example, if you have not met previous targets, you may wish to retain the same outcomes.  You must have at least one student learning outcome.  You may also add short-term administrative, technological, assessment, resource or professional development goals, as needed.  Choose up to 2 outcomes from Table 1 above to focus on over the next two years.
    (IRO is recommending that the Marketing Program choose only one.)

A. Outcome(s) - Results expected in this program (from column A on Table 1 above--e.g. Students will learn how to compare/contrast Conflict and Structural Functional theories; increase student retention in Nursing Program).
B. Measure(s) - Instrument(s)/process(es) used to measure results (e.g. results of essay assignment, test item questions 6 & 7 from final exam, end of term retention rates, etc.).
C. Target(s) - Degree of success expected (e.g. 80% success rate, 25 graduates per year, increase retention by 2% etc.).
D. Action Plan - Implementation of the action plan will begin during the next academic year. Based on analysis, identify actions to be taken to accomplish outcome.  What will you do?
E.  Results Summary - Summarize the information and data collected in year 1.
F.  Findings - Explain how the information and data has impacted the expected outcome and program success. 
G. Implementation of Findings – Describe how you used your findings and analysis of the data to make improvements to your program.  

Table 2. CIP Outcomes 1 & 2
	A. Outcome #1
*The Program will demonstrate increasing numbers of completers.

	B. Measure (Outcome #1)
Use of IRO enrollment figures for semesters after the Program puts new recruitment processes into place
	C. Target (Outcome #1)
Five Completers


	D. Action Plan (Outcome #1)
The Program will implement social media accounts for former, current, and potential Marketing students, create a Program promotion piece, and organize visits to high schools by current and former Marketing students.  In addition, the discipline lead will suggest to all Program faculty that they include in their Canvas classes the information for petitioning for degrees and certificates.

	E. Results Summary (Outcome #1) TO BE FILLED OUT IN YEAR 2


	F. Findings (Outcome #1) TO BE FILLED OUT IN YEAR 2


	G. Implementation of Findings (Outcome #1) TO BE FILLED OUT IN YEAR 2




Table 2. CIP Outcomes 1 & 2 (continued)
	A. Outcome #2
Students will demonstrate the ability to perform job-description duties in actual workforce settings.



	B. Measure (Outcome #2)
On-site managers’ evaluations of work performance using evaluation rubric from co-op department OR the evaluation rubric for the Entrepreneurship Experience course.

	C. Target (Outcome #2)
Grade of B or higher



	D. Action Plan (Outcome #2)
 Students who earn the AAS in Marketing have as their capstone class, co-op, for which they are evaluated by their managers in the workforce, using an evaluative instrument provided by the co-op department.  Students may substitute for the co-op class, the Entrepreneurship experience course, which has its own evaluation instrument. 

	E. Results Summary (Outcome #2) TO BE FILLED OUT IN YEAR 2


	F. Findings (Outcome #2) TO BE FILLED OUT IN YEAR 2


	G. Implementation of Findings (Outcome #2) TO BE FILLED OUT IN YEAR 2







13.  HOW DO OUR IMPROVEMENT PLANS IMPACT THE PROGRAM BUDGET?
A.  What additional funding beyond the program’s base budget is needed to implement your Continuous Improvement Plan? 
1.  The Program thinks that having a hard-copy promotion piece available can be effective in its promotion, especially if it allows additions when degree or certificate changes occur.  As the Collin PR Department is departing from creating brochures for individual programs, the Marketing Program will research what will be available and work with PR accordingly.
2.  As the Program noted earlier, having use of an Entrepreneur Center on the Spring Creek Campus that is adequately large enough to house the activities planned, and is also equipped with proper equipment for use by guest speakers, panelists, and leaders of workshops and seminars will add greatly to the Program’s ability to reach more students and community members.  
Therefore, the Program will request Smart Markers and wireless capability in the Center, thus also providing availability for speakers to walk around the room while still in charge of presentations.  The Program priced equipment such as Smart Boards in 2015, but after researching further, the Program thinks that using Smart Markers will be better, both financially and for effectiveness.  
If space remains out of reach, the Program will nonetheless request the Smart Markers because they are not expensive and having them will allow presenters to visit campuses other than SCC, as well as appropriate community facilities for workshops, seminars, presentations, and other activities for entrepreneurs without additional cost.  Thus, the Program must complete its proposal and pricing again in order to be current with requests.
3. Funding for electronic resources such as Study.com (59.99 per month), which can be accessed by all faculty, can enhance in-class and online experiences for students.  Study.com offers short instructional videos that can be used in instructor presentations and/or posted in Canvas. 
4.  Of course, funding for classroom outfitting on various campuses is in the purview of neither the Program nor its Division, especially districtwide, but the Program would like to make technology available to students in its general classrooms rather than having to reserve space in Computer Labs.  



Briefly describe steps your department will take to secure these funds.
As far as the Program is aware, the only way to secure funding for use by the Program is to submit a request/proposal to the Program Dean, who will then either suggest that the Program requests, in whole or in part, from other sources, or evaluate allocations in the division’s budget.  Even though the Program is requesting the physical location of an Entrepreneur Center for the Spring Creek Campus, its division is district wide, and its services can be used for any campuses (hence the suggestion of using Smart Markers).  The dean, associate dean, and provost of the division of which the Program is a part, all office on the Preston Ridge Campus.  The Program will also discuss relevant points with the provost of the Spring Creek Campus as the Program did when it first set up the Center that the Program now has, so as to participate with respect for the campus that houses the Center. 


B. With these additional funds, please explain how funds will be used to improve student learning or other program outcomes. 
1. Being able to distribute or display a current, relevant, interesting promotion piece at both student- and community-oriented events, as well as to post such a promotion piece on campus notice boards and send some to local high schools for use, can greatly increase the numbers of people who become aware of the Marketing Program and what it has to offer to both those who are newly interested in marketing and those who may want/need to take current classes in order to compete for promotions in their career paths.
2. Smart Markers are portable, and thus fit perfectly with the districtwide aspect of the Marketing Program.  The Program can purchase only one or two sets for use in the E Center on the Spring Creek Campus, but because Smart Markers work with numerous types of surfaces without needing specially equipped spaces (such as white boards), presenters/instructors can also carry them to other Collin campuses, to high schools, and even to facilities of the business community to use in presenting.  Thus, Program faculty can make information that it believes to be useful for its students available to them in a technologically advanced, professionally presented manner without the necessity of specialty classrooms.  The Program believes that such specialty use without specialty space requirements is also a valuable tool in recruitment visits. 
3. The Program can purchase electronic resources such as Study.com (currently researching best-use/cost for such) and make them available to all faculty who teach in the Marketing Program.  In addition to projecting the short (5-7 minute) instructional videos onto the screens in their classrooms, faculty can link to them in Canvas classes so that students can watch them on their own time.
4. Because not only younger students in the Program, but also Program students who are in their 40s, 50s, and 60s are used to researching and creating using technology available in the business community, Collin’s having up-dated technology will allow them better to work in small groups and to analyze information as they find it.  The Program wants them to be able to use either what technology is in the room(s) or connections provided for using their own devices, and thus to experience enhanced research involvement, guided by Program faculty. 
Giving Program students such experiences will engender interest in materials they once found boring, as they work with their cohorts in class, and therefore help to retain students throughout the terms of classes.  Retaining students will increase the likelihood that they will become completers, but it will also improve their performance levels as they stay with their coursework long enough to form deeper understandings than before.
14. What happens next?  The Program Review Report Pathway

A. Following approval by the Steering Committee, 
· Program Review Reports will be evaluated by the Leadership Team;
· Reports will be posted on the intranet prior to fall semester;
· At any point prior to Intranet posting, reports may be sent back for additional development by the department.

B. Program responses to the Program Review Steering Committee recommendations received by August 1st will be posted with the Program Review Report.
C. Leadership Team members will work with program supervisors to incorporate Program Review findings into planning and activity changes during the next five years.














Date:   February 02,2019		Name of Administrative or Educational Support Unit:   Marketing AAS Degree and Certificate	

Contact name: Gloria Cockerell       	Contact email: gcockerell@collin.edu          	Contact phone: 469.387.0057 (cell) 
Office Location: J247   SCC

Mission:
	
Collin’s Marketing program is designed to give a thorough background in aspects of marketing for students new to marketing and to provide methods for improving skills for people already employed in marketing careers.










PART I: May not change from year to year

	A. Outcomes(s)
Results expected in this department/program
	B. Measure(s)
The instrument or process used to measure results
	C. Target(s)
The level of success expected

	Analyze people, including generations, genders, and cultures in order to promote products or businesses.
	Cooperative Education Professor Evaluation
Student Reflection Paper
	80%


	Conduct market analyses of purchasers and users in order to produce, promote, and sell both business and consumer products and services. 
	Cooperative Education Professor Evaluation
Student Reflection Paper
	80%


	Create promotional campaigns appropriate for organizational purchasers and/or individual consumers as necessary. 
	Cooperative Education Professor Evaluation
Student Reflection Paper
	80%


	Forecast changes four years in advance in order to align existing marketing structures with future projections.  
	Cooperative Education Professor Evaluation
Student Reflection Paper
	45% (level to change as new information is included in the Marketing Program)

	
	
	




PART II:  For academic year   2013-14		
From Part I

	A. Outcomes(s)


Results expected in this department/program
	D. Action Plan
Years 5 & 2

Based on analysis of previous assessment, create an action plan and include it here in the row of the outcomes(s) it addresses.
	E. Implement Action Plan
Years 1 & 3

Implement the action plan and collect data
	F. Data Results Summary
Years 2 & 4

Summarize the data collected
	G. Findings
Years 2 & 4

What does data say about outcome?

	Analyze people, including generations, genders, and cultures in order to promote products or businesses.
	
	Implement the action plan and collect data
	Benchmark 2014
Strongest Area
	PLEASE SEE ATTACHMENT.

	Conduct market analyses of purchasers and users in order to produce, promote, and sell both business and consumer products and services. 
	
	Implement the action plan and collect data
	Benchmark 2014
Third Strongest Area
	PLEASE SEE ATTACHMENT.

	Create promotional campaigns appropriate for organizational purchasers and/or individual consumers as necessary. 
	Service Learning Project:
Promotional campaign and advertising materials for Heritage Museum of Frisco, Texas
	Implement the action plan and collect data
	Benchmark 2013-14
Second Strongest Area  
(See Attachment.)
	PLEASE SEE ATTACHMENT.
Best practices for experiencing appropriate LO accomplished through service to the community

	Forecast changes four years in advance in order to align existing marketing structures with future projections.  
	eMarketing course
	Implement the action plan and collect data
	Benchmark 2013-14
Fourth Strongest Area
(See Attachment.)
	New course offered to provide skills appropriate for forecasting

	
	
	
	
	NOTE:  Seminars that require mandatory attendance by students in cooperative education (capstone for Marketing AAS) should be up-dated to remain current with changes in the student population that Collin serves. Co-op is a program independent of the Marketing Program and, therefore, outside either the responsibility or authority of the Marketing Program.
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