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Overview of the program. The B.S. in Marketing program is housed in the Department of Marketing within the 
College of Business. The department also offers the B.A., B.S., B.S.Ed. in Business Teacher Education. The 
marketing program is designed to provide students with a solid foundation of marketing skills necessary for success 
in business or in graduate school. Students may choose a general plan of study or one of two specialized marketing 
sequences: integrated marketing communication or professional sales. The Professional Sales Institute affiliated with 
the Department of Marketing provides students in the program multiple points of contact with active sales 
professionals through real-world interactions and experiences in and out of the classroom.  
 
Description of the self-study process. The self-study process for the B.S. in Marketing program was facilitated by 
a program review team comprised of the department chairperson and three faculty members representing the general 
plan of study and the two specialized sequences. The team spent spring and summer 2012 preparing and 
administering additional data-gathering instruments including an exit survey for graduating seniors, a survey 
directed at recruiters representing firms that hire graduates of the program, and a survey directed at comparator 
schools. The team then analyzed and synthesized data from multiple sources and prepared the program review self-
study report. The program review document was reviewed by the marketing faculty in early September 2012. 
 
Curriculum of the program. Students in the B.S. in Marketing program select either a general plan of study or a 
specialized plan of study in integrated marketing communication or professional sales. Regardless of the choice of 
study, students take three core courses: buyer behavior, marketing research, and strategic marketing management. 
Students pursing the general option then select five elective courses. Students in the integrated marketing 
communication sequence take two required marketing communication courses and three electives in the sequence. 
Students in the professional sales sequence take two required sales courses and three electives in the sequence. The 
number of credit hours required to complete the degree is the same for all students. All courses include experiential 
learning components such as client projects, case analyses, and simulations. Students are encouraged but not 
required to complete a professional internship. The department participates in the Honors program on campus by 
offering an honors section of one of the core courses that all business majors take and two of the three core 
marketing courses. The B.S. in Marketing program is not offered at off-campus locations. However, all summer 
undergraduate courses in marketing have been delivered online since 2010.  
 
Faculty of the program or unit. In spring 2012, the Department of Marketing had 19 tenured or tenure track 
faculty members, all with doctorates from major institutions and strong research records. The department also had 
eight non-tenure track faculty members at that time. Marketing faculty members are highly-qualified, dedicated, and 
caring professionals with a deep desire to prepare students for success in the business world. In the past decade, 
marketing faculty members have published in leading journals in marketing, psychology, advertising, professional 
sales, retailing, and services. Two faculty members have received the Academy of Marketing Science Outstanding 
Educator Award. One faculty member received the Prentice Hall Solomon and Marshall Award for Innovative 
Excellence in Marketing Education, one received the Advertising Education Foundation Visiting Professorship, and 
one has been recognized as a Fulbright Scholar. Seven marketing faculty members serve on editorial review boards 
for 11 journals in the field. One faculty member serves as editor of the Journal of Consumer 
Satisfaction/Dissatisfaction & Complaining Behavior, while another faculty member is the associate editor. 
Marketing faculty members serve on boards of national and international organizations in the discipline including 
the Academy of Marketing Science, the Marketing Management Association, and the Southern Marketing 
Association.  
 
Goals and quality measures for the program. The B.S. in Marketing program has adopted program quality 
measures used by the Association to Advance Collegiate Schools of Business (AACSB) International to review the 
College of Business and its programs for accreditation. Quality measures include the extent to which the program 
provides students with a sound foundation in core business subjects, quality of faculty, appropriateness of 
admissions standards and procedures, appropriateness of academic and curriculum policies, adequacy of library and 
computer resources, and adherence to professional standards of behavior and ethical conduct. AACSB accreditation 
contributes to the overall quality of the college and also to the quality of the marketing program.  
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Budget planning process. Budgets in the College of Business are centralized at the college level. There is no 
separate budget allocated for the marketing program. Funds raised by the program are used for special program 
needs and year-end awards. 
 
Description of any accreditation this program receives. The College of Business and all of its associated 
programs, including the B.S. in Marketing, are accredited by the Association to Advance Collegiate Schools of 
Business (AACSB) International. AACSB accreditation was reaffirmed in December 2011. The next AACSB 
maintenance of accreditation review will be conducted during the 2016-2017 academic year. In addition, the 
professional sales sequence in the B.S. in Marketing program has been designated a Certified Sales Program by the 
Professional Society for Sales and Marketing Training. Certification standards include the number and quality of 
faculty teaching in the sequence, the number of courses offered, and the number of students who take at least one 
sales course.  
 
Summary and effectiveness of the student learning outcomes assessment plan. For programs accredited by 
AACSB, the student learning outcomes assessment plan is called the assurance of learning plan. The Department of 
Marketing has been formally engaged in the systematic gathering of data for assurance of learning since 2003. The 
assurance of learning plan for the B.S. in Marketing program includes learning goals and objectives for general 
business content and specialized marketing content in addition to a number of objectives related to skills. As is the 
case with all undergraduate programs in the College of Business, general business knowledge of students in the B.S. 
in Marketing program is measured utilizing the Educational Testing Service (ETS) Major Field Test for the 
Bachelor’s Degree in Business. A marketing-specific assessment instrument, designed to test knowledge learned in 
the three core course taken by all marketing students, is administered near the end of the capstone marketing course. 
Skills assessed include written and oral communication, critical thinking, and interpersonal (team) skills. Additional 
assessments will soon be developed and implemented for four competencies: marketing perspective, resource 
capabilities, social responsibility, and information technology. Assessment results have been shared with faculty 
during retreats and faculty meetings and have been used by program faculty to modify course content.  
 
Actions taken since the last program review including responses to recommendations for program 
improvement. The 2004-2005 program review recommended that the Department of Marketing define the role and 
contributions of the marketing program relative to the university mission and goals, identify optimal enrollment, 
work with Milner Library faculty to meet library resource needs of the program, and continue to address faculty 
diversity. The program has worked to align its mission and goals as articulated in the Department of Marketing 
strategic plan with those of the University. Improvements to student advisement, course scheduling, online course 
delivery, and experiential learning opportunities reinforce university-wide emphases on individualized attention to 
students, civic engagement, and timely graduation. The program has been able to meet enrollment demands by 
shifting faculty to higher-demand courses and, consequently, has not needed to implement specific enrollment 
targets. Program faculty members have developed strong relationships with the new Milner Library business subject 
specialist and have been actively involved in selecting library resources aligned with the program curriculum. 
Enhancement of faculty diversity has been a consideration when recruiting new faculty members. In 2004, about 
one-quarter of the faculty members in the department were female. By fall 2012, more than half were female, and 
ethnic diversity had increased. In addition to initiatives recommended in the last program review, marketing faculty 
has made significant changes to the program curriculum during the last eight years, including the introduction of 
sequences and development of several new courses. 
 
Description and assessment of major changes in the program or discipline since the last program review.  
The marketing program at Illinois State University aligns well with several key changes in the field. With the growth 
of social media use in corporate communication strategies, students in the integrated marketing communication 
sequence are well-positioned to secure employment after graduation. The proliferation of minor league professional 
athletic teams has also increased demand for integrated marketing communication graduates. Professional sales 
expertise continues to be in high demand, typically to the extent that the number of available jobs exceeds the 
number of graduates. A new area of interest for many business organizations is business analytics, which involves 
mining and managing large datasets for business purposes. Data explosion due to proliferation of social media sites, 
enhanced sales-tracking methods, and global competition have led companies to seek marketing graduates with 
expertise in analytics. Marketing faculty has been exploring business analytics programs at other universities and 
demand for business analytics expertise in the market place. Faculty has initiated conversations with allied units on 
campus regarding implementation of a marketing analytics sequence and minor. 
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Description of major findings and recommendations as a result of this program review. Fall enrollment in the 
B.S. in Marketing program at Illinois State has fluctuated during the eight years since the last program review, 
averaging 638 students. Enrollment increased from 633 students in fall 2004 to a high of 676 students in fall 2009 
and then stabilized at about 640 students in fall 2011 and fall 2012. As enrollments in undergraduate marketing 
programs at other Illinois public universities have steadily declined since 2004, the program at Illinois State has 
become the largest among public universities in the state and second among all Illinois colleges and universities. 
The program has graduated about 225 students in each of the last three years, which is the largest number among 
Illinois public universities. The department does not anticipate problems meeting enrollment demand as long as the 
number of majors does not exceed 720. Quality of students in the program mirrors the quality of undergraduate 
students university-wide. Seventy-five percent of native students who enter the program graduate within four years, 
compared to approximately 64 percent for undergraduates in all majors on campus. Through implementation of the 
assurance of learning plan, program faculty has been able to assess student learning against learning goals and adjust 
course content accordingly. Skills-based assessment results suggest that students have very good skills in oral and 
written communication, critical thinking, and teamwork. Results from the ETS Major Field Test suggest that 
additional work may be needed to improve performance in more quantitative areas of the curriculum such as 
accounting and finance. Test results have been used to inform development of an accounting module in the capstone 
course to reinforce accounting principles most useful to marketing majors. A similar module may be needed for 
finance. 
 
Actions to be taken as a result of this program review including a summary of initiatives and plans for the 
next three to five years. Initiatives and plans for the next three to five years include retaining quality faculty while 
recruiting new faculty members to replace two recent departures; exploring the potential for a new sequence in 
market analytics; developing and enhancing the marketing advisory board to guide future program improvements; 
refining the assurance of learning plan and developing rubrics to assess marketing capabilities, marketing 
perspectives, social responsibilities, and information technology competence; and utilizing assessment results to 
improve the curriculum, including development of a remedial module to improve finance skills. Program faculty 
will also utilize the findings of this program review to review and update the department strategic plan. 
 
Review Outcome. The Academic Planning Committee, as a result of this review process, finds the  
B.S. in Marketing to be in Good Standing.   
 
The committee congratulates the program for its role in reaffirmation of College of Business accreditation by the 
Association to Advance Collegiate Schools of Business International in 2011. The committee also congratulates the 
program for its certification by the Professional Society for Sales and Marketing Training as a Certified Sales 
Program and for its ongoing affiliation with the University Sales Center Alliance. 
 
The committee commends the program for revising its assessment plan in response to feedback from practitioners 
and for use of assessment data to identify and implement program improvements. The committee commends the 
program for its extensive use of experiential learning activities, such as client projects and internships, which expose 
students to the current state of the profession while promoting civic engagement. The committee notes the many co-
curricular and networking opportunities provided by student groups affiliated with the department and college and 
by the Professional Sales Institute, including the Sales Career Fair and the Distinguished Speaker Series. 
 
The committee recognizes the program for its extensive online summer course offerings that provide students 
flexibility in meeting program requirements while furthering timely degree completion and for integrating library 
resources and instruction across the curriculum. 
 
The self-study for the B.S. in Marketing included a comparison to programs at other Illinois public universities and 
identified potential peer programs in the Midwest. The committee would like the program to expand this analysis. 
The committee recognizes that it is difficult to draw comparisons between one marketing program and another since 
content of marketing programs varies considerably. Accordingly, the committee asks that the Department of 
Marketing submit a follow-up report to the Provost’s Office that 1) identifies one or more national benchmark 
programs to which each sequence in the B.S. in Marketing program aspires and 2) draws connections to measures of 
program quality in those aspirational programs. The committee asks the department to submit its report to the 
Provost’s Office by October 1, 2013. 
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Recommendations. The Academic Planning Committee makes the following recommendations to be addressed 
within the next regularly scheduled review cycle. In the next program review self-study, tentatively due  
October 1, 2020, the committee asks the program to describe actions taken and results achieved for each 
recommendation.  
 
 Continue work on the assessment plan, including development and implementation of rubrics for all 

competency goals and exploration of ways to encourage student participation in the marketing knowledge 
assessment component, and implement it to improve student learning. 

 Continue to review and update the curriculum and course content in response to changes in the discipline and 
profession and to trends in student performance on the ETS Major Field Test and the marketing knowledge 
assessment. 

 Explore establishment of a new sequence in market analytics. 
 Enhance interaction with the marketing advisory board and seek input from the board in creating additional 

opportunities for interaction among students, alumni, practitioners, and prospective employers. 
 Building on elements of the recent accreditation report, the student learning outcomes assessment plan, and the 

program review self-study and follow-up report, compile a strategic plan to guide implementation of the 
program over the next program review cycle. 

 
 
 

Comparative Data, B.S. in Marketing (52.1401) 

           Fall Enrollment 

           University 2002 2003 2004 2005 2006 2007 2008 2009 2010 2011 
Eastern Illinois University 269 310 298 294 293 325 288 273 249 271 
Illinois State University 627 599 633 594 592 629 668 676 671 639 
Northeastern IL University 149 130 152 170 156 152 82 125 118 127 
Northern Illinois University 751 691 668 729 656 674 617 541 425 436 
S I U - Carbondale 329 312 337 361 349 326 336 297 250 228 
U of I - Chicago 365 353 336 342 331 363 309 291 318 289 
U of I - Urbana/Champaign 

     
3 102 151 201 205 

Western Illinois University 306 297 284 290 283 249 236 207 180 170 
    Total 2,796 2,692 2,708 2,780 2,660 2,721 2,638 2,561 2,412 2,365 

           Fiscal Year Degrees 

           University 2003 2004 2005 2006 2007 2008 2009 2010 2011 
 Eastern Illinois University 84 66 73 64 68 81 66 75 72 
 Illinois State University 191 190 216 183 195 180 173 222 210 
 Northeastern IL University 32 26 16 36 42 30 21 38 32 
 Northern Illinois University 266 220 170 173 183 190 182 195 142 
 S I U - Carbondale 99 112 89 116 95 93 111 114 83 
 U of I - Chicago 128 126 139 121 113 120 124 90 94 
 U of I - Urbana/Champaign 

     
1 34 48 81 

 Western Illinois University 67 80 68 71 63 50 54 58 49 
     Total 867 820 771 764 759 745 765 840 763 
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Fiscal Year Discipline Costs per Credit Hour 

           University 2003 2004 2005 2006 2007 2008 2009 2010 2011 
 Eastern Illinois University 233 270 238 228 238 292 328 332 314 
 Illinois State University 266 279 312 355 351 378 392 375 400 
 Northeastern IL University 176 225 218 236 236 231 223 287 334 
 Northern Illinois University 318 320 407 416 435 435 411 405 462 
 S I U - Carbondale 177 181 193 190 201 218 213 309 277 
 Western Illinois University 216 215 213 227 237 243 291 303 

      Average 231 248 264 275 283 300 310 335 357 
 

           Fiscal Year Credit Hours per Staff Year 

           University 2003 2004 2005 2006 2007 2008 2009 2010 2011 
 Eastern Illinois University 465 533 467 679 675 656 576 631 664 
 Illinois State University 654 644 597 602 625 616 571 562 630 
 Northeastern IL University 608 513 670 535 559 652 802 692 670 
 Northern Illinois University 550 508 422 521 518 551 655 648 628 
 S I U - Carbondale 905 939 800 712 743 818 795 615 757 
 Western Illinois University 740 740 636 739 815 670 671 650 

      Average 654 646 599 631 656 661 678 633 670 
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