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This form can be used to record SLO assessment plans and results for courses or programs.  It is recommended that this document be stored on a group drive, or in MyCuesta. 

Division:    Business Education  Program:  Marketing A.A. (Business Administration Dept.)     Date:   August 17, 2012 (Revision of May 
17,2012 Draft)  2012 
Courses in program, or course:  ___Required Courses for a Marketing A.A. are BUS 131 Social Media Marketing, BUS 240 Advertising, BUS 241 
Sales, and BUS 243 Marketing (total required credits = 12); in addition, 12 units from a long list of elective courses are required. 

Faculty involved with the assessment and analysis:  Gary Rubin, Christine Beyer, Catherine Hillman, Israel Dominguez, Andrew Carter, 
Susan Iredale, Leila Chambers 
Course-to-program outcome mapping document** is completed Yes ___X_  No______     

1 Student Learning Outcome 
Statements  
X Program 
□ Course 

 
Outcome #1: Students will develop basic skills and learn content knowledge in marketing, social media, sales, 
advertising, and customer service. 
 
Outcome #2:  Students are able to prepare collaboratively a comprehensive marketing plan. 
 
Outcome #3:  Students are able to prepare a comprehensive plan for selling, including prospecting, planning a 
sales call, making a sales presentation, overcoming objectives, closing a sale, and follow up. 
 
Outcome #4:  Students are able to prepare collaboratively an advertising plan and corresponding sample 
advertisement. 
 
Outcome #5:  Students are able to prepare collaboratively a social media marketing plan. 
 
Outcome #6: Be trained for immediate entry into, or advancement within, the workforce in marketing, sales, 
advertising, and customer service related fields of employment.  
 
Outcome #7:  Achieve a Marketing A.A. degree which can be obtained at Cuesta College within two years. 

2 Assessment Methods Plan 
(identify assessment 
instruments, scoring rubrics, 
SLO mapping diagrams) 

 
Advisory Committee meetings held each semester with community members are used for qualitative research 
and feedback from community members as to students’ Marketing abilities in the workforce. 
 
Students’ performances in Marketing Plan, Advertising Plan, and Sales Proposal Presentation Competitions that 
take place at the end of each semester in front of faculty and community judges. 
Students prepare comprehensive written reports/plans in each of the following courses:  Marketing, Sales, 
Advertising, and Social Media Marketing.  These plans require collaboration among students and are focused on 
businesses chosen by the students.  Students submit these plans after collaborating with business owners, each 
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other, and the instructor over the course of the semester.  Each plan is graded by the instructor according to a 
rubric shared with students at the outset of the semester. 

3 Assessment Administration 
Plan (date(s), sample size or 
selection of course sections, 
scoring procedures, etc.) 

 
One section of BUS 131 Social Media Marketing is offered each semester, including Summer 2012, in a distance 
learning format.  The course has a class capacity of 28.  This course was assessed using a student self-assessment  
in the Spring 2012 semester. 
 
One section of BUS 240 Advertising is offered District-wide each Spring semester.   The Spring 2012 section of this 
course was assessed using a student self-assessment. 
 
One section of BUS 241 Sales is offered District-wide each Fall semester.     The Fall 2011 section of this course 
was assessed using a student self-assessment. 
 
One or two sections of BUS 243 Marketing are offered each semester at the SLO Campus.  This course was 
assessed in fall 2011 using a student self-assessment.   
 
A competition is held once each semester in the last week of instruction in which students participate in making 
presentations of their cumulative projects from Sales, Marketing, and Advertising classes. 
 

4 Assessment Results Summary 
(summarize Data) 

Numerical Summary Data based on the 4 required courses identified above: 
Outcome 1: 4.47/5.0 
Outcome 2: 4.34/5.0 
Outcome 3: 4.75/5.0 
Outcome 4: 4.71/5.0 
Outcome 5: 5/5 
Outcome 6: 4.33/5.0 
Outcome 7: One A.A. Marketing degree was awarded in Spring 2012. 
 
On April 25, 2012, an Advisory Committee meeting was held for Business Administration.  Faculty and community 
members met for 1.5 hours; as part of this meeting Outcomes #1 and #3 were discussed.  Present at this meeting 
were Full-Time Lead Marketing/Sales/Advertising Instructor Gary Rubin and Part-Time 
Marketing/Sales/Advertising Instructor Christine Beyer.  Community members included the owner of a CPA firm, 
the District Director of a solar panel company, a local real estate broker, and a member of SCORE.  The owner of 
the CPA firm discussed her need for students to have professional-grade writing skills upon entry into the 
workforce.  She indicated that students should present with basic letter writing and email correspondence skills, 
including the use of proper grammar, sentence structure, etc.   
 
On May 9th, 2012, a Marketing Plan competition was held in front of community members who own marketing 
firms and work in media and faculty members.  Approximately 6 student groups participated.   



 

5 Discussion of Assessment 
Procedure and Results, and 
Effectiveness of Previous 
Improvement Plans  

 
We are not pleased that only one Marketing A.A. was earned in this 2011-2012 academic year.   We are hoping to 
increase this number significantly. 
 
Advisory Committee members in their discussion of Outcomes #1 and #3 indicated that in addition to content 
knowledge, they expect and desire students who can write well and present themselves in a professional manner.  
  

6 Recommended Changes & 
Plans for Implementation of 
Improvements 

 
All instructors who teach in the Marketing A.A. Program will conduct student self-assessment surveys in all 
required courses beginning in Fall 2012 to assess students’ opinions of their achievement of the Marketing 
Program’s outcomes. 
 
A Marketing Program Student Learning Outcome relating specifically to social media marketing will be drafted 
after consultation between instructors. 
 
All instructors will be advised to cross-market their courses in an effort to achieve greater interest among 
students in earning the Marketing A.A.  Instructors will be encouraged to make guest lectures at each others’ 
courses.   
 
All instructors will be advised to place emphasis on writing skills and professional business behaviors within their 
courses required for the Marketing A.A. 
 
Instructors will work with students to prepare and present a Marketing Program Forum for students and the 
community once per academic year in which students present their ideas to the public. 
 
Instructors will continue to collaborate with and seek the support of Israel Dominguez, Director of the Business & 
Entrepreneurship Center at Cuesta College so that the Marketing Plan/Advertising Plan/Sales Proposal 
Competition will continue each semester. 
 
There has been one Part-Time Instructor, Catherine Hillman, who has taught BUS 131.  Ms. Hillman’s full-time job 
is with Cuesta College as the webmaster.  Additional time will be devoted to collaboration between Ms. Hillman, 
Mr. Rubin, and other Part-Time Instructors in the Program to fully integrate BUS 131 with the other courses.  BUS 
131 is the newest course that was added to the Marketing A.A. when the degree was rewritten recently. 
 
All instructors teaching in the Marketing Program will be invited to participate in the Advisory Committee 
meetings held once per semester. 
 
The full-time lead faculty member, Mr. Gary Rubin, was appointed in August 2012 to an interim administrative 



position within the college that may impact some of the continuing objectives.   
 

7 Description or evidence of 
dialog among course or 
program-level faculty about 
assessment plan and results  

 
The lead instructor for Marketing, Advertisement, and Sales, Gary Rubin, consults with all part-time instructors 
before they teach any of these courses.   Consultation includes sharing of materials and continues during the 
semester.  Several face-to-face discussions have taken place between Mr. Rubin and Part-Time Instructors 
Christine Beyer, Israel Dominguez, and Andrew Carter, and collaboration takes place between the Part-Time 
Instructors as they rotate among courses taught.   These instructors have shared materials, and they have shared 
access to guest speakers.  They will continue to collaborate to identify local professionals willing to share their 
expertise with students. 
 
Ms. Hillman has collaborated extensively with Deborah Bayles, Part-Time Instructor of other e-Commerce courses 
at Cuesta.  Ms. Hillman and Ms. Bayles have shared materials and have had numerous face-to-face discussions. 
 
Faculty members also jointly participate in the Competition noted above at the end of each semester, including, 
most recently, May 9, 2012.  As part of this Competition, Mr. Dominguez and one other faculty member read 
each group’s submission, e.g. marketing plan, sales proposal, or advertising plan, and then jointly critique the 
students’ work. 
 
Marketing Program objectives are being added to student self-assessment surveys beginning in Fall 2012 for all 
courses that are required for the Marketing A.A. degree. 
 
The number of Marketing A.A. degrees awarded is being monitored. 
 
Each of these courses, beginning in Fall 2012, will administer a student self-assessment survey of the Marketing 
Program’s objectives.  BUS 240, 241, and 243 all have class capacities of 40 students. 
 
Ms. Chambers, Ms. Iredale, and Mr. Rubin discussed and updated the relevant documents to reflect more 
accurately how the required class outcomes relate to the overall program outcome, as well as updated the 
program numerical summary data to include all individual course data. 
 

 
**Course and program level outcomes are required by ACCJC to be aligned.  Each program needs to complete a program map to show the 
alignment.  See examples of completed CPAS and program mapping documents are available at http://academic.cuesta.edu/sloa   
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