Department/Program Review

Self-Study Report 

2005 – 2006

Programs:  Marketing and Management 

	Section I: Overview of Department


A. Mission of the department, its stakeholders and its programs 

What is the purpose of the department and its programs?  What publics does the department serve through its instructional programs? What positive changes in students, the community and/or disciplines/professions is the department striving to effect?

Although the department offers several associate degrees and certificates in both the disciplines of management and marketing, the foundational aspects of each of these programs are the concepts/theories encompassing the body of knowledge known generally as “management”.  

Simply put, management professionals work with people and other resources to accomplish an organization’s goals. Managers assume a broad range of responsibilities and roles, from first-line supervision to mid-level coordination of organizational planning and operations to strategic planning executives. 

Our department serves several stakeholders, thus requiring flexibility and options in both course content and degree packaging.  Major stakeholders include local and state for-profit employers as well as public sector and not-for-profit employers seeking employees who exhibit not only basic marketing/management skill sets, but who have the potential for growth and advancement.  Due to the nature of our programs, specific employer segments are at the forefront of our activities.  These segments include service providers, firms requiring expertise in marketing, small to mid-sized businesses and organizations requiring employees having knowledge in supply chain management concepts.  In the past several months, Wright Patterson Air Force Base has become particularly interested in our graduates.  Additionally, in recent months, the department has become more involved with the Disney Company through their college internship program.  

Over the last few years, in particular, the department has found itself more involved with the secondary schools, helping the teachers, counselors and, ultimately, the students become better prepared to enter our programs.  To this end, more traditional secondary efforts such as the Tech Prep Consortium and the Distributive Education Clubs of America (DECA) have been a focus of our efforts.     

Although our programs and certificates are oriented toward career seeking students, due in part to the strong general education and foundational business skills focus of our programs, students are well prepared to transfer to baccalaureate degree programs in management, marketing, supply chain, organizational leadership, and business administration.  Therefore, other post-secondary colleges and universities have become a major focus of our department.   

To support these stakeholders, the department provides the following program options: 

· A.A.S degree in Business Management 

· A.A.S. degree in Marketing Management 

· Certificate in Business Management

· Short-term technical certificate in Human Resource Management 

· Additionally, our department is currently in the process of deactivating all of the purchasing-based degrees and certificates and developing an option, within the Business Management A.A.S. degree program, for those individuals interested in pursuing employment within the Supply Chain Management (SCM) career fields.

·  Additionally, the department has begun discussions with the newly formed Entrepreneurship program to incorporate this new degree program as an option within the management degree program. 

Through data derived from our advisory boards, faculty research and externally executed research-based studies (such as the SCANS project), our department has gained much insight into the major competencies required by our stakeholders.  These stakeholders are asking us to help provide positive change in our graduates, especially in the areas of information gathering, abstract logic and reasoning, computational expertise, decision-making, communication, interpersonal activities, leadership and teamwork.

Our programs, therefore, have been designed to emphasize preparation for a wide variety of managerial and individual contributor positions.  They have been designed to provide a balance in technical business education along with general education courses while providing a considerable choice of electives and alternatives.  

Additionally, while the Marketing Management program is based squarely on the tenets associated with strong fundamental managerial concepts, it also plays a vital role in organizations that need products and services effectively and profitably distributed.  Organizational functions of these graduates range from direct sales and customer services to management and coordination of personnel, sales territories, and promotional activities.  The Marketing Management graduates may be involved in more specific aspects of product development, advertising, promotion, marketing strategies, pricing, and research. 

B. Description of the self-study process 

Briefly describe the process the department followed to examine its status and prepare for this review. What were the strengths of the process, and what would the department do differently in its next five-year review?

Although one deliverable of this process was the self-study report, the department approached the process, not with the ultimate goal of creating the report, but with the goal of better documenting our curricula, processes, and results.  To this aim, the department members began, in the fall quarter, a series of bi-weekly meetings to plan the work that needed to be accomplished and the processes for ensuring this work was accomplished.  

It was determined that each faculty member would be assigned “ownership” for a set of courses and she/he would be responsible for ensuring that the associated master syllabi were made current by including all description, outcome, tasks, performance criteria and other associated assessment and evaluation information.  These faculty members also have become the liaison for communication to associated part-time faculty members.  Additionally, smaller task forces were developed and addressed needed changes in areas of program outcomes and linkages, degree/certificate curriculum, assessment methodologies (such as pre-post testing) and support materials (such as textbooks and classroom media).  Each faculty member was also asked to provide information on specific areas such as creative/innovative approaches to student learning, and pedagogy.  Finally, each faculty member was asked to review drafts of the self-study process (drafted by the chairperson) and provide feedback for change and improvements. 

Although the process for future self-studies may execute a similar process, one change will be to ensure that all improvement data and methodologies are captured, in real time, throughout the course of the academic year to help ensure that the data is available, immediately, regardless of when the self-study actually occurs.

	Section II: Overview of Program


A. Analysis of Environmental Factors

This analysis, initially developed in a collaborative meeting between IPR and the department chairperson, provides important background on the environmental factors surrounding the program.  Department chairpersons and faculty members have an opportunity to revise and refine the analysis as part of the self-study process. 

The full environmental analysis report is attached at the end of this document as Appendix “A”. 

B. Statement of program learning outcomes and linkage to courses

Complete attached Program Learning Outcomes Form, identifying where in the curriculum each program learning outcomes is addressed.

Please see Appendix B 

C. Admission requirements

List any admission requirements specific to the department/program. How well have these requirements served the goals of the department/program?  Are any changes in these requirements anticipated?  If so, what is the rationale for these changes?

All the degree programs and certificates have no additional admission requirements beyond those instituted by the college.  We have updated the Human Resource Management short-term technical certificate to include the Principles of Management (MAN 205) course, as this is a prerequisite for the other MAN courses contained within the certificate.  

	Section III: Student Learning


A. Evidence of student mastery of general education competencies

What evidence does the department/program have regarding students’ proficiency in general education competencies?  Based on this evidence, how well are students mastering and applying general education competencies in the program?

In a true sense, it is difficult to separate general education outcomes from Marketing and Management outcomes.  Both programs have their foundation rooted in the social sciences and, as such, are founded on the same principles now described as general education.  The faculty, naturally, understand the integration of the general education outcomes within the programs.  This is why both programs have included, in the program outcomes, an outcome specifically addressing general education.  With that said, the following discusses critical general education integration points along with methods for helping highlight and improve students’ general education development.  
Communication: Written and Oral – The disciplines of Management and Marketing are founded on principles of communication – both written and oral.  To this end, the departments rely on both formative and summative assessments relative to communication.  Each program has a type of capstone course where summative assessments are derived.  The MAN department uses both its MAN 295 (Management Seminar) and its MAN 278 (Management Capstone) courses to assess communication (and other outcomes described below).  MAN 295, Management Seminar, requires that students complete case studies, research a current topic in management, and complete oral presentations.  The MRK department employs its MRK 295 (Marketing Seminar) as an integrative course where students, work on teams, to develop and formally present an entire marketing plan of a “real world” client. Additionally, the MAN 278 course requires students to compile a portfolio of essential outcomes from their classes (which the department retains) and demonstrate integration of course content from the entire program.  In both departments, the faculty witness, through direct observation, the oral and written communication skills of graduating majors.  Evaluation of student progress is measured through these observations and this helps the faculty to better understand improvement areas that may be required.    

Many forms of formative assessment exist.  For example, oral presentations are required in many of the management and marketing courses.  Students are required to make an oral sales presentation in MAR 225 which is videotaped.  Students self assess their presentation based on the videotape and the instructor also provides formative feedback.  A common checklist is used to assess student presentations including many of the elements on the campus oral communication checklist.  Throughout many of the courses, faculty employ process education type exercises and projects to help further student understanding of written and oral communication.  

Although much information has been gained relative to student mastery of oral and written communication, the department knows that it must develop a more formal method for measuring and tracking written and oral communication so that future curricular improvements may be made (this holds true for other general education outcomes).  The departments have begun the process of investigating instruments (such as the general education rubrics) to help better capture student progress.   Additionally, the MAN curriculum was recently updated to require both the interpersonal communication course (COM 206) as well as the effective speaking course (COM 211) to help further develop these critical skill sets.  

Critical Thinking/Problem Solving – Obviously, the disciplines of Management and Marketing are rooted firmly in the principles of critical thinking, decision-making and problem solving.  To this end, the programs rely on certain key courses, positioned at critical curriculum milestones, to ensure the students continue to improve thinking skills.  The MAN degree relies heavily on the MAN 216 (Operations Management) and MAN 255 (Management Information Systems) courses and the MRK program relies heavily on the MRK 235 (Marketing Research) course, along with required courses in math (e.g. MAT 122 – statistics) and Economics (e.g. ECO 216 – Macroeconomics and ECO 218 Microeconomics) to help students hone skills in seeking information, applying this information to complex problems, and determining proper courses of action based on their findings (i.e. critical thinking).  These are areas that employers (through advisory board comments and national instruments such as the SCANS study) repeatedly emphasize and, of which they desire to be taught, and improved, at the collegiate level.  Although no formal instrument is employed to track and measure this outcome (see comments in communication section relative to the need for formalized instruments) the results from our capstone and seminar courses as well as observations from other more formative courses, have caused department faculty to involve projects, cases, and other forms of critical thinking pedagogy into many courses including those considered more introductory or foundational.        

Computer and Information literacy skills

Much like its thinking counterpart, computer and information literacy are skills being required, more frequently, by employers.  Therefore, the departments not only require courses in BIS and CIS but use department courses including MAN 216 (Operations Management), MAN 255 (Management Information systems), MRK 215 (Advertising), MRK 225 (Sales Fundamentals), MRK 235 (Marketing Research), as well as the previously mentioned seminar and capstone courses, to help students improve their C&I skill sets.  As an example, the departments have procured several small grants and worked with facilities to develop a wireless laptop-based classroom environment (room 5335) that allows students to use the latest computer technology to access information, work on teams, and execute work-related projects.  Additionally, the MAN 210 (Project Management) course requires the use of MicroSoft project as students create projects and the MAN 201 course requires the student to access interactive CD ROMS (in the teleport) as they work through major course outcomes.    
Values, Citizenship, Community 

Again, as social sciences, the disciplines of Marketing and Management integrate with issues relating to people and society.  Recent examples of business fraud, at both the executive and shareholder levels, further highlight issues of ethics and morality as well as responsibility to individuals and community.  Both programs have positioned these key general education areas throughout the curricula.  For example, both programs have chosen to introduce ethical issues and individual/organizational responsibility in the foundational courses to ensure that students understand that issues of truth, honesty, integrity, values and social responsibility are at the heart of organizational decision-making.  These foundational areas are reinforced, throughout the curriculum, in courses such as Advertising (truth in advertising), Management Information Systems (security, privacy and ethical issues in information systems) and Sales Fundamental (ethics in business and sales) and formally summarized in the seminar/capstone experiences such as the Management Seminar which utilizes pedagogical methods of inquiry and contemplation to reflect on practical issues relative to organizational values.  As with the other general education outcomes, a department goal is to work toward developing a better instrument for capturing and analyzing student achievement of these important outcomes.  
B. Evidence of student achievement in the learning outcomes for the program

What evidence does the department/program have regarding students’ proficiency in the learning outcomes for the program?  Based on this evidence, how well are students mastering and applying the learning outcomes?  Based on the department’s self-study, are there any planned changes in program learning outcomes?
The departments have, for many years, taken a multi-faceted approach at evaluating and assessing student progress related to program outcomes.  Each degree program or certificate is initially based on the program outcomes, and then individual courses are developed to ensure that full coverage of the program outcomes is witnessed.  It can be seen, in Part II-B above, that care has been taken to ensure that discipline courses and related business and general education courses have been combined and integrated to provide the student rich coverage of the program outcomes.   

To help departmental faculty assess student progress toward the outcomes, the departments, two years ago, developed an instrument called the Course Completion Assessment (CCA – see Appendix “C”).  This instrument was developed, in part, from discussions faculty had with students (primarily at the seminar and capstone levels) in which it was determined that many students were unaware of the existence of program outcomes until their seminar/capstone experiences.  An analogy would be purchasing an expensive item, such as a car, sight unseen, and not knowing the major features until driving off the lot!  The CCA is administered, during strategic MAN/MRK courses, and requires the student to assess how their specific course met, or failed to meet, the programs outcomes associated with the specific course.  The faculty member can then use the results of the CCA as a formative method of analyzing contribution toward program outcomes.  Additionally, the department has begun to work toward instituting pre/post outcomes testing in selected courses.  Currently, a pre/post test is being administered in the MAN 255 (MIS) course (Fall 05 was the first iteration) to better capture and analyze student progress, not only at the course level, but at the program level since the MAN 255 course was built to contribute to all six program outcomes.  Currently, a pre/post test is being developed for the MRK 201 (Marketing I) course and will be piloted during the Spring 06 quarter.  This will provide critical data for the Marketing program as MRK 201 is a foundational course and contributes to critical program outcomes.  In addition, MRK 201 is one of two courses (MRK 202 is the other) comprising the TAG outcomes.      

In a summative manner, the aforementioned CCAs is one component that contributes to the understanding of student progress.  The CCAs remain with the student and resurfaces as components within the student’s capstone portfolio. The portfolios are student developed and contain four major elements that help the department assess student progress.  These four areas include:  I) Goals, history, chronology; II) Reflections on courses taken (i.e. course outcomes/objectives); III) Analysis and insights on new learning; IV) Assessment of programmatic learning including evaluation of learning styles preference.  Once completed, the portfolio is first reviewed by a department faculty member (currently the chair) and a one-on-one interview is held between the student and chairperson (see Appendix “D”).  At the end of the quarter/academic year, department faculty then review the overall results of the portfolios and plan any changes, deemed necessary, to help students better their knowledge and practice relative to the program outcomes.  This “close the loop” process follows the continuous improvement cycle of Shewart’s PDSA model.  

Additionally, there are critical points, during the students’ studies, where program outcomes are measured.  One excellent example is within the MRK 295 – Marketing Seminar course.  The course employs a team-based capstone approach (one component of the program outcomes) where the students work in teams to develop a marketing strategy for and actual client (e.g. CIS department, new copy shop in the LRC).   Evaluators then use written and oral presentation rubrics to evaluate final written and oral reports given by the teams.  Copies of each panelist’s rubrics and comments are sent to each team member in order to provide feedback on performance.  Department faculty can then use this data to analyze and assess where potential course and program changes can be made.                

C.  Evidence of student demand for the program

How has/is student demand for the program changing?  Why?  Should the department take steps to increase the demand?  Decrease the demand? Eliminate the program?   What is the likely future demand for this program and why? 

Student interest for the Management and Marketing majors remains strong.  Table II-b1 demonstrates that, for the last two academic years, the number of Management majors (GBM.AAS) remains constant at slightly over 600 students.  However, when analyzed over a five-year period, the number of majors has increased, since Fall of 2001, by nearly 7%.    

	
	FA 01
	FA 02
	FA 03
	FA 04
	FA 05

	Majors
	560
	550
	576
	602
	601

	
	
	
	
	
	

	chg. prev. year
	
	98.21%
	104.73%
	104.51%
	99.83%

	
	
	
	
	
	

	5 year chg
	
	
	
	
	106.82%


Table III-b1

Number of Management Majors as of Fall term

In addition to increases in the number of Management majors, FTE growth has also been witnessed.  As demonstrated by Table III-b2, Management course FTEs, in the 2001-02 academic year, totaled 720.80.  Each subsequent year has shown a steady increase in FTE growth.  Current year (2005-06) quarterly FTEs have shown a marked increase (10%, 17%, 7% respectively) over previous year totals.  If this trend continues throughout this academic year, FTE totals should surpass those seen in 2004-05.     

	
	01-02
	02-03
	03-04
	04-05
	05-06 
(projected)
	05-06 
(actual)
	% chg

	Summer
	67.60
	72.80
	73.80
	80.40
	72.00
	79.20
	110.00%

	Fall
	240.40
	234.00
	251.20
	230.80
	237.00
	278.00
	117.30%

	Winter
	210.40
	230.20
	232.80
	242.80
	225.00
	240.60
	106.93%

	Spring
	202.40
	214.80
	208.93
	234.60
	200.00
	
	

	Total
	720.80
	751.80
	766.73
	788.60
	734.00
	
	


Table III-b2

FTE totals for MAN courses (5 year)

Table III-b3 demonstrates that, generally, the number of Marketing majors (MRK.AAS) has remained constant at about 110 students.  However, when analyzed over a five-year period, the number of majors has increased, since Fall of 2001, by nearly 12% with a large increase (15%) witnessed between the 2004 and 2005 years.     

	
	FA 01
	FA 02
	FA 03
	FA 04
	FA 05

	Majors
	107
	112
	111
	106
	122

	
	
	
	
	
	

	chg. prev. year
	
	104.67%
	99.11%
	95.50%
	115.09%

	
	
	
	
	
	

	5 year chg.
	
	
	
	
	112.30%


Table III-b3

Number of Marketing Majors as of Fall term

In addition to increases in the number of Marketing majors, FTE growth has also been witnessed.  As demonstrated by Table III-b4, Marketing course FTEs, in the 2001-02 academic year, totaled 326.20.  With the exception of slight decrease in the 2004-05 year, each subsequent year has shown a steady increase.  With the exception of Fall quarter, current year (2005-06) quarterly FTEs have shown increases (3%, -2%, 8% respectively) over previous year totals.  If this trend continues throughout this academic year, FTE totals should surpass those seen in 2004-05.     

	FTE 
	
	
	
	
	
	
	

	
	01-02
	02-03
	03-04
	04-05
	05-06 (proj)
	05-06 (actual)
	% chg

	Summer
	31.40
	39.20
	34.00
	36.20
	35.00
	36.20
	103.43%

	Fall
	108.20
	110.00
	123.80
	119.60
	122.00
	119.20
	97.70%

	Winter
	99.00
	98.80
	109.60
	107.20
	112.00
	120.60
	107.68%

	Spring
	87.60
	96.40
	115.40
	103.40
	117.00
	
	

	Total
	326.20
	344.40
	382.80
	366.40
	386.00
	
	


Table III-b4

FTE totals for MRK courses (5 year) 

The numbers indicate that major and enrollment growth for both programs have been strong and the trends continue upward.  We believe several reasons exist for this positive trend.  Firstly, the discipline knowledge and skill sets provided by the two programs are foundational for most organizations.  As many organizations struggle to better their product and services offerings, their leaders realize that employees, possessing strong management and marketing skill sets, provide knowledge that will add value to their organizations making each more competitive and successful.  Especially in times of turmoil and change, strengths in management and marketing help organizations transition through cultural and operational shifts.  

Secondly, we firmly believe that academic department success is built on a foundation of excellent full-time faculty.  The programs have built a solid base of dedicated and talented full-time faculty that help students not only achieve academic goals, but also guide and direct them toward meeting professional goals.  In addition, each full-time faculty member has worked with individual part-time faculty members to ensure that the student receives quality education regardless of instructor. 

Additionally, the programs have become closely aligned with efforts that reach out to our growing traditional college aid students.  Efforts such as the Management and Marketing (M&M) club, the Tech Prep program, the Disney internship program and the Distributive Education Clubs of America (DECA) reach out to high school students and to our students new to the college environment, providing them a “pathway” toward developing and, ultimately, meeting their educational goals.  This is especially evident in the number of daytime sections now being offered in the two programs.  In the past decade, we have seen the number of daytime sections increase 10-15%.  These daytime sections average many more traditional age students than do the evening counterparts.  We have also had success in running strong sections of early and late afternoon sections suggesting, again, that our efforts to recruit traditional age students has been successful.  

Finally, the department continues to add web-based courses and sections that have witnessed tremendous growth.  The growth in these sections appears to be new students, as in-class section enrollment remains high.      

D.  Evidence of program quality from external sources (e.g., advisory committees, accrediting agencies, etc.)

What evidence does the department have about evaluations or perceptions of department/program quality from sources outside the department?  In addition to off-campus sources, include perceptions of quality by other departments/programs on campus where those departments are consumers of the instruction offered by the department.
One of the most important types of data is from the student.  The 2004 and 2005 data from IPR’s Survey of Recent Graduates show high levels of student perception pertaining to the importance of, and satisfaction with, program outcomes from the Management degree.    Although the number of respondents is small (7 & 13) Tables III-d1 and III-d2 demonstrate a continually high level of student satisfaction and an increasing level of importance.  This is due, in part, to the addition of the course completion assessments and the integration of outcome knowledge provided, to the students, in the seminar and capstone courses.  
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Table III-d1


[image: image2.wmf]2003-2004 GBM GRADUATES: RESPONSES TO 

THE 2005 RECENT GRADUATE SURVEY

1

2

3

4

5

6

7

A

B

C

D

E

IMPORTANCE

SATISFACTION


Table III-d2

Additionally, the MAN and MRK foundational courses are being required in many more programs, across the college.  Disciplines from design, fine art, physical education, allied health, and numerous business programs are requiring the department’s courses.  One area of improvement will be to develop better methods to capture these external program satisfaction levels.  

E.  Evidence of the placement/transfer of graduates

What evidence does the department/program have regarding the extent to which its students transfer to other institutions?  How well do students from the department/program perform once they have transferred? What evidence does the department have regarding the rate of employment of its graduates?  How well do the graduates perform once employed?

Currently, all programs and certificates offered by both programs are considered career (non transfer) programs.  However, the trend has been growing (especially among private universities) to accept career degrees as part of a movement in degree completion programs.  Universities such as Franklin, Capital, and Urbana have been recruiting our graduates.  As can be seen in 
Tables III-E1 and III-E2, both the programs have seen approximately 10% of students (based on IPR survey results) transfer. 

	Programs:
	 2000 cohort
	 2001 cohort
	 2002 cohort
	 2003 cohort
	 2004 cohort
	Total

	
	N
	Percent Transferred
	N
	Percent Transferred
	N
	Percent Transferred
	N
	Percent Transferred
	N
	Percent Transferred
	N
	Percent Transferred

	
	
	
	
	
	
	
	
	
	
	
	
	

	MMR.AAS
	4
	0.00%
	3
	33.33%
	2
	0.00%
	0
	     -------
	2
	0.00%
	11
	9.09%

	MRK.AAS
	7
	28.57%
	13
	30.77%
	27
	11.11%
	20
	10.00%
	16
	0.00%
	83
	13.25%

	Total
	11
	18.18%
	16
	31.25%
	29
	10.34%
	20
	10.00%
	18
	0.00%
	94
	12.77%


Table III-E1  Transfer of Marketing Graduates

	Programs:
	 2000 cohort
	 2001 cohort
	 2002 cohort
	 2003 cohort
	 2004 cohort
	Total

	
	N
	Percent Transferred
	N
	Percent Transferred
	N
	Percent Transferred
	N
	Percent Transferred
	N
	Percent Transferred
	N
	Percent Transferred

	
	
	
	
	
	
	
	
	
	
	
	
	

	BM.CRT
	7
	0.00%
	9
	33.33%
	6
	0.00%
	5
	20.00%
	6
	0.00%
	33
	12.12%

	GBM.AAS
	91
	16.48%
	88
	10.23%
	77
	2.60%
	96
	10.42%
	90
	1.11%
	442
	8.37%


Table III-E2  Transfer of Management Graduates

The department does not have a reliable method for tracking placement of graduates (due, in part, to the breadth of career fields available to its graduates) and relies heavily on IPR surveys for the results.  Is it somewhat difficult to analyze the results from the survey data (Tables III-E3 & E4).  It would appear that, relative to the small sample of respondents, most are employed and many are employed in their field of study.  This is an area where more analysis is required.  

	
	Marketing Management (0480) Graduate Respondents

	Graduates from FY:
	Total number
	Percent  employed
	Percent  employed full time^
	Percent  employed in their field^
	Percent  employed full time in their field^

	
	
	
	
	
	

	1999-2000
	4
	75.0%
	100.0%
	66.7%
	66.7%

	2000-2001
	2
	100.0%
	100.0%
	100.0%
	100.0%

	2001-2002
	4
	50.0%
	100.0%
	50.0%
	50.0%

	2002-2003*
	4
	75.0%
	66.7%
	66.7%
	33.3%

	2003-2004*
	5
	100.0%
	100.0%
	60.0%
	60.0%


Table III-E3  Placement of Marketing Graduates

	
	General Business Management (0421) Graduate Respondents

	Graduates from FY:
	Total number
	Percent  employed
	Percent  employed full time^
	Percent  employed in their field^
	Percent  employed full time in their field^

	
	
	
	
	
	

	1999-2000
	18
	88.9%
	75.0%
	50.0%
	43.8%

	2000-2001
	16
	100.0%
	87.5%
	81.3%
	75.0%

	2001-2002
	22
	77.3%
	94.1%
	82.4%
	76.5%

	2002-2003*
	15
	86.7%
	76.9%
	30.8%
	30.8%

	2003-2004*
	27
	85.2%
	82.6%
	56.5%
	52.2%


Table III-E4  Placement of Management Graduates

F.  Evidence of the cost-effectiveness of the department/program

How does the department/program characterize its cost-effectiveness?  What would enhance the cost-effectiveness of the department/program?  Are there considerations in the cost-effectiveness of the department/program that are unique to the discipline or its methods of instruction?
The Management and Marketing programs, when compared to the college and to the division, are extremely cost effective.  As can be seen in Tables III-F1 and III-F2, the cost per FTE for both programs is more than $1000 less than the divisional costs.   What is most disturbing, however, relative to the departmental cost structure, are the faculty ratios relative to the MAN degree program.  Over two years ago, a formal request (See Appendix “E”) for an additional faculty member was presented to the Dean of Business (since retired).    Although the statistics related to FTE per FT faculty and Faculty ratio demonstrate an overwhelming need for additional faculty, the request was denied.  Since that time, the amount of open sections requiring part-time faculty have grown tremendously.  Especially troubling is the shift in student population from evening students to more traditional daytime student.  This has required filling over 25 daytime sections with part time instructors.  While the slots have been filled (primarily with retirees), student complaints, relative to instructional quality, have increased.  With departmental FTE per FT faculty ratio 22 points (55 vs. 33) higher than the divisional average and one of the lowest full-time to part-time ratios, it is imperative that consideration be given to increasing the MAN department full time faculty ranks.  Without an increase, the department may be forced to run fewer sections limiting enrollment and access.  

	Cost per FTE
	FY 2001-02 Actual
	FY 2002-03 Actual
	FY 2003-04 Actual
	FY 2004-05 Actual
	FY 2005-06 Budget
	Average Annual Change

	Department
	 $     2,124 
	 $     2,079 
	 $     2,211 
	 $     2,134 
	 $     2,467 
	3.8%

	Division
	 $     3,277 
	 $     3,336 
	 $     3,429 
	 $     3,618 
	 $     3,793 
	3.7%

	FTE per FT Fac.
	FY 2001-02 Actual
	FY 2002-03 Actual
	FY 2003-04 Actual
	FY 2004-05 Actual
	FY 2005-06 Budget
	FY02-FY06 Change

	Department
	            45 
	            52 
	            58 
	            53 
	            55 
	         10 

	Division
	            32 
	            32 
	            33 
	            32 
	            33 
	           1 

	Faculty Ratio (Actual)
	Fall 2001 
	Fall 2002 
	Fall 2003 
	Fall 2004 
	Fall 2005 
	Fall 2001 - Fall 2005 Change

	Department
	 
	 
	 
	 
	 
	 

	Full-time
	49.5%
	52.9%
	52.8%
	49.2%
	65.7%
	16.2%

	Part-time
	50.5%
	47.1%
	47.2%
	50.8%
	34.3%
	-16.2%

	Division
	 
	 
	 
	 
	 
	 

	Full-time
	55.5%
	61.0%
	64.0%
	61.8%
	68.8%
	13.3%

	Part-time
	44.5%
	39.0%
	36.0%
	38.2%
	31.2%
	-13.3%

	Reassigned Hours 
(Annual Recurring)
	FY 2001-02 Budget
	FY 2002-03 Budget
	FY 2003-04 Budget
	FY 2004-05 Budget
	FY 2005-06 Budget
	FY02-FY06 Change

	Department Chair
	            36 
	            36 
	            36 
	            36 
	            36 
	           - 

	Other Recurring
	              6 
	              6 
	              6 
	              6 
	               - 
	          (6)

	Total
	            42 
	            42 
	            42 
	            42 
	            36 
	          (6)


Table III-F1  Cost data associated with the Management Program 

The Marketing department, while still extremely cost effective, is not witnessing the same limits to growth relative to full time faculty.   Two events have helped provide the needed additional faculty members.  Firstly, the 2004-05 academic year saw a rotation of chairpersons.  The previous chair opted to return to full time teaching, therefore, adding a position to the Marketing faculty.  Secondly, the department was fortunate to have the chairperson of the CWW department decide to return to a position of full time teaching.  Her academic experience and interests aligned with the Marketing department, therefore, creating an additional position.  With the increase in FTEs in the Marketing department, the added faculty have greatly benefited the program.  

	Cost per FTE
	FY 2001-02 Actual
	FY 2002-03 Actual
	FY 2003-04 Actual
	FY 2004-05 Actual
	FY 2005-06 Budget
	Average Annual Change

	Department
	 $     2,656 
	 $     2,835 
	 $     2,419 
	 $     2,314 
	 $     2,735 
	0.7%

	Division
	 $     3,277 
	 $     3,336 
	 $     3,429 
	 $     3,618 
	 $     3,793 
	3.7%

	FTE per Full-time Faculty
	FY 2001-02 Actual
	FY 2002-03 Actual
	FY 2003-04 Actual
	FY 2004-05 Actual
	FY 2005-06 Budget
	FY02-FY06 Change

	Department
	            36 
	            28 
	            31 
	            30 
	            31 
	          (5)

	Division
	            32 
	            32 
	            33 
	            32 
	            33 
	           1 

	Faculty Ratio (Actual)
	Fall 2001 
	Fall 2002 
	Fall 2003 
	Fall 2004 
	Fall 2005 
	Fall 2001 - Fall 2005 Change

	Department
	 
	 
	 
	 
	 
	 

	Full-time
	62.4%
	68.6%
	78.0%
	72.5%
	90.6%
	28.2%

	Part-time
	37.6%
	31.4%
	22.0%
	27.5%
	9.4%
	-28.2%

	Division
	 
	 
	 
	 
	 
	 

	Full-time
	55.5%
	61.0%
	64.0%
	61.8%
	68.8%
	13.3%

	Part-time
	44.5%
	39.0%
	36.0%
	38.2%
	31.2%
	-13.3%

	Reassigned Hours 
(Annual Recurring)
	FY 2001-02 Budget
	FY 2002-03 Budget
	FY 2003-04 Budget
	FY 2004-05 Budget
	FY 2005-06Budget
	FY02-FY06 Change

	Department Chair
	               - 
	               - 
	               - 
	               - 
	               - 
	           - 

	Other Recurring
	               - 
	               - 
	               - 
	               - 
	               - 
	           - 

	Total
	               - 
	               - 
	               - 
	               - 
	               - 
	           - 


Table III-F2  Cost data associated with the Marketing Program 

	Section IV: Department/Program Status and Goals


A.
List the department’s/program’s strengths, weaknesses and opportunities

Strengths: 

· Talented, experienced, dedicated, educated full-time faculty 

· Breadth and depth of coverage of discipline outcomes 

· Discipline knowledge is the foundation for most Business programs 

· Selection of electives allowing student flexibility and career choice

· Both programs provide knowledge that is often combined to create AIS and ATS degrees 

· Many programs (such as Allied Health, the Arts, and Physical Education) have requested partnerships with our faculty and courses (content applicability)

Weaknesses:

· For MAN department: FT-PT faculty ratio (causing difficulties in staffing) 

· Part-time pool dominated by retirees 

· Lack of ability to track graduates (both transfer and career placement) 

· Limited classroom space for providing creative pedagogical methodologies (i.e. team-based, process education etc.) 

· Limited knowledge/history of incoming student population 

· Limited transferability, in particular, to state of Ohio universities.  

Opportunities:

· Increased partnering with other disciplines.  For example, Sports Management with Physical Education department; Supervisory skill sets for Allied Health professionals; Managerial Communications and leadership with Communication department etc. 

· Entrepreneurship as a program option 

· Supply Chain Management as an option 

· Potential for further exploration of Management Information Systems and E-Commerce and other potential certificates/programs. 

· Increased enrollment in off-campus centers

B. Describe the status of the department’s/program’s work on any issues or recommendations that surfaced in the last department review.

	Issue
	Work done /In progress

	Compile data to support need for new faculty 
	Request for new position document created but denied (see Appendix “E”) 

	Continue to review curriculum
	All AAS and certificates reviewed and updated in CMT.  Many courses updated – remainder to be completed during 2006 

	Expand partnership with high schools 
	Increased involvement through tech prep consortium, DECA, and MVAC

	Continue to develop assessment plan for Marketing program 
	Reconstituted MRK 295 to include assessment methodology.  Creating pre/post test for MRK 201/202 – will be piloted in 2006 


C.
Based on feedback from environmental scans, community needs assessment, advisory committees, accrediting agencies, Student Services, and other sources external to the department, how well is the department responding to the (1) current and (2) emerging needs of the community? The college?

Our department is responding well to the current needs of the community and the college.  The demand for our classes, programs and certificates has allowed the department to find many creative ways to satisfy the needs of our stakeholders including: 

· Offering classes at Satellite campuses (e.g. WCCC, CHS, WPAFB) 

· Offering a large array of online and distance learning courses (MRK 201, 202, 236, MAN 105, MAN 205, MAN 207, MAN 225, MAN 251, PUR 201) as well as numerous CWW and independent course offerings 

· Providing courses in new technologies and breakthrough areas such as Sports Marketing, Hip Hop Marketing, Management Information Systems, E-Commerce, Human Resource Management 

· Adding technology components, teaming components, decision-making and critical thinking elements, and other pedagogical improvements requested by our stakeholders 

· Aligning closely with the Tech Prep program in Business, Management, Marketing and Supply Chain Management 

· Partnering with Universities to better develop articulation and transfer agreements. 

· Partnering with other departments and divisions (within the college) to help provide managerial, marketing, and general business knowledge to other disciplines. 

· Including degree options of Supply Chain Management and Entrepreneurship (through the work of Jeff Vance’s department)

D.
List noteworthy innovations in instruction, curriculum and student learning over the last five years

Numerous innovations have occurred so this partial list is intended to provide highlights:

· Updates of all programs and certificates to ensure current discipline knowledge and general education outcomes are included 

· The development of a short-term certificate in Human Resource Management

· WWW course additions including MRK 201, 202, 236, MAN 105, MAN 205, MAN 207, MAN 225, MAN 251, PUR 201

· Further refinement of the seminar courses (MRK/MAN 295) to ensure integration of current discipline and assessment needs 

· Further refinement of the MAN capstone course to better utilize the portfolio and teaming portions for curricula improvement.  

· The addition of new courses in Hip Hop Marketing and Sports Marketing 

· The development of a new Supply Chain Management option (slated for Fall 2006) 

· The transformation of room 5335 to a wireless laptop classroom 

· The integration of the CCID international program as an optional part of the Marketing curriculum 

· The addition of a project management (MAN 210) course

· The increased attention to the Disney internship program for Marketing and Management majors. 

· The reconstitution of the Management/Marketing club to provide our students with a deeper connection to the faculty and department.   

E.
What are the department’s/program’s goals and rationale for expanding and improving student learning, including new courses, programs, delivery formats and locations?

As faculty within the Marketing and Management department, we challenge ourselves to demonstrate, through words and actions, how one manages time, events, people, resources and markets products and services in our fast-based, changing global economy. In a true sense, we want to provide student learning through, and by, example.  We understand, as a faculty, the fragile nature of many of our students and we strive to provide not only academic improvement but improvement in self-esteem, maturity and organizational savvy.  

To this end, we look for technologies, pedagogies, resources and methods that will provide the student with the learning they need and deserve.  This requires an almost continual scanning of our environment and communication with our stakeholders to ensure new methods are considered, piloted, and adopted.   To this end, our faculty serve on many external boards and committees, update their skills through seminars/workshops and practice business skills through many avenues within the community.

F.
What are the department’s goals and rationale for reallocating resources?  Discontinuing courses?
Mindful of our goals described in part E, above, the departments made some major decisions concerning discontinuing of programs.  In particular, the Mid-Management retail program and the various purchasing degree options (purchasing, transportation, materials management) were discontinued.  As local retailers gave way to national chains, the educational and training needs of employees shifted away from local suppliers (i.e. SCC) to national headquarter programs.  The need for a degree program was no longer justifiable.   Likewise, the narrow focus of the purchasing degree options has been replaced with a more broad focus of Supply Chain Management (SCM).  Therefore, the various options are being transformed into a SCM option within the Management degree program.  This decision was developed after working closely with members of the Management Advisory Committee, the Miami Valley Acquisitions Consortium, the Defense Acquisitions University, the Operations Management department from the University of Dayton, and representatives of the Tech Prep Consortium.  

G. What resources and other assistance are needed to accomplish the department’s/program’s goals?

As noted, above, the department has seen great fortune with increased enrollment.  However, the bulk of that enrollment is occurring during the day, which stresses the department’s ability to staff these sections.  With our extremely low part-time to full-time ratio, it is difficult to employ daytime part-time instructors that are current on theory and practice.  In the past we have been able to avoid using special adjuncts or ACFs but that appears no longer feasible.  The management program, alone, has nearly 30 daytime sections that must be covered by part-time faculty.   This issue must be resolved if we are to expand our courses into Englewood, Huber Heights and Warren County.  

Secondly, we have had great success in using 5335 to help integrate technology into the curriculum.  However, having only one such room causes scheduling nightmares.  The addition of a second room with team configured seating and laptop technology would provide further integration of computer and information technology into our programs and certificates. 

Lastly, the previous dean determined it was necessary to remove three release hours from the MAN/MRK chairperson (until 2004 the department chair received 12 release hours per quarter).  In the past, these three additional hours had been used to allow selected faculty members to coordinate the purchasing and aviation administration programs.  As we incorporate Supply Chain Management and Entrepreneurship into the curriculum, the need for a coordinator grows rapidly.  Reconsideration of the decision to remove the release hours would greatly enhance the ability to promote and expand these critical program options. 

	Section V: APPENDECIES


APPENDIX A:  Environmental Factors report 
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APPENDIX B:  Linkages of Program Outcomes 

Business Management:  GBM.AAS: 

	Program Outcomes (updated April 1, 2002)
	Associated Courses (updated November 22, 2002)

	
	Relevant courses from the management core.
	MAN which are required or available as electives
	Relevant required courses are listed, not business electives

	[#1-2002] Insight into how goals, strategies, and plans are developed through analysis of internal and external organizational environments.  With this – insight into systems and management of systems.
	MAN 201, 205, 225
	MAN 105, 110, 207, 210, PUR 201
	ENG 111, 112, 131, 132

MRK 201, 202

ECO 105, 201

	
	MAN 216, 255

MAN 295
	MAN 226, 237, 238, 251
	

	[#2-2002] Understanding of basic managerial functions, particularly in the context of organizational mission and organizational objectives (performance).  With this – an ability to identify good practice in a small-to-medium organizational setting.
	MAN 201, 205, 225


	MAN 105, 207, 210,

263, PUR 201
	LAW 101

ACC 111, 112, 113



	
	MAN 216, 255

MAN 295
	MAN 226, 237, 245, 251
	

	[#3-2002] Understanding of organizational behavior: concepts, workplace issues, trends.  Understanding of human relations: concepts and applications, as applied to job and interpersonal situations.  With these – an emphasis on communications, motivation, leadership, and teaming.
	MAN 201, 205, 225


	MAN 207


	HUM elective

COM 206

	
	MAN 255

MAN 278, 295
	MAN 226, 237, 238, 245
	

	[#4-2002] Knowledge of contemporary approaches to management, particularly at the supervisory and intermediate levels, and of methods used to create and maintain a positive work environment.
	MAN 201, 205, 225


	MAN 105, 207


	HUM elective

COM 206,  211

	
	MAN 216, 255

MAN 278, 295
	MAN 226, 237, 238
	

	[#5-2002] Insight into how personal and organizational values influence managers and their role.

(This competency is integral to the program and supports the college-wide competency of values/citizenship/community.)
	MAN 205, 225


	MAN 105, 110, 207,

210
	LAW 101

HUM elective

Gen Ed elective

	
	MAN 216, 255

MAN 278, 295
	MAN 226
	

	[#6-2002] Competency – demonstrated through knowledge and application – in skills of oral and written communication, quantitative methods, and thinking.
	MAN 201


	
	ENG 111, 112, 131, 132, COM 206, 211, MAT 116, 121, 122

Gen Ed elective

ACC 111, 112, 113, ECO 105, 201, CIS/BIS requirement

	
	MAN 216, 255

MAN 278, 295
	MAN 251

PUR 225
	


Marketing Management:  MRK.AAS: 

	Program Outcomes (updated January 2006)
	Associated Courses (updated February, 2006)

	.


	Relevant courses from the marketing core.
	MRK which are required or available as electives
	Relevant required courses are listed, not business electives

	Understand and apply appropriate management principles to be an effective marketing employee within a variety of organizational settings.  This would include demonstrating competency in areas such as teaming, leadership, followership, time management, project management, motivation, negotiation, and planning
	MRK 201, MRK 202
	MRK 225, MRK 208
	MAN 105, MAN 205, BUO 105

	Understand the purpose, foundational concepts, and interconnections of the core functional areas of an organization, including the role of marketing and how and why marketing helps an organization to implement the marketing concept and create competitive advantages.


	MRK 201, MRK 202
	MRK 246, MRK 247, MRK 208
	MAN 105

	Locate sources of relevant secondary information, manage basic primary research projects, and be able to analyze and use information to solve marketing related problems.


	MRK 235
	MRK 209
	ECO 216, ECO 218

	Know the psychological, social, and situational factors which influence consumers when making purchase decisions and how these factors relate to the creation of effective marketing strategies. 


	MRK 201, MRK 202, MRK 295 


	MRK 209, MRK 236


	PSY/SOC elective, MAN 205

	Use the marketing planning process and work within the marketing environments to develop effective marketing tactics, strategies, and plans – including selection of appropriate target markets and development of detailed product, promotion, price, and place mixes – which satisfy target customer needs and organizational objectives in context of a global and ever-changing marketplace.  
	MRK 201, MRK 202, MRK 295, 
	MRK 208, MRK 209
	MAN 105

	Understand the strengths, weaknesses and appropriate uses of key marketing communication functions (advertising, public relations, sales promotion, personal selling, and specialized media) in order to design effective brand messages that are integrated with other marketing activities.


	MRK 215


	MRK 208, MRK 209
	COM 211

	An understanding and familiarization with retail terminology including key retail concepts such as: (1) The types of retailing, (2) Retail marketing strategy decisions and implications, (3) Relationships between marketing strategies and financial outcomes, and (4) Ethical issues facing retailers

	MRK 245
	MRK 246, MRK 247 
	

	Demonstrate competency in general education skill areas such as oral and written communication, quantitative methods, critical thinking, ethical decision making, continuous learning, and technology.


	MRK 235, 

MRK 295
	MRK 215, MRK 225
	ENG 111, 112, 131, 132, COM 211, MAT 116, 121, 122

Gen Ed elective, HUM elective,

ACC 111, 112, 113, ECO 216, 218, CIS/BIS requirement


APPENDIX C:  Course Completion Assessment (CCA) 

 Course Completion Assessment (CCA) for course, quarter: __________

Name:  _______________________________________________

Please comment on how the course did or did not contribute to each of the six program outcomes.  Consider the following four points as you develop your assessment: 

· our specific course learning objectives

· course resources

· course activities

· evaluations, i.e. self tests, exams, project

[#1-2002] Insight into how goals, strategies, and plans are developed through analysis of internal and external organizational environments.  With this – insight into systems and management of systems.

[#2-2002] Understanding of basic managerial functions, particularly in the context of organizational mission and organizational objectives (performance).  With this – an ability to identify good practice in a small-to-medium organizational setting.

[#3-2002] Understanding of organizational behavior: concepts, workplace issues, trends.  Understanding of human relations: concepts and applications, as applied to job and interpersonal situations.  With these – an emphasis on communications, motivation, leadership, and teaming.

 [#4-2002] Knowledge of contemporary approaches to management, particularly at the supervisory and intermediate levels, and of methods used to create and maintain a positive work environment

[#5-2002] Insight into how personal and organizational values influence managers and their role.

(This competency is integral to the program and supports the college-wide competency of values/citizenship/community.)

#6-2002] Competency – demonstrated through knowledge and application – in skills of oral and written communication, quantitative methods, and thinking.

APPENDIX D:  MAN Exit Interview Questions 

MAN 278 

Portfolio Evaluation Questions

Student Name:_____________________________

Date:___________

1. What does it mean to you, as a student, that Sinclair Community College is a learning college?

2. What were your expectations of the Business Management program when you started?

3. You have taken many tests and received many grades during your time at Sinclair.  Now it is your turn.  What grade would you give the Business Management program in the following areas and why?

a. Met the Business Management program outcomes.

_______

b. Prepared me for a position in the workforce.


_______

c. Helped me improve my problem solving and decision 

_______

making skills

d. Met my expectations.





_______

4. In what areas do you think that the Business Management program excels?

5. In what areas do you think the Business Management program needs improvement?

6. What do you think is the most important thing that you are taking with you from the Business Management program?

7. If you could change one thing about the Business Management program what would you change?

APPENDIX E:  Justification for Additional Faculty Position 

JUSTIFICATION FOR A NEW MANAGEMENT FACULTY POSITION

Scott King, Professor of Management

Ned Young, Professor of Management

Under your leadership, we have been working on strategic academic issues related to the Management programs and department.  One major focus area, of course, has been continual improvement in our curriculum design, pedagogy and assessment areas.  We have made great progress with each of these components but continue to be hindered by the lack of full-time faculty in critical program areas.    

As you are aware, it has been our strategy to assign a full-time faculty member as the lead in maintaining and delivering important second-year courses.  This strategy has been a critical piece in helping to shape the improvement, delivery and assessment methods associated with these courses.  It also aids the assessment activities associated with the capstone course since both the student and the faculty have created a relationship which provides yet another level of assessment of the student’s progress and, ultimately, his or her summative portfolio.  Unfortunately, with the retirement of Jerry Kinskey we are the only two full-time faculty delivering and assessing second-year courses.  This is why we believe not only should Jerry’s position be filled, but that the department needs a second full-time, tenure track position to ensure program viability and longevity.  The following statistics will support our premise:

LOSS OF FULL-TIME FACULTY SLOTS

During the 1994-95 academic year the Management department’s full-time faculty included: 

	Gary Clark 
	4/5 
	1/5 AVA coordinator

	Scott King 
	5/5 
	FT MAN Faculty 

	Jerry Kinskey 
	5/5
	FT MAN Faculty 

	Carl Meskimen 
	5/5
	FT MAN Faculty 

	Juanita Vertrees 
	3/5
	2/5 PUR coordinator

	John Yeamans 
	5/5 
	FT MAN Faculty

	Ned Young 
	2/5 
	MAN Chair 

	Total 
	5 & 4/5 full-time faculty
	


Ten years later, the current 2003-04 academic year full-time faculty breakdown is: 

	Scott King 
	5/5 
	FT MAN Faculty 

	Jerry Kinskey 
	5/5
	FT MAN Faculty 

	John Yeamans 
	5/5 
	FT MAN Faculty

	Ned Young 
	5/5 
	FT MAN Faculty  

	Total 
	4 
	


Therefore, the MAN department is supporting all courses with 1 & 4/5 fewer full-time faculty members.   This would not, necessarily, be problematic if FTEs had dropped significantly but you can see from the FTE history chart that the numbers have not dropped and have, in a few of the academic years, actually increased.  
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With the possibility of having additional campuses throughout the Miami Valley and assuming that the flexibility inherent in the MAN curriculum and pedagogy will make our courses likely candidates for the new campuses, it would be assumed that FTEs will, over the next few years, increase.  

FULL-TIME/PART-TIME RATIO

As you are aware, the president and VPI have set a ratio goal of 60/40 full-time versus part-time faculty.  According to the most current ratios found on the SCC intranet (http://intranet.sinclair.edu/IPR/pb_manual_2004/appendix/fall02pay_hrs&ratio.pdf) the MAN department’s ratio of 52.9% full-time (Fall 2002) falls well below the goal and, in fact, is one of the lowest in the entire division.  As an example, for Fall 2002, the Accounting department had 212 FTEs and a ratio of 62.2% where the MAN department had a larger total of 258.6 FTEs and a smaller ratio of 52.9%.  The much smaller Economics department (136.2 FTEs) had a ratio of 82.1%, Marketing (110 FTEs) had a 68.6% ratio and BIS, a larger department at 481 FTEs, had a ratio of 70.7%.  It would seem that the MAN department has fallen behind most of the other Business Technologies’ departments. 

FULL-TIME FACULTY PER FTE 

Another alarming comparison is found when reviewing the enrollment/staffing analysis (http://www.sinclair.edu/departments/ipr/pub/pb_manual_2005/appendix/enrollment_staffing_analysis04.xls) for the current year.  Comparing the same departments used in the previous example with the Fall 2004 enrollments, the FTEs per FT faculty ratio for the ACC, ECO, MKT and BIS departments are 39, 43, 31, and 31 respectively.  For the same time frame, the FTEs per FT faculty ration for the MAN department is a very large 58.  In fact, with the exception of the special case Real Estate department, the MAN department is the only department to exceed 50 and only one of two departments to exceed 40. Some departments such as CIS and TNT have ratios in the 20s.  Again, it would seem, that MAN has fallen behind the other BT departments. 

WHERE ARE WE LACKING?

As mentioned in the first paragraph, the limit of full-time faculty members significantly reduces the full-time presence and, more importantly, the guidance and improvement in second-year courses.  The following chart will demonstrate how the department is lacking in critical second-year course coverage: 

	
	
	

	MAN 210
	Project Management 
	Part Time 

	MAN 211
	Project Management Applications
	Part Time 

	MAN 216
	Managing Operations 
	Scott King

	MAN 226
	Human Relations Issues 
	Part Time

	MAN 237
	Human Resource Man. 
	Part Time 

	MAN 238
	HR Man Applications 
	Part Time 

	MAN 245
	Office Management 
	Part Time

	MAN 251 
	Logistics Man 
	Part Time

	MAN 255
	MIS 
	Ned Young

	MAN 260 
	Management Science 
	Part Time

	MAN 278
	Capstone 
	Scott King / Ned Young

	MAN 295
	Management Seminar
	Scott King 


Like many disciplines, the management curriculum includes courses that often require “specialists” or those faculty members that have concentrated in particular aspects of the curriculum.  As we see it, there are two distinct major competency components that require two separate faculty members.  There is the human relations/resources specialist (e.g. 225, 226, 237, 238) and the more quantitative, systems-oriented specialist (210, 251, 260).  This is why we have provided two separate job descriptions i.e. one for each category of need. 

LIMITS TO GROWTH 

In addition to the above mentioned concern in assuring proper coverage of current classes, perhaps an even more troubling concern is with the limits to future growth.  The department faculty, in conjunction with management advisory personnel, have discussed areas that may be prime for future student growth including concentrations in leadership, international business, project management and management information systems.  Without full-time faculty ownership and leadership in these areas, future growth will be impossible.  Additionally, our current staffing level and deployment* severely limits the availability and consistency of our critical upper-level courses.  An unfortunate but predictable consequence of this limitation has been the impact on the quality of instruction and even the opportunity to run courses in critical areas.  These second-year courses are what can provide our students the edge, help to differentiate them, and provide them with some advanced competencies.  What the Board of Regents calls technical electives are not just “elective”.  A few of these courses, chosen by individuals to fill individual needs can make a dramatic difference in one’s two-year degree.   

* For years Jerry Kinskey has not worked with second-year courses and over the last few years, John Yeamans has also concentrated his efforts on first-year courses. 

SUMMARY

In order to maintain the Management department’s leadership in curriculum, pedagogy, and assessment, and to provide the student the most valuable environment for learning, we believe the department needs to replace Jerry Kinskey’s position (retirement) and to increase its full-time faculty by at least one position.  Although the numbers certainly justify this need, more importantly the service to our students justifies this request.    

APPENDIX F:  Major Contributions of Departmental Faculty Members  

Dennis Brode, Assistant Professor Management

· New faculty member in 2004-05 

· Teaches MAN 105, MAN 201, MAN 205, MAN 225, MAN 278

· Teaches web version of MAN 105, MAN 205

· Portfolio reviewer for management capstone

· Developed and delivered supervisory module for Allied Health division 

· Attended Lilly conference Miami University

· Examiner for the Ohio Award for Excellence (Baldrige-based) 

Sarah Gross, Assistant Professor, Marketing 

· Teaches MRK 201, MRK 202, MRK 205, MRK 236, MRK 295 

· Works with CWW students 

· Developed and teaches the web versions of MRK 201, MRK 236

· Currently developing the web version of MRK 202

· Co-Chair the Management and Marketing Club 

· Serves on several college committees 

Robert Keener, Professor, Marketing 

· Teaches MRK 115, MRK 201, MRK 202 

· Teaches video version of MRK 201, MRK 202 

· Awarded the Community Colleges for International Development Dr. Werner Kubsch award

· Director of Sinclair’s international studies programs   

Scott King, Professor, Management 

· Teaches MAN 205, MAN 216, MAN 278, MAN 295 

· Advises all MAN degree seeking students 

· Developed and maintains MAN program outcomes and linkages  

· Past college-wide NISOD winner 

· Works with CWW students 

Marsha Loges, Assistant Professor, Management 

· New faculty member 2005-06 

· Teaches MAN 105, MAN 201, MAN 205, MAN 225, MAN 226, MAN 295

· Coordinating the conversion of PUR curriculum to a new Supply Chain Management option 

· Reconstituting the MAN 226 course (to be run Spring 06) 

· Working with Scott King to take over the lead on the MAN 295 course 

Carolyn Mann, Professor, Marketing

· Joined department 2005-06 academic year 

· Teaches MRK 201, MRK 202, MRK 235, MAN 205 

· Currently updating the MRK 235 course 

· Works with CWW students and internship students. 

· Serves on several college committees 

Dan Ricica, Assistant Professor, Marketing 

· Teaches MRK 201, MRK 202, MRK 225, MRK 226, MRK 230 

· Coordinates DECA competitions and Student Marketing Conference 

· Sinclair representative on the international study abroad summer program 

· Presented several papers to national conferences 

· Works with CWW students 

· Developed Sports Marketing course (part of Physical Education program) 

· Serves on several college committees 

Anitra Terrell, Assistant Professor, Marketing 

· Teaches MRK 201, MRK 202, MRK 215, MRK 245, MRK 246, MRK 247

· Current year NISOD winner 

· Participated in the CCID study in Italy summer program  

· Recently accepted in the Fulbright-Hays Group projects abroad program Ghana (summer 2006) 

· Works with CWW students and internship students (including Disney program)

· Co-Chair of the Management & Marketing club 

· Serves on several college committees 

John Yeamans, Professor, Management 

· Teaches MAN 105, MAN 201, MAN 205, MAN 225, MAN 260

· Teaches video versions of MAN 105, MAN 205, MAN 225

· Teaches interactive video versions of MAN 105, MAN 205, MAN 225

· Works with CWW students and internship students. 

· Coordinates the Business Division’s Tech Prep program 

Ned Young, Professor and Chairperson, Management and Marketing 

· Teaches MAN 207, MAN 255, MAN 263

· Developed web versions of the MAN 105, MAN 205, MAN 207 and MAN 263 courses

· Presented several talks at national conferences 

· Works with internship students. 

· Past NISOD winner 
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MAN Dept. FTE History

				Actual																														Proj. *

				1989		1990		1991		1992		1993		1994		1995		1996		1997		1998		1999		2000		2001		2002		2003		2004

		0421 Combined

		Summer		74.80		62.20		56.20		65.40		65.20		68.60		73.60		70.63		70.40		63.00		62.40		95.60		77.40		78.60		79.80		81.20

		Fall		328.20		330.87		323.20		336.80		306.60		305.40		286.80		293.40		281.80		258.40		289.80		316.27		272.80		268.80		258.60		292.20

		Winter		293.40		294.60		267.60		284.80		259.60		261.80		274.60		234.20		236.00		249.00		245.80		255.00		237.60		237.80		263.00		243.30

		Spring		263.80		251.80		243.20		241.67		237.20		260.20		246.20		234.40		216.40		226.40		272.40		251.67		238.13		238.80		249.80		241.89

		Department Total		960.20		939.47		890.20		928.67		868.60		896.00		881.20		832.63		804.60		796.80		870.40		918.54		825.93		824.00		851.20		858.59

		Subsidiary Departments

		0481  Traffic and Transp.

		Summer		4.60		2.00		0.20		0.60		0.20		- 0		0.60		- 0		0.40		- 0		- 0		- 0		- 0		0.20		0.60		0.60

		Fall		7.20		9.00		5.20		7.00		5.00		4.20		1.80		3.80		2.20		3.20		- 0		- 0		0.80		0.60		0.80		- 0

		Winter		6.00		9.40		4.80		5.40		2.40		1.00		0.80		1.80		0.40		0.40		4.00		- 0		- 0		2.60		1.00		1.00

		Spring		4.40		4.20		6.00		3.20		3.40		3.00		4.20		3.20		0.20				1.40		0.40		2.80		1.80		0.40		1.00

		Department Total		22.20		24.60		16.20		16.20		11.00		8.20		7.40		8.80		3.20		3.60		5.40		0.40		3.60		5.20		2.80		2.60

		0483  Purchasing - 1st merger

		Summer		4.20		0.20		3.40		1.20		0.20		0.40		0.60		0.80		- 0		0.20		2.00		2.40		2.00		4.60		1.80		2.20

		Fall		19.40		14.00		21.60		20.40		20.20		14.40		9.60		14.20		9.00		12.00		11.60		7.40		9.40		12.40		9.60		13.00

		Winter		15.60		16.20		13.60		18.20		15.00		13.40		11.00		9.20		9.40		10.40		7.00		5.20		12.60		9.80		10.40		10.00

		Spring		17.40		11.40		13.40		10.47		11.80		11.20		9.80		10.20		10.40		7.80		9.60		8.40		9.40		14.60		12.00		14.89

		Department Total		56.60		41.80		52.00		50.27		47.20		39.40		31.00		34.40		28.80		30.40		30.20		23.40		33.40		41.40		33.80		40.09

		0420  Business Ownership

		Summer		1.40		2.00		2.40		4.20		3.20		5.00		7.80		10.00		9.40		2.20		1.20		5.80		6.80		6.40		4.60		4.60

		Fall		15.40		9.00		9.80		15.40		16.00		21.80		20.40		25.60		19.20		18.80		19.60		29.60		22.80		15.20		14.20		28.00

		Winter		12.60		10.00		5.40		10.80		15.40		21.40		18.80		16.40		18.60		21.00		20.00		28.40		17.60		15.00		21.40		18.00

		Spring		11.20		5.80		8.80		8.60		13.80		28.00		21.20		21.00		19.60		17.00		22.60		19.60		21.20		20.00		22.60		20.00

		Department Total		40.60		26.80		26.40		39.00		48.40		76.20		68.20		73.00		66.80		59.00		63.40		83.40		68.40		56.60		62.80		70.60

		Imputed Management (MAN) Only

		Summer		64.60		58.00		50.20		59.40		61.60		63.20		64.60		59.83		60.60		60.60		59.20		87.40		68.60		67.40		72.80		73.80

		Fall		286.20		298.87		286.60		294.00		265.40		265.00		255.00		249.80		251.40		224.40		258.60		279.27		239.80		240.60		234.00		251.20

		Winter		259.20		259.00		243.80		250.40		226.80		226.00		244.00		206.80		207.60		217.20		214.80		221.40		207.40		210.40		230.20		214.30

		Spring		230.80		230.40		215.00		219.40		208.20		218.00		211.00		200.00		186.20		201.60		238.80		223.27		204.73		202.40		214.80		206.00

		Department Total		840.80		846.27		795.60		823.20		762.00		772.20		774.60		716.43		705.80		703.80		771.40		811.34		720.53		720.80		751.80		745.30

		* Projection = Summer and Fall Actual and Winter and Spring Budget






