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Project Overview
The purpose of this project was to review the Marketing Concentration in BS in Management for the School of Business in order to insure that the program is relevant for the needs of the students it serves and the business community which hires its graduates. Under the auspices of the College’s Faculty/Librarian 2006 Grants Program, curricula were reviewed at 27 peer institutions as a comparative measurement. 

Outcomes 

An assessment of 27 institutions showed that three topical areas should be considered for adding to the current Marketing Concentration and that two required courses should be re-evaluated to determine if they should be offered as electives instead of required courses.   Of the three proposed curriculum additions, it is recommended that Consumer Behavior be added as a required course and E-Commerce Marketing and Services Marketing be added as electives.  Proposed curriculum additions with course descriptions and syllabi topical coverage are given below.   
Proposed Curriculum Additions

Consumer Behavior  (required)
This course analyzes the role of the consumer as the buyer of goods and services and the strategy and forces directed at the consumer by the seller.  Topics include models of consumer buying behavior, consumer motivation, interpersonal and intrapersonal influence on the consumer as a decision maker in the market place, new consumer product introductions, environmental and social constraints, and personal factors influencing consumer choices.

Prerequisite:  MGMT 200

E-Commerce Marketing (elective)
This course provides an overview of the development and growing influence of E-Commerce Marketing.  Relationships between traditional marketing, websites, and the interactivity imposed by the internet are analyzed.  Current models, web sites, customer acquisition and retention strategies and consumer behavior on the Internet are explored. Impact of globalization through internet activities is studied.  
Prerequisite:  MGMT 200

Services Marketing (elective)
This course examines the foundations of services marketing in the consumer service sectors, including profit, non-profit, and governmental service areas of the economy.  It examines the service marketing environment, positioning strategy, pricing, promotional and distribution topics.  It examines the differences between service marketing and product marketing. 
Prerequisite:  MGMT 200

Suggested Syllabi Topical Coverage
Consumer Behavior

· Consumer Behavior Decision Process
· Pre-Purchase Process (Need Recognition, Search, and Evaluation)
· Purchase
· Post-Purchase Processes 
· Demographics, Psychographics and Personality
· Consumer Motivation
· Consumer Knowledge
· Consumer Beliefs, Feelings, Attitudes and Intentions
· Environmental Influences on Consumer Behavior
E-Commerce Marketing

· E-marketplaces and Economic impacts

· Technologies:  Infrastructure, Web Design, Web Programming

· E-Commerce in Retailing

· Internet Consumers

· Data Collection, Mining, Analysis

· E-Supply Chain

· E-Commerce Security

· Building E-Commerce Applications

Services Marketing

· Consumer behavior in services
· Customer expectations and perceptions of services
· Positioning a service firm in the marketplace
· Service failure and recovery strategies
· Customer-defined service standards
· Employees’ roles in service delivery
· Customers’ roles in service delivery
· Demand, capacity and pricing in service firms
Re-evaluation of Required Courses

Of the 27 peer institutions evaluated, courses in Advertising were offered by 16 institutions and Sales was offered by 21 institutions.  At those institutions, Advertising was required at 5 institutions and was an elective at the remaining 11institutions.  The Sales course was a required course at 6 institutions and an elective at 15 institutions.

Next Steps

Results of this research will be presented to the Marketing Faculty of the Management Department for their review.  Thereafter, the proposal for any changes will be discussed in the prescribed governance process.
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