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Converting the B.S. in Business Administration Marketing Concentration to
Full Program (Marketing Major) Status

1. Is the program degree level within the mission designation of the college?

The program degree level of undergraduate major is within the mission designation of Ramapo
College and the Anisfield School of Business.

2. What is the need/impetus for the requested change?
a. External review

A marketing research survey commissioned by the College and conducted by the independent
research firm Grey & Associates in AY2016-2017 identified the value of converting the existing
‘Marketing Concentration of the Business Administration Major” into the simpler/clearer
“Marketing Major.”

b. Accreditation review

The external review committees of the Association for the Advancement of Collegiate Schools
of Business (AACSB), which accredits the Anisfield School of Business concurred with the Grey
study that the ASB should have a "Marketing Major" designation.

c. Other

Current students, alumni, prospective students and their parents, current student employers,
future student employers, faculty, administrators, and almost all other stakeholders have
expressed confusion over the current program designation: “Marketing Concentration of the
Business Administration Major.”

Most of the stakeholders already refer to the program as the "Marketing Major.” Indeed, nobody
currently associated with the program shares the institutional memory as to why the program
was not a “Marketing Major” from the beginning. Converting the concentration to a major will
make it consistent with programs at other colleges while making it much more comprehensible
to all of its publics. Indeed, the concentration has been “acting like” a major from its inception.

3. How long has the concentration been offered?

The concentration has been offered since the 1979 founding of the School of Administration and
Business (renamed Anisfield School of Business in 2006).



4. What is the enrollment history?

Year Marketing concentration
2011 214
2012 222
2013 224
2014 254
2015 276
2016 293
2017 313

5. Will the new program have sufficient content depth to justify classification as a major?

A benchmarking project undertaken by the Anisfield School of Business and the Marketing
Concentration demonstrated conclusively that the courses that we currently offer as a
concentration are often packaged as a major at peer, aspirant, and competitive institutions.
Indeed, the depth and breadth of our current Marketing course offerings often exceed that of our
peer and aspirant institutions.

Student learning goals and outcomes and the current discipline-specific assessment plan are
attached at the end of this document.

a. Will the new program have sufficient credits to justify classification as a major?
The newly designated Marketing program will have the same (sufficient) credits to justify
classification as a major as the Business Administration Major/Marketing Concentration did--24
credits over and above the school core.

b. How is the new program different from the existing degree program?

The “new” program is different from the existing degree program in name only. All program
requirements (see below) are identical.



B.S. in MARKETING Requirements (128 credits):

General Education Requirements: 32 Credits
Anisfield School of Business Math Requirement. 4 credits
Free Electives: 12 credits

Anisfield School of Business Core Requirements (56 credits):
ECON 101 - MICROECONOMICS

ECON 102 - INTRODUCTION TO MACROECONOMICS

ACCT 221 - PRINCIPLES OF FINANCIAL ACCOUNTING
ACCT 222 - PRINCIPLES OF MANAGERIAL ACCOUNTING
BADM 223 - BUSINESS LAW |

INFO 224 - PRINCIPLES OF INFORMATION TECHNOLOGY
BADM 225 - MANAGEMENT STATISTICS

MKTG 290 - MARKETING PRINCIPLES AND PRACTICES
FINC 301 - CORPORATE FINANCE |

MGMT 302 - MANAGING ORGANIZATIONAL BEHAVIOR
MGMT 370 - OPERATIONS MANAGEMENT

BADM 495 - STRATEGIC MANAGEMENT

INTERNATIONAL CATEGORY: SELECT ONE

IBUS 326 - FUNDAMENTALS OF INTERNATIONAL BUSINESS
IBUS 305 - POLITICS OF INTERNATIONAL INVESTMENT
IBUS 321 - CHINA AND OTHER BUSINESS ENVIRONMENTS IN ASIA
IBUS 335 - DOING BUSINESS IN LATIN AMERICA

IBUS 340 - EUROPEAN BUSINESS COMMUNITY

ECON 323 - COMPARATIVE ECONOMIC SYSTEMS

ECON 325 - INTERNATIONAL ECONOMICS

ETHICS CATEGORY: SELECT ONE

INFO 315 - COMPUTER LAW AND ETHICS

BADM 301 - ETHICS IN BUSINESS

Marketing Major Requirements (24 credits):

REQUIRED MARKETING COURSES:

MKTG 310 - CONSUMER BEHAVIOR

MKTG 320 - INTEGRATED MARKETING COMMUNICATION

MKTG 330 - MARKETING RESEARCH

MKTG 430 - MARKETING MANAGEMENT

MARKETING ELECTIVES: SELECT TWO (at least 1 at the 400 level)
MKTG 350 - INTERNATIONAL MARKETING

MKTG 360 - RETAIL MANAGEMENT

MKTG 370 - SALES MANAGEMENT

MKTG 390 - E-MARKETING




MKTG 410 - ENTREPRENEURSHIP
MKTG 420 - NEW PRODUCT MANAGEMENT
MKTG 490 - ADVANCED TOPICS IN MARKETING

6. Will the college continue to offer the existing major?
a. In establishing the new major, what will be the impact on the existing major?

The College will discontinue the “Business Administration Major/Marketing Concentration” once
all declared majors have changed their majors to the new degree, or graduated.

7. Would students currently enrolled in the concentration be “grandfathered” as to their degree
title”?
a. Can students choose either the title of the existing degree program or the title of the
degree program created from the concentration as their graduation major?
b. Wil current students receive the new degree designation?

Students who originally enrolled in the concentration would be given the choice to graduate with

the B.S. in Marketing or to be grandfathered in and graduate with the B.S. in Business
Administration, Marketing concentration.

8. Are sufficient resources available to support the new program in the following areas:
a. Personnel such as faculty and support staff

As this is not actually a new program, but merely a conversion of an existing program with
sufficient supporting resources, the “new” program will, indeed, have sufficient resources
available.

b. Facilities
Please see a. above.
c. Operating expenses--equipment, library resources, etc.
Please see a. above.
9. Since the proposed concentration is part of an approved ongoing program, will the proposed
conversion create any additional duplication with ongoing programs at other colleges in New

Jersey?

As this is merely a conversion of an existing program, the proposed conversion will not create
any additional duplication with ongoing programs at other colleges in New Jersey.



Marketing Program Learning Goals and Objectives
(Goals 1-5 common to all business programs; Goal 6 unique to Marketing)

Goal 1: Communication: Our students will demonstrate effective oral and written
communication using appropriate current technology.

Outcome 1: Students will deliver well prepared oral presentations.

Outcome 2: Students will compose well written business documents.

Goal 2: Ethics: Our students will consider the moral implications of business actions and
processes, and propose ethically sound solutions.
Outcome 1: Students will detect ethical dilemmas and offer potential alternatives and solutions.

Goal 3: Foundation: Our students will have a broad-based knowledge in the functional areas of

business.
Outcome 1: Students will comprehend principles and practices in key business disciplines.

Goal 4: Perspectives: Our students will consider diverse points of view and apply them

towards issue resolution.
Outcome 1: Students will be able to identify and analyze different points of view when seeking

to resolve business-related issues.

Goal 5: Reasoning: Our students will be critical thinkers and decision makers able to use
qualitative and quantitative methods.

Outcome 1: Students will be able to identify and analyze problems and opportunities, generate
alternatives, and recognize appropriate solutions.

Goal 6: Integration in the Discipline: Our marketing students will apply a systematic approach
and operate cross-functionally.

Outcome 1: Our marketing students will be able to integratively apply consumer behavior,
marketing communication, and market research concepts in developing a marketing plan.



ASB Marketing Program
Assessment Plan
2017-2018

Core Goals: See ASB Core Assessment Plan

Discipline Goal: Integration — Our marketing students will apply a systematic approach and
operate cross-functionally

Qutcome: Our marketing students will be able to integratively apply consumer behavior,
marketing communication, and market research concepts in developing a
marketing plan.

Measure 1°  Direct assessment of a class-embedded assignment

e Who will assess the outcome — MKTG faculty (Budeva, Chung, Patti, Zeno)

e What instrument or method will they use — ASB Integration Rubric

e \What assessment process or methodology will they use — content analysis of students’ case
assignments (blind review—students’ names are removed).

e When will they measure — Spring 2018
In what courses or which student populations will they measure — two sections of MKTG 430
Marketing Management (senior capstone course in Marketing)

e How many student products will they assess — approximately fifty.

Achievement

Target: 80% of students indicate that they have at least somewhat achieved the learning
outcome, using a scale of 1 (not at all) to 7 (very much) with 4 (somewhat) in the
middle.

Measure 2:  Self-report analysis of integrative learning (indirect measure) using Student
Perception of Learning Survey

e Who will assess the outcome — SAC will administer the survey.
What instrument or method will they use — The Student Perception of Learning Survey
developed by the SAC Committee.

e \What assessment process or methodology will they use - Paper survey will be
administered.

e When will they measure — Spring, 2018

o In what courses or which student populations will they measure — All sections of Strategic
Management, the capstone course taken by all business majors.

e How many student products will they assess — All students will be given the survey in class,
and approximately 220 students will complete it.

Achievement

Target: 80% of students indicate that they have at least somewhat achieved the learning
outcome, using a scale of 1 (not at all) to 7 (very much) with 4 (somewhat) in the
middle.



