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	Use this page to list learning outcomes, measurements, and summarize results for your program.  Detailed information must be completed in the subsequent pages. Add more Outcomes as needed.

	Program Student Learning Outcome 1: Create actionable advertising strategies and media plans.

	Instrument 1
	Capstone portfolio project AD 410

	Based on your results, check whether the program met the goal Student Learning Outcome 1.
 
	Met
	X Not Met

	Program Student Learning Outcome 2: Make strategically sound advertising decisions based on data.

	Instrument 1

	Capstone portfolio project AD 410

	Based on your results, check whether the program met the goal Student Learning Outcome 2.
 
	Met
	X Not Met

	Program Student Learning Outcome 3: Apply knowledge and creativity to real-world advertising situations.

	Instrument 1

	Capstone portfolio project AD 410

	Based on your results, check whether the program met the goal Student Learning Outcome 3.
 
	Met
	X Not Met

	Assessment Cycle Plan: 

	Current AD program SLO’s match CourseLeaf. We will continue to assess each SLO annually. AD 410 Portfolio continues to be the main touchpoint for the assessment of Advertising majors. 



	Program Student Learning Outcome 1


	Program Student Learning Outcome 
	Create actionable advertising strategies and media plans.

	Measurement Instrument 1 
	 Capstone portfolio project AD 410. Scored by scoring sheet administered via Qualtrics survey completed by the Judges for each of the three teams

	Criteria for Student Success
	Success is defined as a score of 80% or more on the Capstone project, 75% of which is earned from the Campaign Plans Book and 25% of which is earned from the oral presentation.

	Program Success Target for this Measurement

	80%
	Percent of Program Achieving Target
	75.53%

	Methods 
	Three teams of five seniors were tasked to research and recommend a new hemp product along with an advertising communications plan to market it as part of a "Shark Tank" style plans book and presentation. The intent of the project was to get students thinking about the potential of Kentucky hemp. Four judges from the hemp and digital advertising industries evaluated capstone class projects from three teams of five seniors each in the Spring 2024 section of AD 410.

	Based on your results, highlight whether the program met the goal Student Learning Outcome 1.
 
	Met
	X Not Met

	Results, Conclusion, and Plans for Next Assessment Cycle (Describe what worked, what didn’t, and plan going forward)

	Students in AD 410 chose their individual study paths (research, design, media, PR etc.) at the beginning of class. The semester-long class project was based on an actual real-world situation and required students to work collectively. The teams shared work-in-progress updates over the semester, leading to a final plans books and ZOOM presentation for a panel of industry judges intended to replicate an advertising agency pitch.

While the teams’ average project score was below the target average of 80%, our new assessment system enables microanalysis of the various parts of building a campaign. And the judges’ feedback was generally positive for SLO #1. The students had great ideas and their media recommendations were spot-on.

PLANS FOR NEXT ASSESSMENT
With the recent move of the AD Major to the new School of Media & Communication, we’re now better able to assess and implement changes to support our SLO’s. We’ll continue to look for opportunities to provide more real-world experiences to build these skills.




	Program Student Learning Outcome 2

	Program Student Learning Outcome 
	Make strategically sound advertising decisions based on data.

	Measurement Instrument 1
	Qualtrics survey completed by the Judges for each of the 3 teams

	Criteria for Student Success
	The overall assessment goal is an average score of 80% on the capstone project.

	Program Success Target for this Measurement


	80%
	Percent of Program Achieving Target
	75.53

	Methods 
	Four judges from the hemp and digital advertising industries evaluated capstone class projects from three teams of 5 seniors each in the Spring 2024 section of AD 410.

	Based on your results, circle or highlight whether the program met the goal Student Learning Outcome 2.
 
	Met
	X Not Met

	Results, Conclusion, and Plans for Next Assessment Cycle (Describe what worked, what didn’t, and plan going forward)

	The teams’ overall average score was below our target average of 80% and the judges’ feedback was less than desirable for SLO #2. The judges’ comments, such as the research was “super vague,” or that the team “really needed to present data to back up their ideas,” were eye opening. The students did research, but they seemed ill equipped to apply it in a compelling way.

The conclusion on SLO #2 was that students generally failed to include enough specific market or consumer research to successfully justify their product recommendations. Today’s advertising campaigns are highly targeted toward the most receptive markets and consumers. In-depth research is required to do this well.   

PLANS FOR NEXT ASSESSMENT
We’ll plan on a review of AD 300 AD+PR Research and multiple subs to insure that project work requiring an application of research is included.




	Program Student Learning Outcome 3

	Program Student Learning Outcome 
	Apply knowledge and creativity to real-world advertising situations.

	Measurement Instrument 1
	Qualtrics survey completed by the Judges for each of the 3 teams

	Criteria for Student Success
	The overall assessment goal is an average score of 80% on the capstone project .

	Program Success Target for this Measurement


	80%
	Percent of Program Achieving Target
	75.53

	Methods 
	Four judges from the hemp and digital advertising industries evaluated capstone class projects from three teams of 5 seniors each in the Spring 2024 section of AD 410.

	Based on your results, circle or highlight whether the program met the goal Student Learning Outcome 3.
 
	Met
	X Not Met

	Results, Conclusion, and Plans for Next Assessment Cycle (Describe what worked, what didn’t, and plan going forward)

	While the teams’ overall average score was below our target average of 80%, the judges’ feedback on SLO #3 was generally positive. The judges’ comments, such as they “really like the backpack idea & how it's different from other teams” or that “this was my favorite product. I think it meets a need, but the price point may be a little out of reach for some” were encouraging. The students were certainly creative in their approach to a real-world situation. 

The conclusion on SLO #3 was that our students are naturally creative with plenty of fresh ideas. But they lacked the ability to concisely apply research to develop a cogent sales strategy and a well supported advertising communications plan.   

PLANS FOR NEXT ASSESSMENT
We’ll plan on a review of AD 300 AD+PR Research and multiple subs to insure that project work requiring application of research and the development of a sales strategy is included.



*** Please include Curriculum Map (below/next page) as part of this document


[image: Macintosh HD:Users:Triton:Desktop:Screen Shot 2024-05-13 at 3.32.37 PM.png]


4

image1.png
A B
CURRICULUM MAP EFF. FALL 2023

16
17
18
19
20
21
22
23
24
25
26
27
28
29
30
31
32
33
34
35
36
37
38
39
40
a1
22
3
44
45
46
47
48

Program name: [Advertising Major: 727p, 727

Department: [Communication/School of Media & Comm.

College: Potter

Contact person: Ciif Shaluta

Email: cliffshaluta@wku.edu

KE

= Introduced
einforced/Developed
M= Mastered
Assessed

Learning Outcomes
Lo1: Lo2: L03: L04: (not in Courseleaf)
Create actionable Make strategically sound | Apply knowledge and _[Define diversity & explain
advertising strategies and  [advertising decisions based _|creativity to real-world |why diversity is important
media plans. on data. ladvertising situations.  [in advertising.

Course Subject/Core Course __[Number _[Course Title

comm 200 [Communication Foundations i i i i

VKT 220 Basic Marketing Concepts i i i i

AD 230 Digital Tools R R R R

AD 240 [Advertising in @ Digital World R R R IR

AD 300 Research in Advertising and PR R R R IR

AD 321 [Comm. Analytics in PR and AD R R R

AD 330 Branding R R R R

AD 349 [AD Media R R R R

AD [a10 Portfolio R/M/A R/M/A R/M/A R/A

AD [a89 [AD Internship R/M/A R/M/A RM/A R/A

6-Hours Major Electives

AD 250 Personal Branding R R R R

PR 255 [Fundamentals of Public Relations R R R IR

AD [a10 Portfolio R/M/A RIM/A RIM/A R/A

AD a9 internship R/M/A R/M/A R/M/A R/A

comm [a89 Persuasion R R R R

comm 362 [Organizational Communication R R R R

comm 364 [crisis Communication R R R R

VKT 322 Integrated Marketing Communications __|R R R R

PR 350 Legal and Ethical Foundations R R R R

Ux 330 User Interface Design R R R R

3-Hours Diversity Elective

comm 363 Interracial Communication R

comm 365 Intercultural Communication R

comm 374 [Gender Communication R

comm [a71 [Communication in Multinational Orgz R

FLK 280 [Cultural Diversity in the U R

PR 354 International Public Relations R

socL 362 [Social Institutions: Race, Class, and Gender R

socL 375 Diversity in American Society R

som 310 [Media Diversity R





