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When Booker T. Washington founded Tuskegee
University in 1881 as the Tuskegee
Normal and Industrial Institute, its
purpose was to train newly freed
slaves as teachers. Washington want-
ed its students to become intellectu-
ally stimulated and return to their
communities to educate others. As
one of the historically black colleges
and universities (HBCUs), Tuskegee
created its first department of busi-
ness in 1962; that department
became a college in 1984 and
received AACSB accreditation in
1998.

Today, the school’s College of
Business and Information Science
(CBIS) serves approximately 450
undergraduate students, including
360 business majors and 90 comput-
er science majors. The CBIS offers
eight majors in accounting, business
administration, economics, finance,
management science, sales and mar-
keting, hospitality management, and
computer science. Bringing together
principles of business and technolo-
gy is at the forefront of the school’s
mission, says Alicia Jackson, dean of
the college. “So many businesses are
growing around the area of technol-
ogy and biotechnology,” she says.
“We wanted to combine the two
programs.”

Among the college’s core pro-
grams, its sales and marketing pro-
gram is unique, says Jackson, because
it does not isolate the marketing
major as its own discipline. “Our

marketing department is
specifically designed to
produce professional
salespersons, so the major
focuses on the sales func-
tion and customer rela-
tionship management,” she explains.
The school is also steadily growing its
hospitality management program.
Students in the program train at
Tuskegee’s Kellogg Conference
Center, which school representatives
say is the only such luxury hotel facil-
ity located at an HBCU.

In its effort to integrate disci-
plines, the school hosts its annual
Tuskegee University Business and
Engineering Conference, which is
staged entirely by business and engi-
neering students. The objective, says
Jackson, is “to show how the two
processes work together, so that
business students learn principles of
engineering and engineering stu-
dents learn principles of business.”
This year, for example, aerospace
company Raytheon gave students a
special challenge: Put a robot togeth-
er from its components, according to
customer specifications. As a result,
the students learned there was more
than one way to approach such a
project. “The engineers wanted to
put it together, but not necessarily

according to the customer
specifications,” says Jackson.
“The business students
stepped in to say, ‘No, this is
what the customer wants.’”

CBIS also hosts the annual
Booker T. Washington Economic
Development Summit, which brings
together representatives from the
business school, government, com-
munity, and professional groups.
Speakers offer information to small
business owners to foster entrepre-
neurship in the local community. 

Going forward, steady growth is at
the top of the school’s agenda. The
school wants to add majors in manage-
ment of information science and supply
chain management. In addition, the
business school is currently raising
funds for a new facility, a goal aided by
a $2 million gift from Procter &
Gamble. Estimated to cost $12 million,
the new building will boast 45,000
square feet and bear the P&G name.  

Most important, Jackson wants to
see her business school gain greater
recognition beyond its local region.
“It’s difficult for a small school to
gain national recognition, but this is
a goal I’ve shared with the faculty,”
she says. “I know how great this
school is—now it’s a matter of let-
ting the world know.” ■z

Above left: a TU campus landmark. Above:
undergraduate business students at
Tuskegee’s CBIS. Left: Dean Alicia Jackson.
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about 
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MA JOR F I ELD TESTS IN BUS INESS

How Effective is Your Business Program?

Listening.   
Learning.   

Leading.

Undergraduate Level
The Major Field Test in Business measures academic achievement in the 

multidisciplinary subject matter representative of a four-year Business major. 

This test is designed to measure basic knowledge and mastery of concepts 

and principles expected of students completing an academic major. 

Graduate Level
The test is designed to assess mastery of concepts and principles as 

well as knowledge expected of students at the conclusion of study in 

the field of Business Administration. The test goes beyond measurement 

of factual knowledge; it evaluates a student’s ability to analyze and 

solve problems, understand relationships, and interpret material.

The Major Field Test in Business provides:
• Information to departments for accreditation or accountability 

to state higher education coordinating boards

• Information to faculty for curriculum evaluation and program 

alignment with performance objectives

• National comparative data

For more information on how the Major Field Tests can help 
you better assess, monitor and improve the quality of 
your programs, visit our Web site at www.ets.org/hea, 
call 1-800-745-0269, or e-mail us at hea@ets.org. 
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The Major Field Tests
from ETS are among 
the assessment tools 
suggested by AACSB 

to assist business 
programs with 

continuous improvement.


