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Abstract

The shareware marketplace is rapidly evolving. From
a handful of authors in 1983 shareware has developed into a
$15 milion business sector in 1988 with a muitifaceted
distribution channel. This paper will review the shareware
marketplace with a focus on this distribution network which
has deveioped to get programs from the authors to personal
computer users. The causes of channe! confiicts and the
emergence of a channel leader are discussed.

INTRODUCTION

Mest papers which attempt to link the literafure to a
marketing situation begin with a review of the important
conceptual issues found in recent journal arficles. This is
reasonable when the general characteristics of the product
market are recognized by most readers, Because the
shareware market is so unusual | will start by describing the
marketplace before turning to the Iiterature.

The term shareware describes a method of
distributing personal computer software. It also is the nama
given 10 the software which is distributed by this method.
Shareware programs are available at littte or no cost to
personal computer users who want to try them (Baker and
Hofacker 1989, p. 298). !f the user decides to continue to use
the shareware product then they are asked to register it with
the auther/publisher at a cost which is usually substantiaily jess
than the equivalent conventional software program (Ruhi 1988).
Typical registration fees are $5 1o $90 although the publishers
of several larger programs request over $100. This low price is
possible because the shareware publisher spends very little on
advertising and distribution of their programs. instead thay
encourage computer users to copy their programs and share
them with other users. In order 1o achieva the widest possible
distribution at a very low cost publishers also send them to pc
user groups and put their programs on electronic bulletin
ioards where anyone with a modem can download and try
them.

Thus, the essential elements of shareware are:
1. Try before you buy
2. Sharing encouraged
3. Wide distribution
4. Low price to adopters

This paper will investigate the shareware industry
including the people who write the programs, the pc owners
who use shareware and the distribution system which connects
publiishers with users,

Data sources for this paper include a telephone
survey of major shareware authors/publishers, another round
of telephone interviews with shareware vendors, and several
field site visits to the largest publishers and vendors in the
industry. Additionaf insights were derived from in person and
elephone interviews with officers of the Association of
Shareware Professionals (ASF), the industry trade association,
and with several user groups and bulletin board operators.

A BRIEF HISTORY OF THE DEVELOPMENT OF THE
SHAREWARE INDUSTRY

The typical, early -1982 to 1985 -sharewara products
were conceived by an off-duty programmer who wasn't
satisfied with the commarcial products which were available 1o
do a computing task. In their spare time or as a break from

their graduate studies these programmers usually developed a
small, simpie, solution o a compuling problem and then gave
a copy to their friends who gave copies to their friends.
Eveniually the requesis for copies grew and convinced the
authors that they should start a part-time software business.
Thus, for many of the earliest shareware authors the sharing
mode of distribution was the maost natural way of distnbuting
their product. Few of these early innovators had experience
with the marketing aspects of pc software. Because of this and
the part-time nature of the enterprise they were happy to
continue fo focus on improving their product and not make
large up-front expenditures for advertising and distribution,
QOthers who had developed software programs were gven more
reluctant to participate in the software marketplace. These
authors relinquished their exclusive rights to their programs by
turning them over to the public domain for anyone 1o alter,
modifty and use withoul obiigation. In contrast, shareware
authars hoid the copyrights to their programs. They encourage
copying of the programs but expect users 1o register them if
they use and like the product (Glossbrenner 1982),

In the period 1985-86there was an explosion of new
shareware products. Many had heard of the successes in the
industry and were atiracted by the low start up costs compared
1o the conventional distribution and promotion mechanisms.
Although most of the authors who developed shareware
products during this second wave of programs had
programming backgrounds, there were several new authors
who were lawyers, teachers, and others who had a new product
idea and enough programming skilis to develop a usable
program. During this period several shareware products wera
favorably compared 1o ccnventional software programs in
compuler magazine articles and discussions were begun within
the shareware industry about the need to form an industry
frade asscciation.

By 1985 several of the early authors had already left
their other jobs to devote full ime to their shareware activities
and their publishing organizations are no longer housed in their
garages. Saveral publishers had over 10 employees, greater

- than $500,000 in annual sales and a few came oul with

additions to their product lines.

More explosive growth has occurred in shareware
since 1985. Although there are no industry wide statistics, Jim
Button, an industry leader has estimated that direct revenues
to shareware authors in 1988 will be $15 million (PC-SIG1988b,
p. 9). This does not include the money collected by the many
independent disk vendors.

IMPORTANCE OF DISTRIBUTION

Sharewara is ohe of the faw products whose most
distinguishing characteristic is its distribution mechanism. For
shareware this focus on the distribution mechanism is possible
because of how easily and cheaply programs can be copied.
For the conventional software publisher this ease of copying
has been a constant problem. In the past they tried to
discourage the unauthorized duplication of copyrighted
programs by instituting a variety of copy protection schemes.
These were so unpopular with pc usaers that in the current
conventional software marketpiace few programs are still copy
protected. However, for shareware publishers this ease of
copying is the basic element which determines how the
programs are distributed.

The basic methods by which pc users get access to
shareware products are illustrated in Figure 1,
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.The first shareware programs were distributed by
their authors on disks which were given to their friends,
relatives, and colleagues. Programmers also put them on
bulletin boards where other computer enthusiasts could
downioad them over the telephona linas through the use ot a
modem. These downloaded trial programs were also copied
and shared among pec users,

As the number of available programs grew, a larger
distribution system was also evolving. Parallsiing the growth
of the pe industry, pc user groups wera proliferating (Sullivan
1986: Ryan 1987) and public bulletin boards wera coming on
ling in every part of the country (Bermant 1988). Authors were
also making their programs more available to those with
modems through several large, on-line, information services
such as CompuServe and The Sourca (Glossbranner 1984), It
the user iikes the program and continues to use it they are
raequested to send a registration fea 1o the author for which they
will usually receive the latest version of the program and a
printed manual.

In the early 1980's several pc user groups and other
Individual p¢ enthusiasts began 1o coliect librares of public
domain and shareware programs and mada them available 1o
the public. Typically these vendors printed a calalogue and by
mail sold disks of unregistered programs for between $2 and
$6 per disk. In his book titled "How to Getl Free Software”
(1984) Allred Glossbrenner lists the major groups with the
largest collections of free public domain and shareware
programs for Apple, Commodora, IBM and other types ot
computers and operating systems, In this 1984 list the largest
IBM collection was available from the PC System interest Group
{PC-3iG)which was described as "one of the best organized,

most comprahensive, lowest priced, free software distribution
mechanisms we have ancountered anywhere.” {Glossbranner
1984, p. 161) This IBM specific source contained over 135
disks in 1984 which were listed in a 110 page catalogua. In
1989 PC-SIG has a library of over 1500 disks which were
described in a 417 page catalogua called "The PC-SIG
Encyclopedia of Shareware.” (1989a) PC-Sig also offers its
entira collection on a CO-ROMcompact disk for $495.

in 1985 a few other companies including The Public
Software Library and Public Brand Software had also acquired
large sharawars library collections and were offering o send
copies of shareware programs by mail. However, there was
litle notice of these vendors oulside of the user groups and
bulletin boards domain.

Starting in 1886 there was a dramatic increase in the
number of mail order libraries of shareware products. Many
acquired their collections from bulletin boards while others only
included programs which had been sent to them by the
publishers, Advertising by these smaller vendors began fto
appear In the classified sections of magazines targeted to pc
users such as PC World and PC Week. Before long these
vendors were taking large ads in these and other pc magazines
offering their disks at substantially lower prices than the mora
established vendors. A new type of retailer had amived in the
shareware channel of distribution.

While this brief description tells how the sharewarse
distribution channel developed it does not atternpt to determine
why it developed that way. In the sections which follow | will
use concepis from the literature on channels of distribution to
analyze the development of the shareware marketpiace.
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SHAREWAREDISTRIBUTION CHANNELS: DO THEY FOLLOW
CONVENTIONAL WISDOM?

Several pieces of conventional wisdom appear to be
illustrated as shareware channels of distribution have
developed. These are reviewed below.

1) Undercapitalized and ernerging products use anciilary

or afternative distribution structures. While the rest of
the software industry was bemoaning the
unauthorized duplication of software the shareware
authors were encouraging users to copy and freely
distribute their product. Downioading from bulletin
bboards must also be considered a unique and
ahernative distribution mechanism.

2) Middlemen appear when the product beging o
demonstrate economic viability. Early in the history

of shareware there were many programs entered into
the marketplace but not many vendors. When
several programs started to achieve widespread
distribution, many more vendors appeared.

3) More conventionai distributors will be used as the
product market grows. Several shareware products
are now sold by the larger retail chains. Egghead
Software for example now camies PC-Write,
AUTOMENU, PC-File, and other bast selling
shargware products. This trading up to the more
conventional distribution process is similar to the
one described for retailers by Hollander (1960).

4) The channel length is short for new products. New

products 1end 1o be soid directly to the consumer or
through a single middleman. This accurately
describes the shareware situation where initially
distribution consisted of pc users copying their
friends disks. | consider this type of sharing such a
low impedance, low cost segment of the channel
that it is essentially direct. The downloading of
programs from bulietin beards is also low impedance
because both the bulletin board operator and the
user incur lite cost in acquiring programs. Libraries
of shareware which distribute copies through the mail
have significantly lengthened the channel and
increased the cost 0 the consumer for trying
shareware products,

CONFLICT WITHIN THE CHANNEL

This final section on the distribution of shareware will
review the intrachannel conflicts which have occurred and the
ongins of these conflicts. It will also discuss the mechanisms
which are acting to resolve thase conflicts.

Confiict within distribution networks occur in three
areas. These are goal incompatibility, domain dissensus, and
differing parceptions of reality (Stern and Ei-Ansary1988; Eigar
1979; Rosenberg and Stern 1971). The sharewara channel has
exhibited relatively little conflict due to to first wo of these
areas: incompatibilities over goals or disagreements about
each channel members area of domain. Howaver, there have
baen some confiicts over the differing perceptions among
channel members. Below | will look at these three areas of
conflict in more detail.

Goa! Incompatibilities and Domain Dissensus

Each channet member has a set of goals and they
will often be incompatible with those o other channel
members. These incompatible goals will be more likely to
cause conflict when there is a high degree of functional

interdependence. Compared to mast channel systems there
appears to be litle functional interdependence within the
sharewara channel. Recall from Figure 1 that the channe!
which gets the shareware program to the consumer includes
publishers/authors, vendors, user groups, bulletin boards and
the users sharing programs among themselves. The only
exchange belween the authors and bulletin board operators
and user groups occurs when authors send them a single copy
of the disk cantaining the shareware program. Vendors may
also acquire programs directly from the authors but
alternatively they can rely on bulletin boards, user groups, or
friends as their source of programs. Neither vendors, bulletin
boards or user groups pay any fees to authors nor do authors
have any direct input to vendor marketing decisions except to
prohibit the vendor or anyons eise from charging more than a
certain amount (usually $6 maximum) to reproduce and
distribute the program.

Because of this lack of functional interdependence
there have not been many disagreements over goals. For the
sama reason there is litle domain dissensus. Each participants
rola in the channel is clear. Publishers are centent to let the
vandors, user groups and bulletin boards perform the
distribution functions. Neither the authors nor the distributors
have much power over the other. Authors may prefer not to
have certain vendors distribute their program. But because
distributors can receive programs from more than one source
including other distributors the authors cannot easily choose a
selective distribution policy. Thus, individuaily the publishers
have littte power in the channei and there are few arguments
about who is to perform which functions.

Differing Perceptions of Reality

While there is relatively little conflict in each of the
preceding areas, major frustrations and conflicts arise in the
third area which has to do with how the product is perceived
by the vendors and how they advertise shareware. Even
PC-SIG, the first major vendor and until recently the largest
oneg, has had conflict with publishers over how to describe
sharewarae in its calalogue and bi-monthly magazine, Many
authors thought that PC-SiGwas nol being explicit enough
about the economics of shareware. They wanted more
emphasis on the fact that if users continued to compute with
tha program which they had purchased frorm PC-SiGfor $6 per
disk, then they should register the disk with the author. Of
course this also had to do with a basic difference in goals.
The publishers are interested in having users register their
programs and wanted this concept explained by PC-SIG. The
contral issue for PC-SIGwas distribution of trial disks which
might be inhibited by quoting registration fees in their
advertisements.

Vendors who entered the market more recentiy have
been even more problematic for the authors in the area of
perceptions. Authors decry the way these mail-order sources
advertise. A major complaint of shareware authors is that the
vendors description of shareware are either non-existant, or
misleading. Thay refer to the programs as free software or
public domain software while most of the products which
vendors were listing in their ads are shareware products.

EMERGENCE OF A CHANNEL LEADER

PC-SIG the largest distributor of shareware, has been
influential in the channel. It has facilitated communication
betwean sharewara users and publishers by publishing letters
and columns in its Shareware Magazing. PC-SiGhas power in
the channel because of its ability to select programs 1o be
included in its catalogue and to be reviewed in its magazine.
Howaever, while shareware authors want PC-StGlo choose thair
programs for inclusion in their catalogue they have never
accepted PC-SIGas the channel leader.



in 1987 the Association of Shareware Professionals
{ASP)was formed and rapidly became the most important and
powerful organization in the shareware channei. As Stern and
El-Ansary (1988) point out it is not unusual for a frade
association to participate and provide leadership in a channel.
What was unusual was how rapidly and efiectively the
publishers organized and asserted themselves as a primary
spokesperson for the shareware industry. The ASP intervened
twice in the distribution channel. First, they developed
standards for its members in programming, marketing, and
program support. Next, the ASP developed a set of guidelines
for vendors which are designed 10 coerce vendors to accurately
identify and explain the nature of shareware, If a vandor wishes
10 be approved by the ASP they must agree to adhere to these
guidelines.

In addition to the coercion of vendors, the ASP has
also adopted some co-optiontechniques to help manage the
channei conflict. While full membership in the ASP is limited
1o programmers with a serious shareware product, vendots
may join as associate members. The ASP aiso tried to
encourage cooperation within the distribution channel by
including the vendors in their deliberations about vendor
relations. "ASP members meet in a ‘continuous’ electronic
meeting, on-line via CompuServe” (Shareware Magazine,
Nov.-Dec. 1988, p.38). As the ASP was developing their
guidelines the vendors were encouraged to participate in this
electronic forum which constitutes what the ASP calls the
worlds' longest ongoing Board meseting.

CONCLUSION

Conventional wisdom about the development of
channels of distribution was shown 1o be accurate in describing
the way the organizations in the shareware Industry have
evolved. Because sharewara incorporates a try before you buy
concept there are actually two overlapping channels, The first
includes the mechanism by which the customer first acquires
a copy of the program. The other focuses on how the users
receives a registered copy of the program. The first channel is
mofe interesting from a distribution perspective because it
includes the publishers, a variety of intermediate distributors,
and the consumef. Ancther interesting aspect of this exchange
is that the program publisher derives no immediate benefit
from it.

For the second exchange, which usually ¢nly includes
the publishers and the satisfied program users, the most
important issue concerns the decision to voluntarily register the
program, This exchange will be the subject of a forthcoming

paper.
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TEACHING COMPUTERS TO EXECUTIVES:
A MARKETING CONCEPT APPROACH

CharlesW. Fojtik, AssociateProfessorof Marketing
School of Businessand Management,PepperdineUniversity

Abstract

Many executivesapparentlybelievethat
computersare a valuabletool for their statfand
middle managers. Yet the overalirate of computer
usage among executivesthemselvesis quite low and
has not shown any significanigrowth in the last few
years. It is the author'scontentionthat the traditional
approachto teachingcomputerusage, when used
with executives,actuallycreatesa negative
impresssionof their usefuiness. The authordescribes
an alternatecourse structurethat he believesis more
in line with the way executivesview their worid. By
combininga case study setting with specialized
software, the participantsare able to performtheir
own on-lineproblem analysiswithoutfirst havingto
learn an operating environmentor unique software
conventions. Once they have seen the benefitsof
direct real-timeinteractionwith a modeled
environmentthey are more willingto pursue
operationaldetails of computersthey previously
thoughtrelevantonly to their staff,

The Problem

Judging by equipmentacquisitionbudgets,
many executivesapparentlybelievethat computers
are a valuabletool for their staff and middle
managers. Accordingto the market researchfirm
Dataquest,the number of white collar workers who
have a computeron their desk has steadilygrown
throughthe 80’s. Yet the overalirate of computer
usage among executivesthemselvesis quite low and,
more disturbingly has not shown any significant
growth in the last few years. For example,a recent
study noted that only one out of five CEQ’s of
Fortune 500 firms use a computer,the same levelas
in 1986 (Neison, 1989).

Among executiveswho do use computers,
many find the time spent at their keyboardsto be of
significantvalue (see for example Rockartand
Delong, 1988). Many businessconsultantsand
educatorsare convincedthat the computershould be
consideredas valuablea toof for the executiveas the
telephone., Why then after ailmostten years of falling
prices, greater power, and easierinterfacesdoes
computerusage lag behind that envisionedby its
supporters?

| believethat one explanationlies in the
instructionalprocessthat educatorshave used when
teaching computersto executives. It will be helpfulto
view that process as a marketingexchangein which
the educatoris a manufacturer,his productis
computerliteracy,and the executiveis the consumer.
My contentionis that educatorsuse in essencea
"seilingconcept’ approachto their product. Thatis,
the classis taught with a processthat fits the
paradigmof the educator’sworld but not that of the
executives. If educatorsutilizedan approachbased
on the marketingconcept, they would more likely
"consummatea sale". In this note, | will: 1) describe
the educator’sparadigmand the course structureit
creates; 2) contrastthis with the executives’paradigm
and what they experience; 3) proposea new colirse
structurethat | feel will be more likelyto bring the
potentialof executivecomputerusage to fruition.



The Educator’'s Paradigm and Course Design

Faced with a real life businessdecision,
educatorstend to take a detached analyticalview of
the situation. They proceed rather linearlythrough
the problem, extractinga few major factorsand
designinga logical (often mathematicalimode] of the
reality. They then use an "elegant”procedureto find
an cptimalsolutionto the model, believingthis
solutionwill fit the reality reasonablyweil. When
transferringtheir understandingto others, educators
tend to retainthis logicalordering of topics. They
first explainthe logic underlyingtheir model, then
describetheir application,and finallypresentthe
conclusionsthey have drawn fromit. They resist
what they call the “cookbook" approach,in which
model usage is stressed withoutunderstandingthe
_ underlyinglogic.

In designingand implementinga course on
computer usage, the educator works from his/her
linearrationalapproachand buildsa course which
expects the studentto do somethinglike the
following:

1. Explore the technicalfunctioningof
the machineand its software.

2. Learnthe particularoperatingsystem
of the machine,how to create, save, and retrievefiles.

3. Use a word processingapplication
packageto create some kind of personaloutput.

4, Learn the basic commandsfor a
modelingpackage (suchas Lotus 1-2-3™ or Excel™).

5. Builda simplespreadsheetmodel.

6. Input data, interpretresults, and
rerun under differentscenarios.

This course structurehas worked reasonably
well where the studentshave the age/experience
profile of the typicalundergraduate. They have the
patienceto work accordingto instructions geven when
the goal of a processis only dimly perceived. For
employed aduitsin eveningdegree programs,the
approachbecomesless efficient,since the students’
own goals are oftenin conflictwith those of the
instructor. However, the approachbreaks down
almost completelywhen used with maturetop level

executives. To understandwhy, we must explore the
executive'sparadigm.
The Executive’s Paradigm _and Course Experience

Executivesapproachthe decisionsituationfrom

a significantlifferentperspective. They have come

to believein what mightbe termed "institutional”
knowledge,acquired throughtheir years of direct
experiencewith the products, customers,

competitors,and other elementsof their environment.

Beset by time pressures,they use their knowledge
base to arrive at an intuitiveexplanationfor events.
Faced with a decisionsituation,they generate,and
immediatelyimplement,a responsewhichis
anticipatedto achievea productiveoutcome. Any

detailedanalysesthey deem necessaryare delegated

to staff. There is littlepatiencefor introspective
reflection,relatingthe specifticproblemto more
general phenomena,or creatingany explicitmodel of
their decisionprocess for applicationto subsequent
decisions.

When put into the role of student,executives
expect the educatorto share this same appreciation
tor an immediatepayoff for any materijaldiscussed.

Their experiencein computerclasses, however, often

runs as follows:

1. They enter the course with high hopes
of acquiringa new powerfultool to save time and
simplifytheir lives.

2. The initialclass periods are spenton
technicalirrelevanciespresentedin a foreign
language ("bytes, DOS, RAM?"),

3. Beforethey can make any inputto the
machine, they must learn the tangentialskill of typing
. This not only slows the process but introducesa
strong behaviorairesponse:"Real executivesdon’tdo

typing. | shouidhave sent my secretaryto this class!":

4. At the system utilitylevel, theirtyping
errors are often "fatal’, or produce completely
unexpected prompt/errorcommands,mystifyingthe
executiveas to what the machineis doing. [As an
example, consideran attempttoc change from the A-

driveto B-driveon a DOS machine. If the usertypes -

"B;" instead of "B:", the machinereplies with "BAD

FILE NAME", which has nothing whateverto do with
the desired operation.] A few such experienceslead
the executiveto conclude:a) this is too hard for me;

ey
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b) this machineis too dumb to be of any real
value.

5. Once at the applicationievel, they are
faced with a completelynew set of commandcodes
to master before any usable model can be
constructed.

6. After a fullday of class, the executive
has not seen anythingof value in terms of runningthe
business. Even the most successfulmember of the
clagsis likelyto concludethat actualusage of a
computerat the office wiill requirean ongoing
increasein time "overhead"ratherthan any decrease
as was initiallyhoped. Not havingreached the ability
to interactivelytest out a series of alternatives,see the
impactsrevealed almostimmediately,and do so
withoutinvolvingany other staff, they find it quite
difficultto visualizethe potentialadvantagesof these
capabilities.

A Market-bagsed Course Structure for Executives
and Computers

In conjunctionwith a grant from Apple®
Computer,! was charged by the ExecutivePrograms
Office of the PepperdineUniversitySchool of
Businessand Managementto developan executive
course on the use of computers. In preparation,l
reviewedthe literatureon executivedecisionmaking,
consideredmy personalexperiencewith teaching
some 200 executives,and conductedinterviewswith
42 executiveson their own computerusage. | then
designeda course based on the executives’
paradigm. It differsfrom the traditionalapproachin
the followingways:

The courseis anchoredto a specificbusinesscase
whichincludesseveralyears of operatingdata,
organizationcharts, personnelfiles,and a customer
database. Thus, the participantsfocus on identitying
and solvingbusinessproblems, not learningthe
computer. The computerremainsthe tool, not the
task.

The systemand software used providea transparent
interfacefor the user. Ratherthan needingany
operatingcommands,the user merely points at what
is of interestand clicks. A comhinationof Apples
Macintosh™ computersand HyperCard software,

along with some customizedstackware, has made
this possible.

The interfaceuses the familiarmetaphorsof
executivelife, such as a visualdesktop, organization
charts for personneldata, flipcharts,calendars,
rolodex, etc. (see figure 1). The executiveseesa
businessenvironmentvisuallysimulatedinsidethe
computerrather than screensof verbaland
quantitativeinformation.

Activitiesare kept at an executivelevel, avoiding
such aspectsas detailed cost analysis,report
preparation,etc. that would likelybe done by stalf
personnel. The userremainsin HyperCard for most
of the process,allowingaccessto its non-linear,
button-linkingcapabilities. Thisavoids the need to
teach separateapplicationpackagesbefore the
participantfeels comfortableand sees enough payoff
to justifythe required additionaltime.

The courseis presentedin four modules. No
computerprocedureis taughtuntilafter a bottom-line
payoftis firstdemonstrated. Modulecontentis
outlinedbelow.

In the first module, participantsreviewthe
current operating performance,environmental
conditions,and availableresourcesfor the case
setting. Thisis done completelyvia the computer,yet
no command codes or typing are necessary.
Regardlessof degree of computerphobia or disdain,
the executivecan navigatethroughan information
environmentand get comfortablewith the machine.

The second module allows participantsto add
and change informationaccordingto their own
designs. As part of this module, outsidedatabases
are accessed via modem to demonstratethat the
computercan serve as the executives’direct link to
new sources of information. Thismoduledoes
require some typing skills,at least of the "hunt and
peck” variety. However, the executiveis more ableto
see a payofffor direct interfacewith the
machine/systemand consequentlyis more receptive
to accommodatingto this admittedlyarchaic
procedure {oh, to have the promiserealized of direct
voice entry and output!),



In the third module, preformatted*macro-d*
spreadsheets{structuredwithinHyperCard,notin a
separate spreadsheetapplication)with built-in
responsefunctions(reflectingincome, balance sheet,
and fundsflow reports) aliow the computerto be
used as a planningtool for exploring possiblefutures.
At this point, executivescan see how they can
radicallyreduce the time lost waiting for staffto rerun
analysesdue to changed conditionsor new ideas.

The finalmodule exposes the computer
operating systemand introducesspecializedsoftware,
such as spreadsheetand database packages. Now
that they have seen firsthandthe benefitsof computer
usage, participantsare willingto expend some effort
to learn these details.

Current Status and Conclusions

To date, the HyperCard interfacehas been
tested, with very tavorableresponse. The complete
course package awaits the computerizatiorof the
detailed case informationand is expected to get full
testing during early 1990. A processof pre- and
post-testingwill assessthe degree to which
executives’attitudestoward, and usage of, the
computerhave been affected.

Al some time in the not-too-distantfuture,
executiveswill have a true workstationat their avail,
allowingvoice access and incorporatingother artiticial
intelligencecapabilities. In the meantime,if
executivesare to realizethe existingbenefitsof
personalcomputerusage, their instructorsshould
considerthe adoptionof a more market-centered
approachto coursedelivery. The course structure
describedin this note is one proposed way to
increasethe usage of computersamong executives.
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A SURVEY OF THE LIMITATIONS OF TYPES OF MEDIA
TRADITIONALLY USED IN TEACHING MARKETING
COMPARED WITH COMPUTER ASSISTED INSTRUCTION {CAI]

James H. Holmes, Aibuquerque Technical-Vocational Institute
Charles W. Edelman, Albuquerque Techaical-Vocational Institute

Abstract

With the advent of new technologies available to
business educators, it is reasonable to assume that many
educators are reassessing the effectiveness of traditional
media in their classrooms. This article attempts to struc-
ture a review of some of those media and to suggest that
computer assisted instruction {CAI) may be a viable alter-
native,

While the authors have not conducted research
aimed at determining the effectiveness of CAI simulations,
they propose that CAI should be seriously considered be-
cause of its proximity to reality. A theoretical construct is
used in which media are considered on a continuum from
"chalkboards to real-life marketing problems.*

Mager’'s (1988) definition of media selection as
*delivery system selection® including not only "instructional
things™ but also people and "job things" is used because it
implies the interrelationships that are characteristic of new
instructional technologies such as CAl

A review of current educational research indicates
that it is inconclusive whether there is a significant gain
from using CAIl in the classroom. While Kulik (1986) found
an advantage of fifteen percentage points over traditional
classroom instruction, Clark (1985), on the other hand,
argues that the difference lies in the superior jnstructional
design of computerized lessons and that high-quality tradi-
tional instruction can be just as effective.

The Media Continuum Model

Traditional instructional technologies are divided
into non-projected and projected mediz and are contrasted
with contemporary instructional technologies which are
viewed as interactive. The technologies are seen on a con-
tinuum moving from a less realistic perspective to a more
realistic one as it moves from left to right. The right side
proximates real-life marketing experiences.

Media Limitations

It is realized that all media have pros and cons
in their applications. In this discussion, the limitations of
media use are considered in the context of how closely they
help the student to bridge the gap between the classroom
environment and the business world. Key questions are:
(1) How closely do the media reflect real-life marketing
issues?;, (2) Is the student able to control data during
decision-making phases?; (3) Do the media provide feeback
and recommendations for corrective action?; and (4) How
adaptable are the media for individualized study?

Expected Benefits of CAI

If "experience is the best teacher,” selection of
media from the contemporary instruction technologies
would best meet that educational goal. While the tradi-
tional media have their umique applications, the more
recently developed ones may more ciosely resemble reality
{Davies, 1980), (Harms, Stehr, Harris, 1972), and
(Romiszowski, 1988),

In 1980, approximately 90 percent of all busi-
ness schools were using CAI somewhere in their curriculum
(Faria, 1980). Today, there is not a course in the business
curriculum in which a computer cannot be used {O’Neal,
1989). Compared with previous generations, today’s stu-
dents have been exposed to new technologies throughout
their lives and expect the use of computers in their cur-

ricula.

In a recent article in Dean and Director
(August, 1989), a survey by the American Society for
Training and Development indicated that, by 1992, more
that 29 percent of Fortune 500 corporations will be using
CAl in training professionals while 37 percent will be using
it for skills and crafts training. The survey further showed
that CAI is more cost effective that interactive video and

teleconferencing.




In terms of instructional quality, human
performance may yield broad fluctuations while technology
driven processes are necessarily more consistent. It has
been estimated that reading, hearing and seeing informa-
tion results in fifty percent retention while adding the
dimension of practice causes upwards of minety percent
retention (Dennee, 1988). To the extent that CAl enables
practice the learning process should be enhanced.
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Working to Improve Faculty Support
For Collegiate Chapters of the
American Marketing Association

Michael C. Budden, Auburn University at Montgomery
Robert C. Lake, Auburn University at Montgomery

Abstract

The effective use of extra-curricular
activities by students can aid greaily in the
educational process. American Marketing
Association chapters expose students to marketing
activities and individuals that classrooms fail to
adequately provide. The problem facing many
marketing departments that sponsor organizations
like the AMA centers on getting good advisors and
faculty support of the organization's activities.
Suggestions are made detalling how departments
can improve their faculty support of student groups
such as AMA chapters.
INTRODUCTION

Participationin extra-curricularactivities can
be heneficial and aid students in preparing to cope
with real worid endeavors and challenges.
Participation in organizations such as the American
Marketing Association Collegiate (AMA) program
allows students an opportunity to gain first hand
knowledge of their chosen field as well as gives
them the opportunity to develop leadership and
communication skills so vital to their career
development. The benefits of such organizational
participation was recognized in a recent national
survey of marketing professors which showed that
the great majority felt that active participation in
AMA Chapter activities played an important role in

the development of academic and career success
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(Budden, 1985).

An active and well-managed AMA chapter can
facilitate and be an adjunct to the learning process.
It can also be a catalyst for the development of
understandings, friendships and other positive
relationships between the student members and the
faculty who support and participate in its activities.
A well-managed and active chapter can aid in
departmental recruiting of majors and faculty. Yet
in too many universities, faculty participation and
support of AM.A. chapters is less than needed for
optimal program and student development.

To encourage faculty support and participation, it
is imperative that marketing faculty and
administrators recognize the importance of AMA
chapters and work to improve their situation. Such
efforts will result in the ability of the chapter to
contribute to both the learning process and even
the quality of campus life for the students. A
marketing department can do much 1o increase
faculty involvement in the local chapter and needs
to concentrate on developing its faculty’s interest in
This will result in

and support for the chapter.

furthering both the chapter’s development and the



faculty's development by providing new outlets for
facuity contributions to the department’'s goals.
Several activities are suggested in this paper which
have improved and increased faculty support of the
A.M.A. and other student organizations at various
universities. Most of these activities are simple to
implement and do not require a large financial
investment.
PLAN OF ATTACK

A concerted effort that is broad-based is
necessary to maximize the benefits that an active,
well-managed AMA chapter can bring to a
department and university.

Saocials and Initial Meetings

First, the faculty adviscr can have a regular
*soft drink social" for the facuity and the officers of
the AMA. It was the experience at one university
that such socials provided a friendly, common
ground to get both faculty and students interested
in the chapter's development. The department
involved held the hour-long social at the department
head's home located not too far from campus.
Having the social at the home of the department
head tended to emphasize the department head's
belief that the chapter was worthy of development
and support and that such support would start at
the top.

The amount of

faculty participation

increased each semester to the point where within
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two years all marketing faculty were attending the
socials. The social's purpose was to let the faculty
and the officers meet and talk amiably about the
plans of the chapter for the coming semester.
During the social, the advisor without fail would
eventually suggests projects and ideas involving the
faculty which could help the chapter in its
endeavors. This small, beginning-of-semester
gathering has proven to be a real success and is
credited with a substantial increase in faculty

support at that university.

Benefits of Banquets

Second, each semester the AMA chapter should
have an end of the semester banquet. Ideally, the
banquet should feature a guest speaker. To
encourage facuity involvement, the chapter
president can visit facuity and request suggestions
from them on the choice of a speaker. The chapter
should strive to have exciting, powerful speakers at
these banquets so as to improve both facuity and
student interest and support for the chapter. The
speaker at one semester's banquet was a dynamic
alumnus whose real estate business had captured
some 60% of the real estate market in the area and
was doing more that $100 million in sales per year.
That particular banguet .had only one faculty
member not to show up (and he was at a

marketing conference in ancther city).

A point needs to be made about banquet seating.
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This particular chapter's hanguet seating allowed
individuals to select their seats on a voluntary basis.
As a resuit, the faculty tended to congregate with
faculty and students sat with students. It was
decided thatto maximize student-faculty interaction,
banquets would have faculty members’ seating
assigned so that each table wouid have both
students and at least one facuity member. With a
recent banquet’s seating so arranged, it was
apparent to both the officers and the department
head that this assigned seating is paying off.
Necessity of Good Speakers

Third, at the regular meetings, the chapter
should strive to have speakers which will interest
and educate not only the students but the faculty.
Faculty need to be notified in advance about the
meetings’ agendas, encouraged to attend, and
reminded about the meetings and the importance
of faculty attending. Business contacts of the
facuity and the School's advisory board members
can be asked to speak thus encouraging the faculty
to attend and participate. In addition, the time and
dates of the meeting need to be scheduled to
minimize “interference with faculty teaching and
committee duties.
Administrative Support is Necessary

Fourth, the chapter needs to get the
The department

support of the administration.

head, the dean and the higher administration
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should be made aware of the activities and the
importance of the AMA chapter. On many

campuses, the AMA is among the larger

organizations. On one campus in particular, the
AMA chapter is the largest non-Greek organization
on campus. More and more chapters are writing
and supporting their own newsletters. Cne chapter,
besides being Involved in  marketing-oriented
activities (writes the newsletter and sells advertising
to support it, sells coupons for insertion into the
bookstore’s textbooks, and conducts marketing
research projects for local businesses), also
conducts several community service projects each
year. Collecting food for the local food bank,
promoting the campus blood drive to supply the
local blood bank, and participating in high school
days on campus are among the many activities the
chapter has sponsored. Such activities reflect well
on the chapter, the coilege of business and the
university. These activities recetve much favorable
publicity. A smart advisor would do well to make
sure copies of relevant news releases reach the
departmental desk and the dean's office as well.
As a rule, administrators should aiways be invited
to participate in the chapter's major activities.
After several years of trying, one semester the
President of a university attended his university's

AMA banquet. This was the first time in the ten year

history of that chapter that the President had



elected to attend. The officers felt it was a direct
result of the many good speakers the chapters had
brought to campus, the quality activities which
supported the community. and the favorable
attention all of this brought to the College and
University.  Cultivating this administrative suppon
is important in encouraging faculty participation and
support of chapter activities.

Encourage Dual-Benefit Projects

Fifth, the American Marketing Association
as a fundraiser can encourage faculty to let them
assist in either academic or consulting research and
other activities that are marketing-oriented. This
semester one chapter did a major phone survey for
one of the professors who was working on a
consulting  project. The chapter earned
approximately $1,000 and the experience of
participating in such a survey, and the professor
was able to work closely with many of the chapter's
members. Additionally, the chapter conducted a
survey for the local Chamber of Commerce to
determine attitudes towards a local festival that the
Chamber sponsors.. The Chapter earned several
hundred dollars for this effort. This chapter is
already seeking other projects for next semester
and is actively touting its ability to conduct and

complete major research projects.

Reward the Effort

Lastly, to encourage maximum facuity
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support, the administration needs to recognize the
value of the American Marketing Association
chapter to the school and act accordingly. Active
faculty advisors will spend numerous hours tending
to a seemingly endless list of minor and major
problems associated with the activities and
management of the chapter. A well-run, active
chapter is the result of hard work and dedication.
It does not happen merely by accident. The
college and departmental administration should
reward such effort and activity on the part of the
advisor when it comes time to evaluate merit. A
conscientious faculty advisor will probably not be
as productive a researcher as someone who does
not have a corresponding drain on his/her time and
energies. Paying lip service to these activities
does nothing more than breed resentment. A
college may even consider giving release time for
active advisors as a sign that such activities are
important and appreciated. It is imperative that
good advisors be rewarded. More and more,
researchers are finding that student retention is
related to the positive effects one gets from inter-
personal relationships with both students and
faculty. These effects can best be developed by
working to recognize and reward dedicated. hard-
working advisors.

SUMMARY

Marketing

The existence of an American

s e
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Association chapter on a college campus can add
much to both the learning and social environment.
Facuity should be encouraged to participate and
support the activities of the department’'s AMA
chapter. Having soft drink socials, inviting and
encouraging faculty and the administration to
attend the activities of the chapter, making sure the
activities are relevant and interesting, encouraging
joint faculty-chapter research support, and
recognizing and rewarding the valuable activities of
active chapter advisors are all activities that can be
easily implemented to improve faculty-chapter
interaction. The American Marketing Association
chapter can add much to a College of Business. it
is imperative that the chapter be supported in its

activities by both the faculty and administration.
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USING INDUSTRIAL BUYING BEHAVICR PRINCIPLES TO IMPROVE THE VOCATIONAL
REHABILITATION SERVICE EXCHANGE:

AN EXPLORATORY DISCUSSION

M. Christine Lewis,Wayne State University
fred W. Morgan, Waane State University

The delivery of wvocational rehabilitation
(VR) services is sn expensive and critical service
provided by govermments. Various inefficiencies in
providing such benefits, however, can be reduced
through the application of marketing and buyer be-
havior research.

CURRENT VR SERVICE DELIVERY MODEL

Review of the handicapped person’s work po-
tential is the initial step in the rehabilitation
process, Together, the VR counselor and client de-
veiop goals and a related training program. When
the client is ready for competitive employment, a
job search is begun,

The intangibility of the VR service offering
confuses performance appraisals. A disabled em-
ployee’s capabilities are difficult to assess until
the person has been on the job for some period of
time. Thus, the production process used by rehab
counselors is not standardized, which makes it more
difficult for employers to judge the applicant’s
qualifications.

Perhaps the most basic problem is that the
traditional VR service delivery model focuses almost
exclusively on the disabled person. VR experts have
not recognized the employer as their real customer,

APPLYING ORGANIZATION BUYING RESEARCH

Findings from the industrial buyer research
iiterature substantiate the idea that VR counselors
andd employing organizations should work together
regularly. This perspective is suggested by re-
searchers who advise marketers to locate key deci-
sion people in the organization buyer center (Jack-
son, Keith, and Burdick 1984; Ryan and Holbrook
1982; Ronchetto, Hutt, and Reingein 19893,

Other findings related to the nature of the
buying task (McCabe 1987), organizational structure
(Johnson Brown and Reingen 19873, information search
(Roedder John, Scott, and Bettman 1986), purchase
novelty (McQuiston 1989), and service familiarity
(Sujan 1985) are also relevant.

16

More fully incorporating employers into the
rehab process would yield several important bene-
fits: realistic setting of employment goals, ongo-
ing VR-employer relationships, and standardization
of VR process.
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STRATEGIC 1SSUES IN MARKETING EDUCATION: THE RESIDENT VERSUS
COMMUTER SCHOOL DICHOTOMY

John A. Schibrowsky, University of Nevada-lLas Vegas
James W. Peltier, University of Nevada-Las Vegas
James W. Gentry, University of Nebraska-Lincoln

ABSTRACT

The educational envirorment at commuter
campuses differs dramatically from that of resident
campuses. Since most marketing educators learned
their teaching and research skills at predominately
residential campuses, the move to a commuter school
might be an unpleasant and frustrating experience.
To be successful, the educator must learn to adapt to
the differences in the academic envirorment in much
the same way marketers adapt te changes in their
marketing envirorment. In essence, a marketing
approach is needed. It should be noted that the
authors do not believe that educators at commuter
schools should ever consider lowering their
expectations regarding student performance. Instead,
modifications that increase the quality of the
educational experience and that enhance one’s
research and service record should be considered.

The differences in the academic envirorments
between comnuter and resident campuses can be divided
into three areas; university/campus, community, and
student differences,

Three major university/campus differences
need to be considered. They include differences in
University missions, entrance requirements, and
faculty differences. Generally, commyter schools
tend to have locally oriented missions, goals, and
entrance requirements. The faculties at commuter
schools tend to spend less time on campus and include
a larger percentage of adjunct instructors.

Community differences that might have an
impact on one’s approach to marketing education,
research, and service at a particular campus include
the size of the community and the relationship
between the University and the community. The size
of the community tends to be a resource constraint
for the commuter school. Also, commuter schools tend
to be more dependent on the local community than are
resident campuses. As & result the relationship
between the commuter school and the local community
is usually much closer.

Differences between commuter and residential
students that impact marketing educators include
backgrounds, outside obligations, effort necessary to
get to campus, career situation, social needs, length
of time necessary to complete a degree program, and
community ties.

These differences in the academic
envirorments between residential and commuter schools
lead to a nrumber of potential problems and

‘opportunities. Some examples of potential problems

at commuter schools incl{ude the University being
fiseally tied to the local economy, myopic missions
and objectives, less collegiality, a lack of common
interests and goals among the facuity and students,
students are on campus less often, students have
greater time constraints and more potential
distractions.

On the other hand, commuter schools offer a
number of potential opportunities that might not be
available at residential campuses. They include easy
access to the community, community service options,
maturity of students, students desire for useful job
skills, and students with work experience. Marketing
educators need to develop adaptation strategies that
minimize the problems and maximize the opportunities
associated with commuter campuses.

This article suggests that each campus is different
and therefore marketing educators must Llearn to
analyze and adapt to differences in these academic
enviromments. However, a few generalizations for
potential areas of adaptation for marketing educators
teaching at commuter campuses can be made. They
include course/classroom modifications and outside
the classroom activities. Within the classroom
activities include reviewing the basics as a lead in
to the advanced courses, more class discussions, more
direction on projects and other outside of class
assignments, experience related projects, smaller
group sizes on projects, self selected groups with
peer evaluations for projects, and planning class
activities that can be performed off campus.

Some outside of class activities include socializing
with the adjuncts, focusing student organizations on
professional and networking activities, and getting
involved with the local business community.

This article suggests that marketing educators need
to analyze the academic environment at their
respective universities to be able to make the
necessary modifications to become more effective
teachers and researchers. This 1is especially
important when educators change from resident to
commuter universities or vice versa. Also, the
framework proposed here can be used to help in the
evaluation of prospective job opportunities.
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A LEGAL PERSPECTIVE ON THE IMPORTANCE OF PRODUCT WARNINGS

Karl A. Boedecker, University of Sen Francisco
Fred W. Morgan, Wayne State University

ABSTRALT

Marketing managers must realize that product
warnings have to be tailored to various market seg-
ments for a specific product. Consumers’ percep-
tions and use of a product must be considered when
creating warnings during product development.

INTRODUCT ION

The duty of product marketers and suppliers
to provide adequate warnings of certain foreseeable
risks associated with the use of their products has
become firmly embedded in American tort law., Liti-
gation may arise from a failure to provide any warn-
ing, a failure to provide sufficient information in
a warning, or the failure to convey adequately the
warning to those who are entitled te it. Thus, a
firm which wishes to minimize its product liability
exposure must address the following questions: When
is a wWarning necessary? What information is re-
quired for an adequate warning? To whom must the
warning be given?

Most of the reported case iaw and related
commentaries have dealt with the issues of when a
warning is required and who is entitled to receive
it. Although the term "adequate warning" frequently
appears in both judicial opinions and legal Litera-
ture, these sources offer little insight into the
question of what constitutes an adequate warning.
This issue deserves more thorough consideration be-
cause a warning can be adequate only if it reaches
the intended party with a message that is properly
perceived and followed,

Some engineering and social science disci-

plines have enumerated criteria for adeguate product
warnings, most notably human factors engineering and
psychology. Human factors researchers, who pursue
an interdisciplinary approach to product use and de-
sign, have developed some guidelines regarding the
form and content of warning messages. This ap-
proach, however, emphasizes the engineering aspects
of product warnings rather than the need for empiri-
cal investigations of how such messages are actually
perceived and understood by the intended audience.
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The behavioral science disciplines, particu-
larly psychology, do address these issues. Although
some product Liability literature considers the use-
fulness of behavioral research for resolving ques-
tions about product warnings, no reported opinions
have relied upon such investigations.

Neither of these fields, however, fully ac-
knowledges the significance of making product warn-
ings an integral part of the product development
process. Doing so would necessitate both product
and market tests of warnings in order tc evaluate
their effectiveness from a consumer/user point of
view. Such an approach would fall within the mar-
keting discipline or, more specifically, the market-
ing management field.

Nonetheless, judicial opinions have not dis-
cussed the role of marketing managers in carrying
out the firm’s duty to provide adequate warnings.
This amounts to a surprising omission, given the
role that merketers play in both product development
and promotion/communication strategies. In particu-
lar, the emphasis that the marketing management dis-
cipline places uypon a consumer orientation would of-
fer a useful perspective for the development and
evaluation of product warnings.

Therefore, topic of what constitutes an ade-
quate product warning from a marketing management
perspective is considered here. Marketing manage-
ment processes and technigues which firms could use
to develop and test product warnings are discussed.
The use of market research techniques to evaluate
the adequacy of existing warnings for products al-
ready in the market is atso explored.

LEGAL BASES FOR PROOUCT WARNING REQUIREMENTS

Modern product liability law imposes product-
warning requirements upon suppliers of certain goods
under both negligence and strict Lliability princi-
pies. The general objective for either tort theory
is to make users aware of foreseeable dangers re-
iated to use of the product, where those dangers
would otherwise amount to an unreasonable risk of

harm. According to negligence principles, a sup-
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plier has a duty to warn foreseeable users about
hazards associated with use of the product, where
the supplier knows or has reason to know of such
hazards and the users do not (Restatement 1979,
#388). The standard of care derives from the basic
negligence of the prudent person: Would a reason-
ably prudent supplier have warned of the hazard?

strict liability for failure to warn arises
where, despite the absence of manufacturing defects
or foreign ingredients, a product leaves the sup-
plier’s control in a defective condition that ex-
poses the user to unreasonable danger The lack of an
appropriate warning may constitute such a defect
(Restatement 1979, #402A, comments g,i,j).

The phrase "duty to warn" appears in discus-
sions of both negligence and strict Lliability cases.
Courts and commentators frequently blur the distinc-
tions, perhaps because the duty to warn in strict
liability rests upon negligence concepts (ALR3rd
1988). Indeed, using the phrase "duty to warn" in a
strict liability context compounds the confusion.
In any event, a marketer may incur liability in ei-
ther negligence or strict liability actions for (1)
failure to provide any warning, (2) failure to pro-
vide adequate information in a warning, or (3) fail-
ure to convey properly the warning to persons who
need it (Keeton et al. 1984, note 20.5).

ALTERNATIVE VIEWS OF THE ADEQUACY OF WARNINGS

A supplier’s responsibility for product warn-
ings includes not only the duty to provide a warn-
ing, as described in the previous section, but also
to insure that any such warning is adequate. The
issue of adequacy may be viewed from several differ-
ent perspectives, including those of judges, behav-
joral scientists, and marketing managers.

Some courts have enumerated criteria for as-
sessing the adequacy of product warnings. In Oman
v, Johng-Manville (1985), the court considered the
dangerous condition of the product, the purpose for
which the product was used, the form of the warning,
the reliability of third parties as conduits of in-
formation to users, the magnitude of the risk and
the burden upon the suppliers of directly warning
akl wusers, Another opinion held that a warning
would be inadequate if it did not specify the risk
associated with product use, was inconsistent with
the manner of product use, did not provide a reason
for the warning, or did not reach foreseeable users
(Collins v. Sunnyside 1986).
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Other courts have found that an adequate
warning must go beyond the product container under
some circumstances. This occurred in one instance
where a colorless, odorless grill cleaner caused se-
vere burns when a McDonald's employee wiped her
hands and arms on & towel soaked with the product.
The court maintained that the supplier should have
added a color or other distinctive characteristic to
the product that would have warned of its dangerous
propensity (Hayes v. Xay Chemical 1985).

These opinions evaluate the adequacy of warn-
ings in terms of both content and context in which
they are given., Judicial analysis of the content
focuses upon whether it properly describes the na-
ture of the risk and the magnitude of the risk.
Context involves considerations of how the product
is used, how the warning is delivered, and the bur-
den of delivering it to all foreseeable users.

Other reported opinions describe some aspects
of what suppliers could have or should have done to
warn users of product hazards and thereby offer some
guidelines for suppliers in their efforts to provide
adequate product warnings. One extensive survey of
judicial opinions on the topic found that the fol-
lowing factors affected the adequacy of a warning:
the prominence of the warning, the use of symbols
rather than words when written words alone would not
be a sufficient warning, a warning that conveys the
risk of harm with “gqualitative sufficiency; the lo-
cation of the warning; the clarity and lack of ambi-
guity of the warning; the breadth of the warning;
and, whether a supplier’s other marketing activities
unduly dilute the warning (Sales 1982). None of
these criteria relates to how product users per-
ceive, process, and respond to warnings. The deter-
mination of what constitutes an adequate product
warning should, however, invelve more than message
content and delivery.

The marketing discipline makes widespread use
of applied behavioral science principles and methed-
ologies, including communications research, to gain
insight into consumers’ attitudes, values, beliefs,
perceptions and behavior. A marketing approach to
the assessment of product warning adequacy would go
beyond questions of message content, structure and
delivery. It would include consumer research to
identify who uses the product, how they use it,
their awareness of the warning, their comprehension
of the hazard and their response. Thus, the mar-
keter would focus his/her inquiry upon the product
user in order to find out if that person receives,



understands and acts in accordance with the warning.
PRODUCT DEVELOPMENT AND PRODUCT WARNINGS

A consumer-oriented approach to marketing de-
cigions begins with a careful definition of the in-
tended target market. A marketer who targets more
than one segment typically offers differentiated
products and messages for each segment. This im-
plies that the idea of the ordinary consumer with
the ordinary knowledge common to the community (Re-
statement 1979, #402A, comment i) should be recast
as that of the ordinary consumer within the intended
target market segment, At a practical level, this
could require the development of different warnings
for the same product, according to the target market
segments. Thus, the warnings on a power tool sold
in consumer markets should probably differ from
those on the same tool sold to industrial users.

This would suggest that the same criteria
which a supplier uses to identify market segments
might also help to define what constitutes an ade-
quate product warning for target consumers within
that segment. For example, consider the marketer of
a cosmetic product which has selected Chinese-Ameri-
cans who Llive in metropolitan areas of the West
Coast as one of its target segments. A sophisti-
cated marketing campaign for such a product would
include advertising and promotion via Chinese-lan-
guage media, including newspepers, radic, television
and, perhaps, even the Asian Yellow pages., It is
certainly foreseeable under such circumstances that
the product would reach--indeed, would be intended
to reach--a significant number of non-English-speak-
ing users. The supplier which devises and executes
this type of marketing strategy should provide a
product warning tailored to meet the needs of its
target segment, i.e., a warning in Chinese.

Similarly, courts have held that written
warnings may be insufficient when product users do
not read English (Campos v. Firestone 1984). This
may be adequate for a simple message shich can be
conveyed with widely-recogrnized symbols or pictures.
On the other hand, it would not seem adequate for
detailed or complicated warnings, such as contra-in-
dications for a drug product or instructions regard-
ing the advisability of "patch tests" for possible
allergic reactions to cosmetics products.

whether a firm should provide different warn-
ings for different market segments ultimately de-

pends uwpon how consumers within each segment per-
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ceive, process, and respond to information, A mar-
keting manager who sets out to develop an adequate
warning message would therefore want to kmow the
role that product warnings play in the purchase de-
cision and use behaviors of the target market con-
sumers. A product related danger that is “open and
obvious" to the consumers of one segment may lie be-
yond the “reasoneble foreseeable risks" of another.
Marketers should therefore research the needs for
prodkict warnings, within each of their target seg-
ments, as part of the product development process.

Thus, marketers freguently devote substantial
time, money and effort to the research, development
and testing of new products., <Certainly those ef-
forts could include investigation of the need for
product warnings, as well as development of the
warning itself. The duty to provide an adequate
product warning under these circumstances should re-
quire such efforts.

Furthermore, suppliers have successfully used
product and market testing as a defense to product
liability actions. In Mountain_v. Procter & Gamble
(1970), plaintiff suffered a severe atlergic reac-
tion to 2PT, the active ingredient in defendant’s
shampoo. She claimed that defendant had a duty to
warn of this risk, failed to do so and thereby mar-
keted a dengerously defective product. In holding
for the defendant, the court pointed to evidence
that only 16 complaints were made after test market
sales of 3.5 miliion units in four cities.

PRODUCT WARNINGS AND MARKETING COMMUNICATICNS

In addition to market testing, many firms de-
vote additional time and resocurces to communications
research. Their aim to develop and refine the pro-
motional messages and means of delivery which will
have the greatest possible impact upon target seg-
ment consumers. This research may take place be-
fore, during or after a campaign. It employs a va-
riety of techniques, ranging from theater tests to
consumer juries to market surveys. The design and
execution of such studies relies heavily upon behav-
ioral science approaches, particutarly psychology.

A simplified marketing communication process
consists of several stages. A supplier (sender) at-
tempts to deliver a message {warning) to the target
consumer/user (receiver) in order to trigger an in-
tended response (compliance with the warning). Nu-
merous factors may either disrupt this process or
irhibit the intended response altogether. The sup-
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plier may choose the wrong message, encode it im-
properly or transmit it ineffectively. The consumer
may overlook the message, misperceive it, respond
inappropriately or not respond at all.

Thus, marketing communications research fo-
cuses upon Such questions as: What messages sare ap-
propriate? How should they be delivered? Will they
reach the target consumers? How will they be inter-
preted? How will consumers respond? These same
questions arise in connection with product warnings
and marketers can address them with the same re-
search technigques that they have long used to evaly-
ate their promotional efforts,

Marketing managers with an awareness of com-
munication process should realize that the actual
effects of a product warning may differ from the in-
tended effects. The latter, of course, include com-
pliance with the legal standards for product warn-
ings, i.e., to warn foreseeable users of all latent
dangers that would arise out of a reasonably antici-
pated use of the product. The marketer should test
the actual effects of its warning messages and as-
certain that they meet the original objectives.

Comnunications research indicates that & sub-
stantial number of messages are either misinter-
preted by the target audience or fail to reach it.
For example, a recent study of 54 magazines ads and
54 editorials demonstrated that 21.4X of the mate-
rial was miscomprehended and 15.5X was not compre-
hended at all (Jacoby and Koyer 1989, p. 438).
Thus, 37X of the subject material did not reach the
audience as the senders had intended.

Research on the use of fear appeals in mar-
keting indicates that such messages may not have the
intended effects upon consumers if they arouse ex-
cessive tension and anxiety in the target audience
{LaTour and Zahra 1989). Examples would include
campaigns on behalf of Llife insursnce, dental hy-
giene and highway safety as well as those against
tobacco consumption, drunk driving and heart dis-
ease. Some psychologists maintain that messages
which predict the possibility of dire consequences
from present behavior create anxiety and tension.
This triggers certain defense mechanisms in order to
reduce the resulting stress. These defenses may in-
clude selective attention, selective perception and
selective retention (Kotler 1988, p. 589).

Thus, a heavy smoker may avoid the intended:

effects of an anti-smoking advertising campaign
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which graphically depicts the connection between to-
bacco consumption and various concerns. The smoker
may consciously or unconsciously avoid or
such messages through selective exposure,

that, he/she may distort the intended message by se-
lective perception, e.g., he/she rationalizes that
"Not all smokers die of cancer and it won’t happen
to me.* Finally, the smoker may resort to selective
retention by not retaining the message in his/her
permanent memory. Of course, the smoker could also
give up tobacco and thereby eliminate the anxiety
through a behavior change i.e., respond in a manner
consistent with an intended effect of the warning.

ignore
Failing

The same process may apply to certain product
warnings, To continue with the smoking illustra-
tion, & strongly-worded warning would probably trig-
ger anxiety in target market consumers. They could
respond by ceasing to use the product, although that
would be unlikely in the case of severely addicted
users (New York Times 1988). Instead, users might
resort to a psychological defense mechanism that
would Lower the stress associated with product use.

while not conclusive, research findings
imply that strong fear appeals may be an ineffective
marketing tool. Although there is not an optimal
level of fear for persuasion for all people, low or
moderate levels of fear are less likely to provoke
high tension levels that may cause people to distort
or screen out messages (LaTour and Zahra 198%9).

Therefore, to the extent that
worded, forcefully delivered product warning consti-
tutes a high fear appeal, it does not appear ade-
quate for product Lliability purposes, under the
foregoing analysis. Marketers have the means to
test the adequacy of any product warning by using
the same communication research technigques that they
employ to develop and monitor their promotional cam-
paigns. This suggests that in order to meet the
standard of care which accompanies the duty to warn
of product hazards, the marketer should empirically
test the adequacy of its warnings to the same extent
that it does for its promotional efforts,

a strongly

Despite the extensive efforts to develop
product features and communications and which will
effectively persuade target consumers to make pur-
chases, there are no indications that marketers un-
dertake any such field research to devise better
warnings. In fact, the opposite appears to be the

case, as noted by Twerski (1983, p. 861):



The author’s investigation into the prac-
tices of product safety committees in major
corporations reveals a surprising lack of
attention paid to the effective formulation
of warnings and instructions, Usually the
task is left to a technical writer and re-
viewed by a project engineer, neither of
whom is representative of the persons who
will use the product. There is no actual
testing of comprehension Levels of the per-
sons who Will use the product, and there is
no analysis of the literature available from
educational sources.

A supplier that uses this ®tacked on" ap-
proach to providing a product warning after spending
several years and more than a million dollars on
test marketing may have some difficulty deferding
its warning as adequate in the face of contrary em-
pirical evidence demonstrating that it failed to
provide an adequate warning. Conversely, a firm
which develops a product warning based upon consumer
research done as an integral part of the product de-
velopment process may have an excellent defense for
allegations that it failed an adequate warning.

CONCLUSION

Marketing is an applied discipline which re-
lies heavily upon the behavioral sciences for its
consumer research methodologies. Courts, however,
have generally not embraced the behavioral sciences
as a significant factor in reaching their decisions
concerning the adequacy of product warnings. They
will no doubt also resist a marketing approach to
product warning evaluation for similar reasons
{Davis 1986, pp. 333-339).

Judicial pronouncements of criteria for ade-
quate warnings rest upon assumptions about such per-
ceptions and behavior. While the guidelines which
emerge from the reported opinions provide criteria
that warnings must meet to pass a court test, a mar-
keting perspective offers a more complete approach
because it focuses upon actual behavior rather than
armchair theories. Marketing managers c¢an, and
should be expected to draw upon their expertise in
applied behavioral science to develop better product
warnings and test the adequacy of those now used.
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A FRAMEWORK FOR TEACHING SALES IN A GENERAL MARKETING CURRICULUM
Ruth Lesher Tayler, Southwest Texas State University

ABSTRACT

Sales courses offered in general marketing curmicula are
limited in diversity because of resource restraints. Some
university business curricula offer several courses in the sales
discipline including Personal Selling and advanced sales
training like Industrial Selling and Sales Management. Other
universities offer only one sales course. A cursory review of
recent coilege catalogs indicated that one sales course is the
norm. This one course is most frequently personal selling in
nature. The complexity and difficulty of selling skills leamed by
students in such course is professor requirement specific.

The most common framewark for teaching personal
selling skills is the use of the personal sales process (Strong
1988). Although varying as to degree of emphases, a personal
seiling course typically covers: 1) selling as a profession, 2) the
psychology of selling, 3) the principles of communication and
persuasion, 4) prospecting, 5} the elements of an approach
and presentation, 6} how to overcome objections, 7) how to
close and B) how 1o service an account. Social, ethical and
legal issues are covered as weil. Pedagogical methods
normally include the use of role-playing throughout the
semester culminating in an oral personal sales presentation by
each student. The personal saies presentation tends to be
retail sales oriented, thus leaving the students with little or no
exposure to industrial or organizational selling. Furthermore,
when the selling course is limited to retail type sales situations,
students gain no training in how to conduct an industry
analysis, a company analysis, a competilive analysis, nor
exposure to the sources of information available for such
analyses. Such analyses are essential to industrial and
organizational sales situations.

The purpose of this paper is to articulate a student
project pedagegy useful in teaching personal selling such that
depth and breadth are maximized. It incorporates in-class and
out-of-class experiences that build skills necessaty to adaptive
selling needed in all channel levels. Adaptive selling skills are
needed when the sales environment is uncertain and
ambiguous, making problem recognition and acquisition skills
crucial (Weitz et al. 1986). This pedagogy or framework offers
students experience in the principles of selling and
communicating while at the same time adds industrial and
organizational selling dimensions. It "forces™ students to
learn how to: 1) become acquainted with within-channel trade
publications and other business information resources, 2)
interview, personally or by telephone, channel sales
representatives, and 3) become acquainted with purchasing
and resale needs of retail organization or industrial buyers. This
framework ensures that students will gain insight into selling in
all levels of the channel of distribution as popularfy used in
industry {Hopkins 1978). It is not necessarily the project itself
that is important, but the process of acquiring information that
makes it a valuable well-rounded sales training toof,.
Instructions useful to sales training leaders are provided. As
concluded by Strong (i988), there is no one best way to train
sales people because of the changing selling environment.
The framework explained in this paper can be used
successfully by marketing educators and sales training leaders,
as well as by salespeople themselves,  Analyses and
presentation guidelines including steps for conducting; 1)
background information, in the terms of industry, company,
product and competitor analyses, 2) prospect and prospect's
resale target market information, 3} steps for planning the
approach and presentation, 4) steps for delivering the oral
presentation, and 5} steps for evaluation of written and oral
presentation.

This pedagogical method was implemented in a
personal selling course and tested over two different
semesters with 130 different students. Student and professor

avaluation of the effectivenass of this framewark for teaching
personal selling as a course are provided.
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Incorporating Pricing Into the Markrting Curriculum

John Snyder, Colorado State University
Linda R. Stanley, Colorado State University

Ahbstract

Although business executives have recognized the
importance of pricing in the profitability of their companies
pricing remains a necglected arca in the marketing curriculum.
This paper addresses the apparent conflict between the interest
shown by business executives in pricing and that shown by
marketing academics. We explore the coverage of pricing topics
in marketing and in several other disciplines and discuss why this
coverage is inadequate. An outline of various pricing topics that
we believe should be covered in a marketing pricing course is
then presented.

Business exccutives are increasingly recognizing the
importance of pricing in maintaining and improving the
profitability of their companies. For example, only half of the
marketing executives surveyed in an early 1960s study considered
pricing among their firm’s five most important marketing activities
(Ldell, 1964). Two decades later, marketing executives rated
pricing and price competition as the number-one problem facing
marketing executives {(Fleming Associates, 1983). More recent
evidence indicates this is still true today. In a 1986 survey
conducted by McDanie! and Hise (1984), 35.6% of a group of
chief executive officers of U.S. industrial corporations rated
pricing as very important and 32.2% rated it as important. Only
3% of these executives rated pricing strategies as unimportant.

On the other hand, pricing appears to be a neglected
arca in the academic curriculum of most marketing departments
across the country. McDaniel and Hise (1984) reviewed 75
undergraduate catalogs of four-year colleges and universities and
found that only three. marketing departments offered a pricing
course and only one of those departments required a pricing
course. We conducted a similar survey of 1988 catalogs of four-
year colleges and universities and found that 9 out of 250
marketing departments offered some type of pricing course,

This paper addresses the apparent conflict between the
interest shown by business executives in pricing and that shown
by marketing academics. In the first section, we explore the
coverage of pricing topics in marketing and in those other
disciplines where it receives attention.  We discuss why we
believe this coverage to be inadequate in the second section,
Finally, we use the discussion in this section to recommend in the
third section various topics that we believe should be covered in
a marketing course on pricing strategies.

CURRENT ACADEMIC COVERAGE

One expianation for the lack of a separate marketing
course on pricing may be the assumption that there is adequate
and consistent treatment of pricing issues among the various
business disciplines. Topics in pricing are generally discussed not
only in marketing, but also in accounting, economics, and to a
lesser degree, finance. We surveyed textbooks and, in some cases,
course syllabi to determine the content of pricing discussions in
each of these disciplines. Our purpose in doing so was twofold.
First, we wanted to determine the breadth and the depth of the
pricing coverage in ¢ach of the disciplines. Second, we wanted to
dectermine whether pricing techniques are taught consistently
across the various disciplines.

Marketing

Marketing students are first introduced to pricing as a
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marketing activity in the principles of marketing course taught by
most institutions. Pricing is typically addressed as one of the 4
P's of marketing, and discussion of it is given equal time with the
other P's. In most textbooks, the contribution of economics to
the theory and practice of pricing is discussed. Hence, reference
is made to the role of costs, consumer demand, and the
competitive environment in pricing decisions, in addition to a
discussion of the relationship of pricing to the other marketing
functions. However, because of the survey nature of the course,
coverage of these topics is nondctailed and represents an
introduction only.

The similarity between the time spent on pricing
issues as contrasted with the other functions of marketing usually
ends in the principles course. As mentioned in the introduction,
only 3.6% of the marketing departments surveyed in 1988 offered
a course on pricing. We requested the syllabi for these courses
in order to survey the content of them. We received syllabi for
six of the nine courses. Only one of the six courses (entitled
*Price Theory and Strategy”) devotes the entire semester to
pricing issues and the role of pricing in the marketing mix. (This
course covers material found in Nagle (1987). Nagle is an
excellent book on pricing for marketers.) The other five combine
product and pricing strategics into a one semester course, and the
amount of time spent discussing pricing varies from one week to
seven weeks.

Economics

The importance of price to economists is readily
apparent by noting the substitution of the phrase "price theory”
for microcconomic theory. Because of their focus on price,
economists have produced the largest body of literature dealing
with price issues. The economic theory developed in this
literature typically examines the influence of market structure and
other environmental variables on an observed market price. By
then analyzing the relationship between this price and various
measures of costs, the economist judges the relative efficiency of
a particular market.

An economics course in which one might expect to
find an emphasis on pricing issues and that business students are
often required to take is managerial economics. We conducted
a survey of nine current managerial economics textbooks and
found that eight of the nine textbooks devote one chapter or less
to pricing, Incremental analysis in pricing is stressed in the
pricing discussions, and this approach is contrasted to full cost
and markup pricing. Considerable time is usually spent analyzing
how the various types of costs and the price elasticity of demand
affect the profit-maximizing price.

Accounting

The amount of space devoted to a discussion of
pricing in managerial accounting textbooks varies from five pages
to two chapters. The majority advocate pricing based upon
incremental analysis and contrast this to the "less desired” full-
costing approach. Distinction is made between long run and short
run pricing decisions and hence between the meaning of
incremental costs in the long run versus the short run. Emphasis
is placed on cost-volume-profit analysis, and brief mention is
made in some of how these things are dependent on market
structure, clasticity of demand, and other such variables. (See, [or
example, Garrison (1983).) A small minority of managerial
accounting textbooks present the full-costing approach to pricing.
They argue in their presentation that even if allocated costs are
irrelevant for certain purposes, they are not irrelevant for all
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purposes since the firm must cover all costs in the long run to
remain in business. (See, for example, Anthony and Reece
{1983).)

Finance

The theoretical models in finance draw extensively on
economic theory, especially in analyzing the role of prices in
financial markets. Considerable time is spent analyzing how
product prices are determined in the various financial markets,
and little concern is given to pricing strategies of individual
financial institutions. This reflects not only the perception that
market forces determine financial prices, but it also reflects the
pervasive regulation of pricing of bank services prior to the 1980s.
With the recent deregulation of this industry and the move of the
industry to integrate marketing into its operations, pricing is of
increasing importance. Recent textbooks on bank management
make brief mention of pricing issues as it concemns bank scrvices.
{Sece, for example, Johnson and Johnson (1988).) Much of the
discussion focuses on the accurate measurement of credit risk.
This reflects a cost-based approach to pricing, since a higher risk
implies greater expected cost to the bank.

ADEQUACY OF COVERAGE

Whether the coverage of pricing in these disciplines is
adequate depends upon the role of pricing in the marketing
activitics of the firm. Pricing decisions have in the past been
based on static concepts of maintaining firm profitability. Firms
tended to set price based on production costs, allowing them to
earn a target rate of return over the long run for some predicted
level of output. This price was unlikely to vary in response to
short term changes in costs or demand. Within this framework,
students, in the past, needed little formal instruction in pricing;
instruction in costing was sufficient to develop a pricing strategy
for a firm.

However, as noted in the introduction, the role of
pricing in firm operation has changed dramatically during the last
two decades. A 1977 article in Business Week heralds the
emergence of widespread flexibie pricing policies by major
corporations.  According to this article, companies have
abandoned the idea of cost-plus pricing and arc now aggressively
pursuing flexible pricing strategies across time, customer
segments, geographical regions, and products.

Part of this new view of pricing as an important
marketing activity stems from the acceptance by both practitioners
and academics of the use of incremental analysis in pricing
decisions. As seen from the brief review above, each of the
disciplines spend considerable time on the appropriatc cost
measures to use in pricing, and theoretically the various
treatments of costs in the pricing decision appear to be consistent.
(For {urther discussion on the viewpoint of various disciplines of
the role of costs in pricing, see Bruegeimann, Haessly, Schiff, and
Wolfangel (1986).) Nevertheless, there is likely to be confusion
among students over the correct categorization of the various
costs used in making pricing decisions. A comparison of
discussions on relevant costs in various textbooks reveals
conflicting terminology both across the disciplines and even across
textbooks within the same discipiine. For example, costs are
categorized as direct or indirect, sunk or variable, full or marginal,
fixed or variable, and relevant or irrelevant.

Treating the pricing decision as an activity based solely
on costs still does not adequately address the issue of pricing in
the marketing mix. Consumer valuation and the competitive
environment in which the firm operates are equally as important
as costs in setting price. Here economic theory has much to
contribute because of its focus not only on incremental analysis,
but also on demand relationships and market structure.
Applicability to actual pricing actions is limited, however, for
several reasons. First, economic theory tends to assume that price
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is the most important determinant of demand, and that it is
relatively isolated from other factors affecting demand. As such,
pricing is not perceived as an integral part of the marketing mix
requiring coordination with the other functions of marketing.
Second, the assumption typically made in cconomic theory that
the firm knows the underlying demand and cost functions is
unrealistic for most firms. In many pricing situations, the first
challenge faced by the marketer will be obtaining the reievant
data.

PROPOSED TOPICS FOR A FRICING COURSE

The shortcomings discussed above lead us to believe
that a pricing course taught by marketing faculty would be a
useful addition to marketing curriculum in those departments
where it is not currently taught. One purpose of the course
would be to integrate the contributions made by each of the
disciplines toward the theory and practice of pricing. This could
not only resolve any confusion that exists over the meaning of
relevant costs but this integration produces a more holistic view
of pricing than that given by each of the individual disciplines.
The student may have been exposed to various pricing techniques
and strategies, but use of this knowledge will only come by tying
the concepts together and presenting them in an applied
framework.  Within this framework, the importance and
interdependence of pricing in the overall marketing activities of
a firm can then be stressed,

Below we outline the topics that we believe are
relevant to a student studying pricing. We have tried to take the
contribution of the various disciplines towards pricing and
incorporate them into a course that views price as one integral
part of the marketing mix. We have based the course on the view
that understanding the external environment in which a {irm
operates is at least as important as understanding the internal
naturc of costs. Therefore, the proposed course covers not only
the “correct” methods of cost-based pricing but also the
dependence of pricing strategies on such things as the nature of
the firm’s customers and the market structure in which the firm
operates. (We suggest as a textbook for the course Nagle (1587).)

Cost-Based Pricing

This section gives the underlying background theory
on the role of costs in pricing decisions. The focus in this section
of the class should be on which costs are relevant to the firm in
pricing decisions in the short run and in the long run. Costs
should be defined in terms of avoidable, incremental, sunk, and
forward looking instead of the often used variable and fixed cost
definitions to resolve the confusion over the categorization of
costs. The student can then be instructed on how to usc these
costs to set a lower boundary on price. The techniques of
breakeven analysis and the calculation of the contribution margin
can also be included in this section for determining the sensitivity
of profits to changes in price.

Response of Buvers to Pricing Strategies of the Firm

One of the most important factors influencing the
pricing strategy of the firm is the degree of buyer sensitivity to
price. Factors that influence price sensitivity are illustrated and
the student is instructed in how to measure price sensitivity in
situations where resources do not allow a detailed and rigorous
analysis. Research techniques designed to measure price
sensitivity when sufficient resources are available should also be
presented. Issues of market segmentation and the identification
of different types of buyers can aiso be discussed here since buyer
response varies across segments. Finally, a thorough treatment of
buyer's response to pricing strategies must include the psychology
of pricing since recent research in psychology and marketing
indicates that perception and mental evaluation play a large role
in buyer's response to pricing.




The Role of Market Structure in Pricing Strategies of the Firm

In order to understand how competitors or potential
competitors will respond to price changes it is necessary to
unde,stand the market structure of the industry in which the firm
operates. The market structure includes such vaniables as the
number of firms, the barriers to entry, and the extent of product
differentiation. The role of each of these factors in the effect of
price changes on the ultimate sales of the firm is discussed in
detail and students are taught methods of evaluating the market
structure of an industry.

Formulating the Pricing Strategy and the Role of Market
Segmentation in the Pricing Strategy

This section involves combining the analysis into a
coherent pricing strategy. The concept of economic value analysis
is a helpful tool in integrating the role of costs, buyer response,
and market structure (see Nagle, 1987}, and the student can be
instructed in how to determine the economic value of all the
segments that comprise the market to develop an economic value
profile of the market. This then suggests to the firm the price
level at which the product is price competitive for each market
segment. Coverage should also include peakload pricing, two-part
tariffs, volume discounts, block pricing, price segmentation by
product design, tie-ins, metering, and transfer pricing.

Pricing Consistently With the Marketing Mix

Pricing decisions must be coordinated with the other
elements of the marketing program of the firn., A firm must be
aware of changes in revenues and costs not only for the product
being priced but aiso for other products affected by the price
change. Advertising must be coordinated with pricing strategies
since advertising will affect the economic value of a good. The
use of price as a promotional tool can also be an important
component in the marketing strategy of the company.
Considerable discussion should be spent on devising a pricing
strategy consistent with the overall marketing strategy of the firm.

Special Pricing Topics

Although the basics of pricing is the same for most
products and scrvices, the student would be served by presenting
some special pricing situations where pricing strategy might be
more complicated or might differ somewhat from the anaiysis
presented in the rest of the course. Therefore, to complete the
analysis of pricing special coverage could be given to topics such
as service pricing, international pricing, and pricing under
uncertainty.

Antitrust Considerations in Pricing

Kelley (1988) has noted that antitrust issues are covered
only briefly in most marketing textbooks and in the marketing
curticulum in geperal, Since many antitrust issues are concerned
with pricing, coverage of the antitrust laws is absolutely necessary
in a pricing class.

CONCLUSION

In this paper, we propost that a pricing course be
offered in marketing curriculums that builds from the existing
knowledge in accounting, economics, and marketing but that is
presented from the viewpoint of the marketing manager.
Evidence shows that the private sector belicves that pricing is an
integral and important aspect of managerial decisions. In
additicn, pricing has been studied in depth in the disciplines of
accounting, marketing, and economics. However, most marketing
curriculums cover pricing only briefly and little applied analysis is
presented.  We believe that each of the various disciplines
studying pricing offers both insight and tools to the manager who
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must formulate optimal pricing strategies. However, this
knowledge must be integrated into a cohesive framework that is
consistent with each of the other marketing activities.
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PACIFIC RIM MARKETING:
Research to Reality - The China Experience
Bruce MacNab, Ph.D., California State University, Hayward

Introduction

This paper presents a model for teaching
international marketing using a unique method
for increasing student involvement in learning
by teaching the subject around a "consultancy”
core where students prepare project reports and
make presentations to client companies in
“Host" countries; in this case, the People’s
Republic of China. A Pacific Rim Marketing
course was designed and offered during the
Spring Quarter, 1989, at California State
University, Hayward, School of Business and
Economics.

The course was structured as one where
classroom instruction, case analysis and project
report preparation on Host country companies
would be completed during the course of the
reguiar academic quarter with a field visit to the
Host country during the break between quarters
to present the research findings and project
reports. While the academic objectives were
achieved, the travel portion of the course had to
be suspended because of the politicai crisis that
developed in Beijing just prior to departure; and
the uncertain conditions in southern China. The

experiential learning component was a complete

success with the exception of travel to China for
presentation of findings. All team projects were
completed and videotaped for use at a later
time.

This paper outlines the model developed for
introducing a new approach for teaching
international marketing and summarizes the
modus operandi and implementational
experience of the new method in the specific
case of China.

Determining the Need for the Course

A. The Pace of Pacific Rim Economic
Development:
The widely recognized current upward spiral of
economic growth and political change in most
Pacific Rim countries has captured the
attention of the general public, business, and
academic circles. Response to the need in
those countries during the coming "Pacific
Century," as it has been calied, for trained
business and professionai people is growing
as well. North American and European
business circles have recognized the need for

well-trained business students familiar with

Pacific Rim cuitures, business practices and
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environments. Consequently, there

appears to be a requirement for
specialized ccurses on the Pacific Rim
Marketing to meet this growing need
which is fueled by the pace of Pacific
Rim development.

Survey of University Offerings:

The author, having spent many years in
international business and university
teaching, believed that there was a need
for hands-on academic and experiential
learning by North American students of
the intricacies of doing business across
internationai borders and through the
maze of cultural differences, trade
barriers and customs regulations that
constitute the matrix of such trade. A
judgment sample and telephone survey
of universities in Calitornia and other
parts of the country failed to reveal any
institution that offered such a course.
The Need for a New Methodology:

it was felt that existing teaching
programs and methods were inadequate
to properly address the challenges
raised by the pace of development in the
Pacific Rim. To the extent that most
college and university programs with

active/proactive stances typically

involved semesters abroad with no experiential
interaction with Host country businesses, the
feaming expenence was felt to be inadequate
as discussed above. Forthe few programs
that did incorporate experientiai, real-time
interaction with Host country businesses, it
appeared that the costs involved were
excessive and could enly be borne by the
best-endowed institutions. For the majority of
business programs in the U.S. or Canada, a
more cost-effective but high
involvement /imeraction method was needed.
Itis this gap that Pacific Rim Marketing (PRM)

was designed to fill.

Course Design and Construction: The Trek

Through the Bureaucratic Jungle
U.5.A. vs. China

I.Concept Approvals at C.S.U.H.

A. School of Business and Economics
Following the telephone survey of
universities to determine whether a
PRM-type program was being given,
and armed with the negative finding
that no school was offering such a
learning experience, a course outline
and syllabus was designed which
highlighted the benetfits to students

and to company sponsors in the Host
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Country (see Appendix I).

The unique design feature of the
new PRM course was its
construct.ion around a Host
Country organizational
consultancy core where students
would be provided extensive
information on the Host Country
business’s organization and the

products with which it wanted to

enter the U.S. market. Students

organized in teams of five,
twenty-five in all, with the aid of
the course instructor would
prepare consultant’s project
reports for presentation to each
Host country business based on
their theoretical learning, library
research and field research
during the course. The
approach adopted was
paradigmatic of the general
Strategic Management Research
Paradigm (see Kamath, Rosson,
Patton and Brooks, 1987, for a
discussion).

The Dean of the Schoo! of
Business and Ecohomics, a very

strong supporter of the concept,
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and the Provost of the University met
with the author {0 review the pros and
cons of such an undertaking. The
result was a most enthusiastic
endorsement of the PRM program.
What followed was a marathon series
of meetings with ail of the
administrative units with responsibility
for student Extended Education,
(foreign travel component) insuranice,
heaith, financial guarantees in the
event of ¥rip cancellation and selection
of certified medical facilities in
Mainland China, where accidental
injury or illness could be treated in
cooperation with U.S. medical
consultation. These meetings were
accompilished in just over four weeks.
Ovenall, the process was rigorous but
positive. Those concemed were most
cooperative in what all considered to
be an exciting project.

Chinese Authorities Contacted

Initial contact was made with the

Consuiate of the People’s Republic of

China in San Francisco, California. A

meeting was held with the Commercial

Counsel, then the Counsei General, to

present the PRM concepts, its benefits



to Chinese companies and the

period of travel contemplated.

When it was explained to these
individuals that the cooperating
Chinese company would be the
recipient of a marketing research
report equivalent to $35,000 to
$40,000 U.S5.D., the concept was

enthusiastically endorsed.

Client Information

Company
Requirements

Our proposal contained a list of the
informaticn necessary for us to receive
from the Chinese company wishing to
enter the U.S. market. This list included
such data as: number of employees,
age of company, financial sirength,
prinéipal taciliities, detailed list of
contents if a food product with
accompanying independent test lab

reports and all other pertinent
information needed to fully understand
the product and the structure of the
company. Further we asked o be
advised whether the company was a
joint venture with another foreign
national company, or a state owned

company.
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The obligation of the cooperating
Chinese company would be to assume
responsibility for all costs tor the visiting
C.S.U.H. PRM team members for
transportation within the P.R.C., all meals and
first class hotel accommodations, with

translation services as required. This
abligation extended to each company for
which a research report would be undertaken.
The Chinese Counset agreed to this, promising
to send our proposal to Beijing for review.
After a very brief ten-day period, we received
an official invitation from Beijing to contact the
Guangdong Province Enterprise Management
Association in Guangzhou (Canton) China, to
proceed with arrangements for a visit and to
make arrangements for the program as
proposed. We immediately initiated contact

and began making arrangements for a rush

planning trip in December of 1988,

Iv. Negotiations and Seminar in

Guangzhou
During the 14 days prior to Christmas, the
author at the invitation of Guangdong Province
authorities presented a six-day seminar on
How To Do Business in the U.S. Market, 1o
members and guests of the Guangdong
Province Enterprise Management Association

in Guangzhou. At the same time, negotiations

-
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were conducted with trade associations

and companies which resulted in three,

five-year agreements to cooperate in the
C.S.U.H. Pacific Rim Marketing model.
Information exchange began
immediately and upon return to the U.S,,

taken and a

student applications were

class was formed to enable initiation of

research during the Spring Quarter,

1989.

Marketing Research; Special Facilities at
C.S.U.H.
The School of Business and Economics

at C.S.U.H. has an interactive learning

classroom containing a computer
network, telephone banks and other
research-enabling facilities which made
possible highly efficient use of student
time in conducting research. MBA and
upper level students utilized primary and
secondary data gathering techniques, a
variety of statistical analysis tools and
eventually several types of printing and
publishing equipment to produce
research reports of the highest quality.
Findings included both positive and
negative determinations with regard to

the potential for entry of the Chinese
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products into the U.S. market. At the

completion of the course these findings were
preserited orally to a faculty audience by each
team. Extensive use was made by these
teams of 35mm slides, overhead
transparencies and other visual aids.
Videotapes were made to be used in future
teaching and perhaps in meetings with the
Chinese client companies in China.
Unfortunately, just as the class completed its
work and was packing for travel to China,
political unrest broke out in Beijing forcing us
to postpone our meetings with our Chinese

clients until some time in the future.

CONCLUSION

This paper sets out the conceptual framework
and model and the design features and
construction experience for a course in Pacific
Rim International Marketing developed at
California State University, Hayward. It is
considered to be a low-to-medium cost avenue
for active/pro-active student learning with high
involvement and experiential learning. This new
method of instruction involves a unique
development of an organizational consultancy
approach where students provide Host country
client firms with high quality research reports on

U.S. market entry feasibility strategies based on



project information provided by those firms and
the integrated stud]y of international marketing
theory and practice, and immersion-learning
focused on the target Host country.

Such a Host Country-centered approach
is predicated on the objective of enhanced
student learning through proactive, participative,
real-time involvement so highly favored by
research in education and the social sciences.

A significant advantage of the approach
adopted by the new PRM course is its cost
effectiveness making it a viable proposition for
most business programs in contrast to more
expensive semester-abroad programs. In fact,
the course can be made self-financing as was
almost achieved the first time it was oftered at
C.S.U.H. Future refinement of course content
and operation are expected to streamline the
course logistics with consequent beneficial
effects on student learning.

The bridging of the gap between student
learning and reality seems to have been
accomplished in large measure with the PRM
course in its present form, It is hoped that the
appreoach will hecome a basic module of the
offerings of other programs in international

business education.
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1992 IN THE MARKETING CLASSROOM

Nina M. Ray, Boise State University

Abstract

As Europe prepares for the date set for the
abolishment of most internal tariffs, experts in the United
States and Japan fear a "Fortraess Eurcpe" atmosphere
developing. The countrigs of Europe see their empires
retumning, this time in a position of power for world
trade and others are afraid that this renewed European
power might make for strong competition. European
business professionals and the schools and universities
that train them have been preparing for 1992 for several
years now. Howsver, while Americans fear the erection
of externai barriers to outside trading partners, most
businesses in the U.S. are doing very little to prepare
for this Important date, This paper discusses the
preliminary investigations of a survey of European
business leaders, professors and students concerning
the impending changes in Europe and suggestions as
to what American universities can do to better prepare
our business students for 1992,

Introduction

The introductory remarks at a recent conference
concerning European Integration (Amsterdam, Oclober
19688) were, "If the Japanese and the Americans are
worried, we must be doing something right” As
anyone familiar with Western Europe can attest, this
statement was referring to the European Community's
(EC) plans to fully form a true common market as of
December, 1992, By that date, most internal tariffs will
be dismantled and common external tariffs will be
erected around the twelve member nations. Those who
are preparing for 1392 not only face the world's largest
consumar market in the world {over 320 millicn pecpie),
but increased clout in the world marketplace. Some, in
the United States and Japan see the common external
barriers as a form of *Fortress Europe.”

Howsever, many Europeans wonder if the U.S. and
Japan are really worried enough. They see little effort
by most Americans to understand what are the
implications of unification. As one French sales director
reported, when the president of the company traveied
to his country from the United States recently, he was
asked about American preparations for 1992, The
American did not understand why the members of the
audience had singled out this particular year for
discussion. He indicated that the company had no
particular plans for 1992 specifically,

But government and business professionals are
not the oniy ones who have ignored the repercussions
of 1992, Very iittle discussion of 1992 takes place in
our classrooms. This is particularty disturbing at a time
when colleges of business are attempting to meet
AACSB (American Assembly of Collegiate Schoois of

L)

Business) recommendations to  internationalize
curriculum, The study underway will attempt to compile
information regarding issues of importance to American
marketers concerning unification and to suggest how
wa can help prepare our students for the rapid changes
oceurring in Western Europe at this time. _

Summary of Marketing Issues

Because the EC is comprised of many different
languages and cultures, adequate and compsatent
communication is a concern of those attempting to do
business in Europe. Even the Japanese say that they
prefer to do business with the Americans because of
the problems of trying to reach so many different
languages and cultures in Europe {(Kamm and Neison
1989). Since marketing is the communication function
of business, many times the largest roadbiocks with
doing business with the EC are related to marketing.

An important area that will be affected by
unification is the area of advertising. Marketers currently
have trouble finding adequate time on European maedia
because of a general lack of availabilty and many
govenment owned networks which severely limit the
amount and scheduling of commercial messages.

Ancther advertising issue concemns the use of
cross-cultural campaigns. One can easily notice steps
toward a “"pan-European" market by observing the
global television commercials shown in Europa. One
exarnple of such ads includes those commercial scenes
with no dialogue and only voice-overs. With this type
of commercial, the message does not change from ong
country to the next, only the narrative veice is
translated. In the past, marketers might have attempted
more of an individualized approach for each country.

Domestically, marketers realize that a large
percent of the GNP is made up of the service industry.
Whiie those in this industry have long realized the
importance of marketing skills and the need to be
*service” oriented in the U.S., this orientation has not
always played an important roie for all Europsans. In
fact, some report (Neher 1989) that the Italians and the
Spanish are more service oriented than, say, the
French.

Of course, those who rely on the industrial market
use very littie mass advertising. With these companies,
reliance is on their industrial sales force and written
communication. Changes in written communication will
take such forms as a standardization of letter and
envelope sizes to an emphasis on writing multilinguai
and pan-cultural strategic plans. According to Guptara
(1989), internationat managers spend up to 60% of their
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time in negotiations and negotiating styles differ from
one culture to the next. Unfortunately, there does not
yet appear to be a pan-Eurcpean negotiating style and
different protocols and procedures must be taken into
account when communicating on a ¢ross-cultural basis.
Obviocusly thase cultures that do not stress knowladge
of second and third languages (specifically, American
and British) will be at a disadvantage. Researchers
reporn a direct correlation between expartise with foreign
languages and exporting success (Bebbington 1988).

Differences Within the EC

Spain and Portugal are the two most recent
members of the European Community and exemplify
more Mediterranean characteristics than the northem
members of the EC. Spain, specifically appears to be
plagued with many of the same problems regarding £EC
unification as a latin neighbor, haly. Both have
achieved growing economies but still high levels of
unemployment. Both also experience differences in
economic prosperity between thé north and the south
of each country.

Many U.S. firms have discovered that it pays to
build in one of these "latin* members of the EC. Also,
many inexpensive buy-out opportunities exist which
provide inroads into the European market. Spain also
is a convenient location by which to enter the north
African market and the country has always maintained
close ties with its neighbors across the Strait of
Gibraltar.

Southern Europe has traditionally been a region
of small to medium sized businesses. The "mom and
pop* stores may be quickly disappearing, but still
represent a large parcent of the total number of retail
outlsts. To better compete in 1992, many of these
smaller firms need additional expertise. A good
cpportunity exists for small to medium sized U.S. firms
to join forces with colleagues in these countries to
assure that all are ready for the changes that will take
place in the next few years.

Labor costs are generally less than in northern
Europe and many are taking advantage of this
advantage and locating in the south, especially in
Spain. Since external markets, mainly the U.S. and
Japan, are concemned that they will be competing
against protectionist external barriers come 1992, many
are attempting 10 enter the EC as soon as possible.
Entering through low cost countries seems a logical
road to follow.

Methodology

While many surveys of business people have baen
conducted woridwide concerning their opinions of
changes that will take place as 1992 approaches, (for
example, Kamm and Nelson 1989) few # any
suggestions are made to help educators train those

who will be competing in this new arena in the
foreseeable future. The work in prograss has two
purposes. to survey European business professionails
and educators regarding issues of particular Interest 1o
the rasearch team and to elicit suggestions from these
respondents regarding ways that thase in academia in
the U.S. can better prepare future American business
people to compete in and with the European market.

The research is presently In the pretast stage.
Students and professors from one of the leading
business schools in italy have served as respondents.
italy was chosen for reasons of convenience and
because the country serves as one "Mediterranean”
example of the EC. Comparing and contrasting the
needs of problems of northem Europe with the south
is of particular interest.

Resuits

While not necessarity representative of their
countrymen, the pretest respondents’ answers prove
interesting. The majority of them believe that high-tech
industries will benefit more than other industries with the
changes that 1992 will bring. They believe that
unification will force pubiic institutions to become more
“market oriented” and they strongly disagree with the
statement that Japan's presence will decline in Europe
after 1992. Half think that the ECU will be used as legal
tender in all EC countries by 1992 and they are not
sure whether unification will benefit the south’'s most
underdeveioped regions or not. Respondents believe
that the southern regions will prosper if they can
improve the performance of the public sector.

The respondents are split evenly as to whether
they believe that American studemts are prepared for
1992. Suggestions for improving American students’
knowledge of European unification include studying the
European countries not as single and isolated arsas,
but rather as one unified region of the world. They also
feel that there should be more studemt exchange
programs between the U.S. and Europe for business
students.

Suggestions for Educators

Perhaps the foremost suggestion for improving
American students’ chances of competing in the
European marketplace is to improve language training.
America is quickly losing its image of being the Mecca
for MBA training and those without a foreign language
will have significant trouble with training in Europe.
Schmotter {(1989) reports that the European business
schools have succeeded in carving a niche in the
market of business education. Their flexibility and
emphasis on intarnational issues are enabling them to
be strong competitors for even the hest business
5chools in this country.
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We must begin ic internationalize our business
training. In many cases, schools have started by
emphasizing interdisciplinary majors and minars which
include courses in political science, language, and
history. Historically, an excellent way for students to
gain international understanding has been with a study
abroad program. Very few of these programs exist
which are created for business majors.  As the resulls
of our survey indicated, Europeans believe that more of
these programs would be very vaiuabie.

Even within the business courses offered at home,
many actions can be taken to betler prepare our
students. One is to simply improve the students'
communication skills In English. When asked by
employers for suggestions as to how graduating senigrs
can be better prepared for the working worid, almost
without fail, employers say to improve communication
skills. We cannot expect our students to communicate
in other cultural environments i they cannot
communicate in their own, Also, English appears to be
the "lingua franca" of international business. Those that
speak it as a second or third language most likely have
learned very proper grammar. If our people do not
have an excelient command of their own languagse, they
will reflect poorly on their companies and their
companies' products.

Within the context of business courses we could
decrease emphasis on theories and cases based solely
on American research. While it is difficult to find cases
that represent business situations outside of the United
States, they are availabie to the professor who seeks
them out. Those who write texts should specifically
make an attempt to include cases and axamples from
firms of all nationalities from around the world, nct just
those depicting American companies doing business
abroad.

More projects involving teamwork and negotiations
would help prepare our students. The international
manager spends up to 60% of his or her time in
negotiations (Guptara 1989) and many of our students
lack group skills.

Most of our graduates go to work for small or
medium sized companies. Until recently, these firms
were not entry chances for someone wanting a career
in international businesses (Cundiff and Hilger 1988),
However, many predict that the smaller businesses will
be the ones to benefit the most from EC unification,
Students should be encouraged to work for the smaller
firms and pursue an intarpational career.

A final point concerns an issue that the news
media in the U.S. peint out often--American students
have extremely poor geographical knowledge. Our
youth cannot identify states that are located on the
other side of their own country from them, what alone
identify different countries around the world. The results
of this survey indicated that studerts shouid study

Europe as a whole instead of the individual countries
that comprise t. Many are afraid, however, that our
students do not even have rudimentary knowiedge of
any of the individual countries.

All in all, U.S. businesses have no choice but to
prepare for 1992, just as the twelve member states of
the EC are doing. We can not afford to ignore the
large marketing opportunities presented to us and at
the same time, we must acknowiedge that the
competition presented by a unified Europe will be a
challenge that we must meet. Understanding the
benefits and pitfalls of doing business in all of the
tweive countries will be essential and we must help our
students to understand them as well.
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RACIAL-ETHNIC ASPECTS OF RETAIL MANAGEMENT EDUCATION:
A TEXTBOOK CASE OF NEGLECT

Thaddeus H. Spratlen, University of Washington
Joseph F. Gauff, Jr., Florida A&M University

Abstragt

This paper identifies and interprets
the implications of the coverage of race and
ethnicity in selected retail management
textbooks. The coverage gap between textbook
content on the racial and ethnic aspects of
retailing and the aggregate consumption-
patronage importance of various racial-ethnic
minority groups is used to define the extent of
neglect.  Implications and challenges of
changing the coverage are discussed. We
conclude that retail management education
would be better served by having retail
management textbooks reflect more accurately
the current realities of race and ethnicity as
well as the trend towards a more culturally
diverse retail marketplace of the 1990s and

beyond.
INTRODUCTION

Racial-ethnic minority groups in the
United States comprise a substantial part of
the retail marketplace as consumers. For the
nation as a whole the overall proportion is now
about 25-30%. Their numbers are increasing
at a higher rate than those of the majority
population. Indeed, in 20% of U.S. cities (36
of 182) with 100,000 or more residents, they
now constitute a majority of the population.
. tisti Abstract 1989) While
spending potential, in-the aggregate, typically
lags their population proportion by a wide
margin, the numbers are nonetheless
impressive. But despite the consumption and
patronage influence represented by the market
facts, textbook coverage of the groups and
their importance in the retail marketplace is
quite uneven and generally limited. Neglect of
some relevant topics is rather commonplace in
the textbook conmtent. Indeed, according to
Valencia (1989, p. 23) such neglect extends to
marketing textbooks generally and amounts to
what he calls "ethnic marketing myopia."
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This paper illustrates the forms and
extent of neglect by comparing the race-ethnic
content of five widely-adopted retail
management textbooks.  Several relevant
topical areas which receive limited coverage or
are  omitted entirely are identificd.
Representation of diversity in the people
included in the text photographs is also
compared. Implications for retailing
management education and the challenges to
authors of retailing management textbooks are
also discussed briefly.

In the section following this
introduction, some measures of the
consumption importance and influence of the
racial ethnic groups are summarized. Major
emphasis is on Blacks and Hispanics because
they are the two largest groups. More current
literature is available on them than on other
groups. This topic is followed by comparisons
of textbook coverage and diversity of people
included in text photographs. Implications are
then presented with respect to related
challenges facing retailing education and the
authors of retailing management textbooks.

RACIAL-ETHNIC GROUPS AS RETAIL
MARKET SEGMENTS

In population size and spending
power, the numbers are impressive, In 1989
there were over 30 million Blacks and about
20 million Hispanics. (U.S. _Statistical
Abstract, 1989) Together they now comprise
about 20% of the total U.S. population and
both are growing at a faster rate than the
majority population, Estimates are not as
current for  Astan-Americans,  Native
Americans and others (Pacific Islanders,
Asian-Indian Americans [Indian Subcontinent|,
Southeast Asians, etc.). But in total they
represent at least several million more
consumers. However, limited availability of
other published data, differences in culture,
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language and recency of immigration also
make many Asian groups generally less
accessible, in regional:or even local terms, than
groups of Blacks and Hispanics. (Kern 1988)

It also should be noted that the
income proportions of most of these groups, in
the aggregate, are smaller than their
population proportions. Yet the spending
potential is enormous. Aggregate annual
income of Blacks is now estimated to be $240
billion and that of Hispanics at $160 billion.
(Author’s estimate; Hamilton 1989) For these
two groups in aggregate terms, this amounts to
over 13% of U.S. personal income--about 8%
for Blacks and 5% for Hispanics. (Dingle 1987,
Hamilton 1989} Moreover, distinctiveness in
socially- and culturally-based preferences,
patronage behavior and in other dimensions of
marketplace behavior can be identified as
useful bases of market segmentation. In
addition, proportionate retail expenditures in
some product categories are equal to or even
greater than either the income or population
percentages. This is true for Blacks in such
product categories as health and beauty aids,
especially hair and skin care products,
cosmetics, soft drinks and other beverages, as
well as several categories of food and
household products. For Hispanics this would
apply to certain makes of domestic passenger
cars and to other product categories in which
consumption patterns reflect a  stronger
cuitvral focus as in the case of many food
products, beverages and some personal care
items. Such consumption patterns and
relationships translate into substantial market
opportunities for many types of retailing based
on geographic concentration of consumers,
race/ethnic segment appeals, patronage
loyalties and specially targeted consumer
benefits. There is a preponderance of evidence
that social- and cultural distinctiveness of these
groups will persist indefinitely. Yet in general,
details about these race/ethnic group or
market segment characteristics are not
ilustrated and discussed to an equivalent
extent in most of the widely adopted retail
management textbooks.
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COMPARISONS QF TEXTBOOK
COVERAGE
Most  textbooks im  retailing

management are uneven in their coverage of
the racial/ethnic aspects of the subject. This
pattern is summarized and discussed in this
section of the paper.

Selection and Review of Textbooks

The retailing management textbooks
chosen for comparison were sclected based on
their recent publication dates (1987 or later);
acknowledged market position (in their second
or later edition) and market exposure
(adoptions in many four-year institutions).
The five textbooks included under these
criteria were:

Berman and Evans, 4th ed. (1989)

Davidson, Sweeney and Stampfl, 6th
ed. (M88)

Lewison and DeLozier, 3rd ed. (1989)

Mason and Mayer, 4th ed. (1987)

Morgenstein and Strongin, 2nd ed.

(1987)

These books are likely to be considered
representative of the "state of the art” in topical
coverage as judged by their recency of
publication and acceptance in the academic
marketplace.

Retailing textbooks by authors not
included in the listing (1) did not meet one or
more of the criteria, (2) were not available
when the comparisons were made, (3) or were
not considered to be comparable as to the
primary targeted segment of four-year
college /university users.

Summary of Comparisons

The main categories of race-ethnic
content are summarized in Exhibit 1.

Some coverage of key topics and
issues is omitted from all five textbooks. This
is not surprising. Very likely this could be said
of topics of universal importance such as
consumer behavior, merchandising planning
and even retail pricing. But the range of
coverage as well as omissions is quite large.



EXHIMIT }

Race-Ethnie Content of felected Retail Management Textbooks

Davideoa,
Authoris) [Yesr) -===~) Bernan Lewison and fwasney & Hason & Morgenstein
and Tvans Delozier stampf} Hayer and Strongin i
[194%) [1939) (1509) (1987} {1987) &
Topic/Covarage
Maia Title No Separate "The Diversified*yimority Growth- No Seperste “Descgrapble
Reading Mincrities® Market Zegwents®™ Neading and Zpeclal
Place - Chapter ia comsumer Comsuner Harkets® |
behavior ht 1) s YES »0 Yzs -
Length 16 lined 30 1ines 27 itnes ¢ 1{nes -
(1.3pp) 12.%p) {10.3pp) 2.0} 13.5ppl
Kay Topics o
Acknowledges racefetdale :
divarsity kg ) Ti3 Yis TES TES :
Corructs "selting pot®
perspective of sssisilstion wo TS No NO RO
Sh
laporta race/ethale desographics  YES Yrs YES no no J
biscusses applicable foras of )
narket segmentation "0 YES YES YES YES
Offers -ratail mix strategy guides
tor reaching rece/ethaie groups | -] YRS Yi3 N YES ' i
Cives sxamplas of retailer 1
Tesponses to at least ohe race/ TES es YES b1 YES :
sthnic group
Hentionad Iin market sras analysis WO YES NO Ko YZ3 -
Refarred to in HRE topics ] YES NO NO NO o
Included in discussion of
franchising ne NO NO YES no
Table/graph of raca/ethnie
demographics no YES YES NO NO j
At least two othar illustrations 5
provided of racefetbnic contentl %O NO YES »O YEs

[]

Exacples comld Include, but are sot limited to: appare]l and dipcouvet mer 1
brand and store loyalty; dovntown shoppiog patterns; ::ntul city, rqlml?ﬁ:';e;::mzélzxmg
of racial/ethaic groups; role of vord—cf-mouth publicity; fragmentstion and otber wedis characterises i T
retsil firm dominance in the Black enterprise sector: natfonal, regloasl or local media compat of u;x .
retail/service firms such a9 Burger Flng and HcDonslds. "reiaes of selected
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For example, Davidson, Sweeney and Stampfl
(1988) provide over 10 pages of tabular and
text material; Berman and Evans just over one
page. But even length and "yes" answers
regarding selected topics do not capture the
variations in quality and clarity of coverage. As
an example, only Lewison and DeLozier (1989)
recognize that the myth of the melting pot and
assimilation should be challenged and
corrected. None of the present coverage fully
reflects the readily available trade and business
periodical literature on racial/ethnic aspects of
the retail marketplace.

In turning to Table 1, the lack of
diversity in the people photographed is even
more marked.  But with the exception of
Davidson, Sweeney and Stampfl (1988) even
Caucasian women are “underrepresented”
relative to their importance as retail customers.
In Mason and Mayer (1987) therc is only
gender diversity. In all of the books, the
percentage of individuals from racial/ethnic
minority groups is below their representation
in the retail marketplace.

IMPLICATIONS AND CHALLENGES

In most topics or subjects presented in
retail ~management textbooks, authors
generally attempt to reflect current theory and
practice in their presentations. Such is not the
case, generally, with respect to racial/ethnic
aspects of retailing. This has important
implications for retailing education and poses
some challenges to the authors of retail
management texthbooks.

Implications for Retailing Education

To the extent that the coverage does
not adequately reflect diversity, students of
retailing are not being made aware of
important aspects of the environment which
they will encounter as consumers, managers or
other roles in the business system. Besides
awareness, important opportunities are being
missed for encouraging greater sensitivity to
and understanding of racial/ethnic differences
and diversity. For any glaring omission it could
be argued that there is some degree of
miseducation.
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Our suggestions to teachers of
retailing include the following:

1. Supplement text coverage of
racial/ethnic content with articles from
Advertising _Age, American Demographics,

Black Enterprise, and other publications which
do provide coverage of the relevant

racial/ethnic content.

2. Use examples from local
newspapers and, when available, from other
media targeted to the various racial/ethnic
communities in the area.

3. Mention the omission to publishers’
sales representatives and editors when the
matter of topical coverage is discussed.

4. Write to authors and convey interest
in and sensitivity to the coverage of racial and
ethnic content.

Implications  for _ Authors _ of  Retail
Management Textbooks

The coverage of racial and ethnic
aspects carries with it more discretion than is
likely for most other topics. There are after all
varying degrees of interest which teachers and
students have in such coverage. The issue
probably turns on the idea of balance, author
interest and, inevitably, space limitations
imposed by editors and publishers. We think
that this discussion has indicated that the issue
at least deserves some rethinking. Based on
what currently exists in the retail marketplace,
there is a marked coverage gap. Given what is
being predicted for the workforce and the
society in the 1990’s and beyond into the 21st
century, morc atteation to race and ethnic
diversity in retailing is well-deserved. A major
challenge, then, is to have authors respond by
including more material on racial and ethnic
aspects of retailing in future editions.

CONCLUSIONS

Based on content comparisons in five
widely adopted retail management textbooks,
there is a noticeable coverage gap with respect
to the racial/ethnic aspects of the retail
marketplace. This presents authors with
challenges and opportunitics to morc



TABLE 1

Ethnic Diversity in Text Photographs That Include People

D,
B&EL &sg LsD3 MaM? Msas®
Total Number That

Include People 125 20 156 13 193
Caucasian males 43 10 61 6 66
Caucasian females 71 17 82 7 105
African-American males 6 1 7 0 3
African-American females s 2 4 0 15
Hispanic males 0 0 1 0 0
Hispanic females 0 0 1 0 0
Asian-American males 0 0 0 0 1
Asian-American females 0 0 0 0 3
Not counted because

gender/race or persons 18 8 30 3 15

not distinguishable
Percent Caucasian female 57% 85% 53% 54% 54%
Percent non-Caucasian male 5 5 5 0 2
Percent non-Caucasian female 4 10 3 0 9
Percent total non-Caucasian 9 15 8 0] 11

lgerman and Evans [1989]

2Davidson, Sweeney and Stampfl [1988]
Lewison and DeLozier [1989]

4Mason and Mayer [1987]

5Morgenstein and Strongin [1987]

— T — - A S A T . . W I S SN S A T A i P T . S A S G I R S N A G — ———— ——

40

-

-

e

h

[



.

adequately reflect the diversity in order to help
students become more aware of and, hopefully,
sensitive to such issues. For the sake of
understanding and accuracy it would seem
desirable to narrow and, eventually, eliminate
the coverage gap on race and ethnicity in retail
management texthooks. With more accurate
and representative coverage of racial/ethnic
content, students can be helped to prepare for
the more culturally diverse marketplace that
they will encounter throughout the 1990s and
beyond.
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Introduction

An emerging trend in business education
is the teaching of ethics either in an ethics class or
as an integral of several classes. There are some
separate issues for business students who major in
marketing. Some of the topics that constitute a
marketing education create a unique set of ethical
problems. For marketing students some marketing
practices seem unethical but acceptable to many
practitioners. A common concern for students who
plan on becoming marketing professionals is what
behavior is ethical and whose standard of ethics
shouid the student incorporate or internalize as his
ethical standard. What is ethical behavior and who
determines it is a complex issue for marketing
students.

An issue for some students is what are the
reasons for being ethical,

For many marketing students the reasoning
that “it's what maost people think is right” or "It's
best for society” is often not enough of a reason to
avoid unethical behavior. In addition, marketing

students often find that their personal ethics differ
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from those of their manager or the ethical standard
established in the companies’ codes of conduct.
Students need to understand how they might
reconcile these differing ethical codes. Finally,
almost all marketing classes have maximizing of
profit as the main criterion in decision making.
Other objectives are viewed as inferior. The

phitosophy of maximum profit is often inconsistent

with use of an ethical standard for decision making.

Ethical Issues in Marketing

Marketing academics have mostly written about
three major areas of marketing in which ethical
problems often arise: (1) sales efforts of sales
representatives (2) distortion of marketing research
data by marketing researchers, and (3) deceptive
advertising.

John (1984) discussed some additional ethical
problems with channels of distribution. Also,
product offerings have received some ethical
consideration Laczniak {1983). Early works by

Alderson (1964) and Bartels (1967) dealt with the
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problems of ethics in marketing. Such questions
were asked as, "Do you want your daughter to
marry a marketing man?” Farmer (1967), "Would
you want your son to marry a marketing lady?"
Farmer (1977). Authors of recent papers on
marketing ethics are Hunt and Vitell l(1986) and
Robin and Reidenbach (1987).

Research that focused on ethics in selling
have been provided by Davis et al. (1979}, Levy and
Dubinsky et al. (1983}, Mayer (1970). Papers
dealing with marketing research ethical problems
have been developed by Ferrell and Skinner {1988),
Tybout'and Zaitman (1974}, Hunt et al. (1984}, and
Tull and Hawkins (1887). Much has been written
about ethical practices in advertising in both the
popular and academ_i(': literature. Galbraith (1958),
Ford and Calfee {1986), Turk {1979), Greyser and
Reece (1971) and Arrington (1982} have all

addressed the many ethical issues in advertising.

Meaning of the Term Ethics

The term ethics has different meanings in
its use in marketing settings. Much of the usage
in business is with the word unethical rather than
ethical. In a business setting unethical denotes

behavior that is legal but socially or environmentally
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inappropriate to a large number of individuals.
There are many synonyms for ethical; fair, socially
acceptable, honest, just, right, appropriate, gocd.
socially responsible, Christian, moral, honorable,
correct, admirable, high, wholesome, square,
admirable, good. It would be instructive to explore
the differences in meaning of these many terms as
they are used in marketing.

In teaching ethics, many authors go to great
lengths to define what ethics means by comparing
it with one of these terms. Robin and Reidenbach
(1987) do this with ethics and social responsibility.
They see ethics as "rules of moral philosophy,” and
social responsibility as "a social contract between
business and society."

Martin (1986) sees ethics and justice as "aimost
synonymous.” Ferrell and Skinner {1988) use
Taylor's (1975) definition of ethics as "inquiry into
the nature and grounds of morality, where the term
morality is taken to mean moral judgments,
standards. and rules of conduct." Hunt and Viteil
{1986) use this same definition. In general, almost
all definitions take the term ethics to mean behavior
that is "moral"--something not prohibited by the law,
but which perhaps should be or will be in the near

future. The term ethics is often used disparagingly

to describe a competitor’'s successful tactics, such
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as "My competitor’s actions are successful, but
unethical.”

An interesting question from marketing
students in ethics classes might be, "If it is wrong,
why not make it illegai?* Just what is illegal has
been defined and debated for centuries. The
concept of ethical behavior changes from culture to
culture and even within a culture over time. Bartels
(1967) examined such cultural impact on ethics.
The U.S. culture has changed in its view of smoking
in public places over time, and on the ethics of
working for cigarette-producing firms. Indeed,

ethics extend beyond what is legal Law
enumerates a minimum level of acceptable behavior
for business. Ethics defines what society views as
acceptable behavior. While there is no legal
recourse for an unethical act, society does mete

out its own form of punishment.

Issues in Teaching Ethics in the Classroom

There are many who want professors to
teach ethics courses in business schools or to
integrate ethics into marketing classes (Hunt and
Vitell (1986)). Since many people who engage in
marketing activities studied marketing in college,
the classroom would seemn to be the ideal place to

teach ethics. Rest (1988) cites research that
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ihdicates that individuais establish their ethical code
between the ages of 20 and 30--the ideal age group
to expose to ethical teachings.

Ethics deal with behavior as well as cognition.
Most of what goes on in marketing classes is
cognitive, not affective. Students do not necessarily
internalize what they learn to be ethical behavior.
They may learn it but not believe it; they may not
be willing to behave in ethical ways just because
they have been told what is ethical. Some students
may view ethics classes as they view the content of
a class in Greek mythology--something interesting
to learn about, but not to believe in.

Ancther side of the argument is that marketing
education is not just {eaching students terms and
concepts, but teaching students to think like
"business professionals.” Students prepare
marketing cases in which they are asked to
immerse themselves into the case and "act out the
role" of the business professional. If students learn
to think like business professionals by using the
case methods, why can't cases be used 10 teach
students to behave ethically. In teaching ethics in
a marketing class, cases perhaps are important to
assure affective education. Many who write and
research ethics use "scenarios” (see Hunt ang Vitell

[1986] and Laczniak [1983]). These scenarics are

mini-cases that allow the reader/discussant to feel
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ot empathize with the ethical dilemma. Some
casebooks on business ethics have been written,
for instance Garrett, et al. (1968).

One consideration--perhaps an objection
to teaching ethics in a university setting--is the
behavior of the professors. Few students go
through the university without seeing some
unethical behavior on the part of professors: unfair
grading, unprepared lectures, missed classes,
tardiness, sexual exploitaticn, plagiarism, and ego
satisfaction occur at universities. (Cahn [1986]
explores the many forms of unethical behavior in
academia.) Students may view the teaching of

ethics by some university professors as
hypocritical, arguing that many professors behave
in ways that would get them fired or penalized in
other organizations. The lack of accountability
among professors may foster a standard of ethics
that is different from that of the business
professionals.

The ethical standard of business
professionals may well be quite different from the
ethical standard of other segments of saciety.
Sturdivant and Cocanougher {(1973) found in their
study that blue-collar workers, housewives and
students had very different ethical standards, as
compared to those of business professionals. So

it may follow that marketing professors have a very
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different view of what is ethical, compared to the
view of business

professionals.

Student Resentment and Reluctance

One problem of professors who teach ethics is
that the topic is personal and emotional. Students
may see the professor’s standard as reflecting the
philosophy of the establishment; the professor is a
tool of business, being used to expioit students.
Students may respond to the requirement to take a
marketing ethics class with the feeling, "If | wanted
Sunday School, | would go on my own." The
teaching of "how you ought to think” can cause
resentment in students. in entering such a class,
students may feel they are about to be
"brainwashed.”

Many college students see the ethical behavior
standards as being established by the generation
that gave thern Watergate and Vietnam. They see
the system as seriously flawed and point out the
stupidity of outlawing drugs, but not tobacco and
alcohol. Many marketing students are particutarly
disturbed by puffery wondering why marketers can
legally lie. They see politicians and business
ieaders engaging in illegal and unethical behavior.

As a result, it is difficult for some students to let the



older generation determine their personal behavior

codes.

Ethical Philosophies

Two philosophical ideas are used to
describe reasons for ethical behavior: deontology
and teleclogy. Deontology says that some actions
like shoplifting are inherently always bad. Teleology
says that what is ethical is determined by the
outcome. Shoplifting medicine to save a dying
baby may raise the overall level of human

satisfaction and be viewed as ethical.

Ethics and Profit Maximization

Most marketing classes focus on profit

maximization. When there are alternatives in a
case, students learn that they should use profit
maximization as a major criterion in determining the
best alternative.

One method of evaluating alternatives is to
calculate the expected value of each alternative and
choose the alternative with the highest expected
value. Expected value is calculated by assessing
the dollar value of each alternative, multiplied by the

probability of the expected alternative occurring,

given that a particular choice is taken.

Stressing profit maximization in marketing
classes can conflict with what is taught in an ethics
class. Instead of pricing to maximize profits, ethics
may call for pricing to maximize satisfaction in the
system (teleological values). Scme protessors may
feel that pricing at less or more than profit
maximization “leaves money on the table”; it is
unethical to stockholders.

In doing a case analysis, it is very difficult for a
student to justify a decision that generates inferior
profits. The assumption is that people buy stock
{become owners of a company) to make money.
The owners want to make as much as possible,
and employees of the firm should do everything

legally possible to maximize the profits that flow to

" the shareholders.
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The difficuity occurs when a profitable action is
legal, but possibly unethical.

If management fail to follow a course of profit
maximization, they are viewed as not fulfilling their
fiduciary role and may be sued or fired.

Given the long tradition and legal obligation of
managers to maximize profits, it becomes difficult
to tell students to look at ethical considerations in
profit maximization. It seems inconsistent with what
is taught in most marketing classes to tell students
to maximize profits depending on whether the

action is ethical.
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Reasons for Ethical Behavior

it is often pointed out to students that
undesirable penalties can occur to individuals who
engage in unlawful business activities. Large fines
and imprisonment are often the lot of those who
violate the law. The threat of prison and fines does
not exist for unethical behavior that is legal.
Professors who teach ethics need to develop
logical reasons other than the fear of going to
prison for teaching students to behave ethically.

In many situations, unfavorable resuits
occur when a person is unethical. These can serve
to deter unethical actions. Some which marketing

students understand are discussed below.

Public Relations

Corporations spend enormous amounts of
money to develop a good image. Corporations
want to be viewed as a good citizen who customers
can trust. Good image sells products. Unethical
behavior can result in a bad image for a firm and its
products. It may cost large sums of money on

advertising to counteract negative communication

caused by an unethical act.

Personal Reputation
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A maxim in marketing is that "people buy from
whom they know.” Sales representatives join
the Elks, churches, and the Chamber of Commerce
to become known, so as to be able to sell more
products. A sales representative with a reputation
for unethical behavior is likely to be unsuccessful in
selling.

A second marketing maxim is that a product is a
"bundle of services,” not just a physical good. How
a person feels about using the product {psychic
satisfaction) is as important as the physical gooed.
It the marketing students see themselves as a
product, then they see their reputation as a large
part of their bundle of services that they are offering
to employers.

Generally, people do not like to hire individuals
they can't trust. |f wir*:dividuals are unethical with
customers, it may be that they will be unethical with
employers. Likewise, an employee who sees the
employer deal unethically with suppliers and
customers wonders if the employer might also deal
unethicaily with employees. When the environment
between employer and employee or sales

representative and client is laden with distrust, it

may result in lower productivity.

Societal Pressure




The recipients of unethical behavior often
become angry and seek vengeance. |t may be that
o} v e r
time, vengeful individuals or those sympathetic to
them may have an opportunity to get even and take
it. Individuals often have a vigilante attitude of
correcting those who behave in legal but socially
inappropriate wayé.

People who are unethical often find that
public officials are slower to respond to requests
for community services; community members are
unsympathetic to their wants and views; they
receive fewer awards, honors, and invitations; there
is a higher expectation for them to contribute to
atone for the unethical behavior. Those who are

often find that meet

unethical they must
requirements at a more stringent level. Inspectors
may come around more often. Media may appear
to be unsympathetic or hostile. Plumbers and
lawyers may charge more. They may have a higher
vandalism rate or shoplifting rate. Individuals they
may want to hire become less disposed o accept
empioyment, and ordinances and laws seem to be

passed that impede their efforts.

Difficulty in Employment

Corporations often fire unethical salesmen

to protect themselves. They are also reluctant to
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hire people who are viewed as having engaged in

unethical behavior. Community and media
outrages are often satisfied only with a firing.
Marketing students should be aware that their
unethical behavior can sericusly cripple their

employment career.

Religion
Some individuals have formalized religious beliefs.
Those who follow the teachings of the Bible cite
numerous scriptures that God will deal harshly with
unethical behavior. For example, | Thessalonians
4:6 says, "That no man go beyond and defraud his
brother in any matter: because that the Lord is the
avenger of all such, as we have forewarned you
and testified." This seems to mean that the Lord

will punish unethical behavior.

Soclal improvement

Some individuais may not have a religious
orientation, yet still have a high social conscience.
With such individuals a call to ethical behavior may
be successful in inducing ethical behavior if it is
pointed out that ethical behavior will enrich or

improve saciety as a whole.

Self-Confidence

Negative social pressure is exerted on these who

engage in unethical conduct. This can cause some
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people who engage in unethical behavior to lack
self-confidence.  Eventually, it becomes more
difficult to make sales calls, and the sales calls that
are made may be less effective. Unethical behavior
can cause the offenders to lose time and energy
worrying about what they have done and how to
rationalize the behavior.

If a salesperson follows the advice of the
marketing concept to focus on the needs, wants,
and preferences of his buyers, he is forced to
posture himself as ethical. Al buyers want to deal
with the ethical salesperson.

If a salesperson is what his clients want, he
will be what his clients define as ethical. This may
be a different ethical standard than he personally
feels is correct; it may also be very different from
what his employer or boss feels is ethical. On
occasion, the boss's ethical standard may be very
different from the corporation’s ethical standard--

this further compounds the sales representative's

dilfemma.

Ethics in a Profession/Role Ethics

Professional or role ethics are problems for
a marketing person. Whether a salesman should
follow his personal ethics or the ethical standard of

the company is often a dilemma. It's interesting to
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look at how the legal and medical profession deal
with the role ethics problem. A lawyer is to put
aside his personal feelings of whether a person is
guilty or not, or whether the person deserves to be
punished. | his role is defense attorney, it is
unethical for the lawyer to give anything less than
his best effort to see that the individual receives an
acquittal or the smallest penalty possible. [f the
lawyer is in the prosecuting role, he seeks the
maximum penalty and tries his best for a
conviction.

A physician who serves in a hospital emergency
room may be called cn to treat a patient he knows
and perhaps hates. Yet professional ethics dictates
that the doctor do all that can be done to save the
life of the individual._ Anything less is unethical.

In both these situations, professionals are
expected to foliow the ethics established by the
organization that allows them to practice or engage
in their profession. The state, the medical board, or
the bar all can take away the right to practice if the
professional performs in a manner that it deems
inappropriate or unethical. The ethics of the role
may be very different from the professicnals'
personal ethics or their clients’ or patients’ ethics.

When a conflict exists, the professicnals are

expected to comply with the role ethics.
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requlatory organization that defines what is ethical.
The salesperson often faces the dilemma, "Co | do
what | think my employer would want me to da in
this situation, what | feel is right, or what | think the
customer feels is right?"

Perhaps part of the problem is caused by

the different ethical standards for the sales situation.
Salespersons are boundary spanners; They

negotiate and administer an exchange between
seller and buyer. If they produce mocre good for
the buyer, they often produce less good for the
seller, and vice versa. The salesperson may do
more good for himself by doing less good for the
buyer. He may split his commission with a client,
thereby increasing the good to the client, but
" reducing the good to himself and his family.

The topic of role ethics becomes important
for students who are going into marketing. Should
they impose their personal ethics on their role of
salesperson, representing a firm, or assume the
ethics outlined by the company? Many companies
have a code of ethics and expect their employees
to follow the company’'s ethics rather than their
own. Should students, in practicing their marketing
profession, follow a role ethic that replaces their
personal ethic? If they are personally opposed to

lying, can they put their personal ethic aside and
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follow the ethic of puffing--exaggerating the benefits
and features of the product they sell?

The problem is compounded by the fact that
marketing professionals may be influenced by the
ethic of their boss, competition, or client, in addition

to the ethic outlined by the company.

Conclusions

This paper has expiored some of the problems of
teaching ethics to marketing students, such as what
the word ethics means and the problem of getting
students to internalize ethical philosophies. The
difficulty of getting students to internalize ethical
beliefs as a code of conduct is difficult in part

because of professors who act unethically, and by

emphasizing maximum profit as the principle .

objective of decision making.

Several factors may induce marketing students to
act unethically. There is the conflict of whose
ethical standard the student should accept--can the
student put aside his ethics and adopt the role
ethic, as doctors and lawyers do.

Students in marketing classes cannot be taught a
code of ethics, but they can be sensitized to the
many ethical dilemmas they will encounter in their
future jobs. By being exposed to various possible

situations that can occur, students' responses can
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USE WRITING TO GENERATE STUDENT THINKING WHEN TEACHING MARKETING PRINCIPLES

Edward J. Ryan, Jr., Millsaps College

Abstract

During the past decade, a great deal of energy has gone
into  developing strategies that enhance teaching
affectiveness and promote more active student learning.
Marketing educators have responded quickly to the need for
new strategies in education and have developed innovative
approaches which reinforce the traditicnal textbook reading
and lecture design. This paper describes the author's
involvemant in one such innovation, a principles of
marketing course which is structured as a writing course,
The intent of course design is to change the student’s role
from one of passive involvement to that of an actively
involved travelar/participantiteacher.

Introduction and Purposs

Last Summer we were haif way through a Principles of
Marketing course that | was teaching using a modified
version of writing pedagogy. The students were supposad
to be learning through a series of “thinking” assignments
that invoive the extended use of writing and computer word
processing. One moming | started off the class by
commenting, "This moming’s headline reads: Mississippi
drinks in profits from liquor sales.’ The article goes on to
mention that the State netted $22.9 million on $111.7
million in wholesale liquor sales during the fiscal year 1989.
Does anyone have any comments?”

The class, which had been highly motivated and
responsive just sat and looked at me. No one even
seamed interested. Somewhat irately | said, "You know, if |
had asked you to write your comments you would have ..."
My mind clicked into second gear and an inner voice said:
"That's what you are supposed to be doing, helping them
think and learn. Ask them to freewrite on the subject
instaad of leading them to where you think they should got
| apologized for starting to snap at them and asked the
class to take 10 minutes and write their thoughts about the
newspaper articla. The ensuing discussion involved the
class's perceptions of the societal tradeoffs that are
involved when marketi what Kotler (1988} calls
"unwholesome products.” niﬁore importantly, the discussion
was lively and dominated by the students. My attempt to
rovart to a traditional lecture style with limited class
discussion had been aborted through a change in teaching
method that constitutes one response to the many calls for
a new vitalty in education.

This past decade has been a period of extraordinary
seif-reflection in higher education. It has been a period in
which a great deal of energy has gone into developing
strategies for teaching more effectively and for promoting
more active learning on the part of studemts. These
stratagies are documented in several major studies included
those conducted the National Institute of Education
(1984}, Carnegio Foundation for the Advancement of
Teaching (1987), and the Association of American Colleges
(1985 and 1988). Marketing educators hava been quick to
respond to the need for new approaches in education,
particularly in the principles of marketing course. Peterson
(1989), for example, has called for more depth in the
principles offering and suggests that Instructors  use
methods which “reinforce the traditional textbook reading
and lecture approach.”

This paper describes the author's involvement in a
principles of marketing course that is structured as a writing
(W} course, The intent of course design is to change the
studant's role from one of passive involvement to that of an
actively involved traveler/participantteacher. Hopefully, the

author's experience with the course will be usefd to
marketing educators at other institutions who may be
considering the use (or increased use) of writing pedagogy
when teaching marketing principles.

Mitisaps College

Millsaps College is located in Jackson, Mississippl and
was founded in 1890 by the Methodist Church. As a liberal
arts college, Millsaps seeks to give the student adequate
breadth and depth of understanding of civilization and
culture. The curriculum ie designed to avoid premature
specialization and to integrate the humanities, the social
studles, and the natural sciences for their mutual
enrichment. The College most recent reco%iﬁon for
axcellonce in liberal arts was installation of the Mississippi
Alpha Chapter of Phi Beta Kappa In March, 1989
Moreover, the Else School of Management is currently in
the process of obtaining AACSB accreditation,

"New and improved” Course Structure

The author does not intend to imply that the use of
writing to enhance student thinking has been neglected by
marketing educators, Textbook publishers have generous
furnish a variety of learning aids to those who adopt their
texts including study guides, microcomputer-assisted self
instruction prﬁrarns, casebooks, simulations, and marketing
videotapes. Most of us have used several or all of the aids
to foster student creativity and understanding. Therefors, a
restructuring of the marketing principles course in the W
format can at best result in a "new and improved™ course.
Howevar, the author's experience with the format suggests
that #t can greatly stimulate the student's interest in
n'liarke!ing and. improve the instructor's interaction with the
class,

The most significant differance between the W
marketing principles offering and the traditional offering is
course structure. Millsaps College has institutionalized
writing pedagogy by incorporating it within core curriculum
raquiraments. Moreover, instructors who teach W courses
must complete a writing workshop and be ignated as W
instructors by the College. These actions have helped
eliminate the possibility that the institution's commitment to
writing pedagogy will be short iived.

The second significant difference is that the instructor
does not read or grade student writing in the traditional
manner; the concam is with what the student is trying to
say and the emphasis is on generative learning. is
means that the instructor must overlook incorrect grammar
and spelling and concentrate on marketing content and
process. It should be noted, however, that the students
enrolied in a W course have been well prepared in English
and must complete of wriﬁn& proficiency examination betore
being eligible to enroll in a W course.

The Writing Workshop

A Ford Foundation grant enabled Millsaps College to
establish a series of writing (W) courses that address one
major aspect of its mission: Yo integrate the humanities, the
social studies, and the natural sciences for their mutual
enrichment.”

Additional course writing assignments will not motivate
students to become more actively involved or accelerate
their progress toward higher order thinking and writing, To
achieve this outcoms, teachers must assume the new role
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of active gulde/faciitatortraveler/participant. Moreover,
students must assume the role of actively invoived
travelar/participant/ teacher. The radical diference between
the new and traditional epproaches is that the W teacher
must develop courses that are custom fitted to a spacific
discipline, teacher, and the developmental needs of the
students. This requires additional instructor training which
at Millsaps takes the form of a writing workshop.

Collage Faculty who teach writing courses are required
to attend an Intensive two-week workshop lead by the
Director of the Writing Program. The Director is assisted
by other faculty members who previously participated in
the workshop and have taught a W course. The workshop
is 8 role reversal for the scon to be W course teacher whe
becomes the student.

The  workshop leaders provide few answers to
questions since they reject the teacher's traditional role.
Early in the workshop, this role rejection is disturbing to
many individuals who are not ready to accept the new
methodology. This discomfort is eased for most participants
as the workshop progresses.

The workshop inchudes activities such as freewriting,
writing-thinking notebooks, participation In writing groups,
active Hstening, process writing, journals, and discussions.
The level trust among most participants gradual
increases to a level of open discussion of issuves whic
individuais feel are aither not being addressed or are not
b addressed satisfactorly. Among these issues are
grading/evaluation, syllabus/course design, sacrifice of
course content in the W format, and how to make the W
format work. The level of anxiety on these and other
issues is not minimized for many of the workshop
participants and rightfully so. If the leaders suggest
answers, they defeat the workshop's pumpose - to help the
trainees realize what education is and is not. Education Is
not accomplished when the teacher sets the environment
where success is regurgitation of materials presented and
read. Rather education is accomplished when the teacher
sets the environment which encourages the student to
discover and move beyond the course coment. The author
tried to keep this philosophy in mind when developing the
W marketing management course.

Examples of Student/instructor Exchanges

The principles of marketing course revolves around the
Pride & Ferrell (1989) textbook model which depicts the
buyer, marketing mix, and environmental variables.
Students (classes are limited to 15} must relate course
activities to the modsl and eventually give examples of how
their comments and findings relate to marketing practice.
Before they can relate their activities to marketing, the
instructor must guide them Into discussions of the text
through writing assignments. Two of these, unfocused and
focused freewriting, are very useful in achieving this
outcome.

Unfocused freewriting is popular with the students once
the instructor provides feedback that relates student
comments to theory and practice. It is very useful when
introducing the course and gives the instructor information
that can be used to foster rapport. An example of
unfocused freewriting is presented in Table 1.

Table 1 Example of Unfocused Student Freewriting

Assignment: Take all of the rules you know about writing
and set them aside. Fer the next 5 minutes write with only
two ndes: dont stop and don't adit {everything in your mind
goes on the paper}.

Student: I'm sitting here wondaring how | use marketing. |
soll myself. | teach tennis to put mysel through schorg. H

have gone to several different clubs in Jackson and | have
had to try to create interest where there ofteon was none.
Sometimes | have been successful and sometimes | have
not. | recently falled in Brandon at a club in a different
area known as Crossgsates. | don't think | was original in
my manner of recruitment, | tried to use standard
techniques that | had used in South or Northeast Jackson,
| also think that | failed in the #iming. Because of this |
look a financial loss and had to totally reevaluate.

Instructor: We'll be able to put your experience into focus
as the course develops. You've hit on two very important
aspects of marketing; satisfying customer needs and timing
marketing actions, Mang'bu nosses fail because they try
to market a product to the wrong group at the wrong time.
A question: Is selling yourself same as marketing
yourself?

The student's response as shown in Table 1 was
useful when the instructor gave an overview of the course
and outiined the textbook model. The student took a
coursa of action based on what he thought was needed
and without regard to customer needs. The text warns

inst this tendency and states that marketers should
aways consider customer needs when deve#oph?emamaﬂng
programs.  Subsequent cilass commentary lead 1o a
discussion of the marketing concept, evolution of the
concept, and the roles that timing and luck play in business

strategy.
Before the complete textbook model of marketing could
be examined, more student input was needod. This was

gathered through focused freewriting exarcises such as that
shown in Table 2.

Table 2 Example of Focused Student Freewriting

Assignment: Imagine that you are a customer at a
shopping mal where you have shopped in the past. Take 5
- minutes and describe what is going on at the mall. (Note:
The instructor circled the words that are bracketed below,)

Student: [People] are walking bg the [window displays] and
[tooking at] the [merchandise]. Stores lke [the Gap] aways
seem to have [youn% people] in looking at the [clothas
which don't seem to change that much]. it's the [music| that
attracts them. When | wak through the major [depariment
stores| past the cologne, there always seems to be people
looking at the colognes. Surely [these people| don't buy
cologne everyday because they don't smell that good. The
display is [laid out] with [neat little gifts] you can get if you
[buy] some cologne. What strikes me is the [amount of
flash] a store has is proportional to the [price} they want for
those items,

Instructor: The instructor wrote a term or comment above
each of the bracketed words. At the end he listad the
following "key terms™ market, target market, promotion,
product, inventory, style, fashion, atmospherics, department
store, conventional department stores, premium, stere
image, price, purchasers and users, exchange, consumers,
consumer decision process. These are terms that are
covered throughout the text and the student in effect
provided her own text overview. At the bottom of the pa

the instructor wrote; "Not bad -- you've covered half the
book already.” He also asked two questions: (1) Do you
supposa that the people looking at the colognes were
looking for gifts to give to people who do smell good?”; and
(2) Is the person who purchases a product the only one
who has an influence on the purchase decision process?”

Note that in both the unfocused and focused
freewriting exercises, the instructor did not provide specific
answers, (nstead he suggested a direction for inquiry and
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some questions which would hopsetully lead the studant in
that direction. Most students did not wait for fulure
discussions before responding to questions that the
instructor posad during the unfocused and focused
freewriting exercises.  Instead, they presented potentiaf
answers o the questions and/or asked the instructor for
additional guidance after they had tried to find "answers” in
the text. They started to read more and they started to
think and analyze at a deeper level. This outcome has
been consistent regardless of the type of exercise used.

About three weeks into the course, the instructor
assigns the first of a saries of "synopsis and observation”
axorcises that pormit the student to relate a current
devetopment in marketing to course material. The intent is
to show students that the course model is helpful when
analyzingr markating events that occur during our everyday
lives. ha topics are taken from periodicals that are
published thr out the semestar and assigned by the
instructor throughout the course. Students must summarize
each article using a word processing program and computer
printer and relate it to the textbook model and class
discussions, Table 3 contains a typical student input. Note
the simplicity of the student's remarks and the exclement
that she feit when preparing the exercize.

Table 3 Example of a Student Synopsis and Observation

ARTICLE:

"1990 census to count more than just heads™ The
Clarion-Ledger, (Jackson, Mississippl), September 10, 1989,
pp. 1A, 15A,

SYNOPSIS:

The 1990 census is bigger and better than ever. The
consus will reach further into the home lives and
backgrounds than in the past. Questions on income,
family, and race wil be critical. The population figures help
the government distribute federal funds, estimate social
servicas, and determine lsgislative districts,

In the family area, they want to know if the children
living in the home are natural born, adopted, step-children,
or grandchildren. This will help find out more information
on divorce, cehabitation, remarriage, and single parents.

They have rephrased the question "Who Is the head of
the housshold?" for "Who Is the householder?  The
awareness of the women's movement has reached all
areas.

The income saction now categorizes income by age,
sex and race. They have also raised the income ceiling to
include $150,000 and higher.

In the age and race section, they expect to find more
B'eople of Asian and Pacific island descent li'vin? in
ississippi, but they stil befleve that we are generally a
Black and White state. The age category will extend to 85
and up. This could mean more federally funded programs
for the elderly in Mississippi.

There will be a state-wide promotional campaign to
help ensure the success of the consus. Many people do
not realize that the census is a mandatory part of the
constitution.

OBSERVATION:

This is a very enlightaning article. Marketers should
just love all the information that this new and improved
consus will bring to them. They will be able to figure out
exactly who to market their products to and what the

variables are in certain markets, The census will help a lot
in the areas of demographic and geographic variables of
the market.

At first | couldn't figure cut why we were reading an
article on the census, but as | read Chapter 3 in the Pride
and Fervell text, 1t all made sense.

| guaess this census information would also heip in
foracasting market sales potential.  That couid be a
tremendous help to operating managers who have to ligure
out just how much to produca.

W | were a marketer, | would definitaly be looking
forward to all this new information about our country and
potential customers.

| thought #t was Iinteresting also that the State in going
to "market” the census itself. They want full participation
and that takes advertising and appealing to the people,
Marketing is gverywherell

Many other types of exercises are used in the
marketing principles writing course. Examples are written
analyses of a and vi marketing tapes hirnished by
the textbook publisher, joumnal orreparation, unstructured
written case analyses, and porifolio preparation. Each is
weighted heavily when the mstructor evaluates student
learning outcomes.

Student Grading and Instructor Evaluation

Technical course content is measured through three
examinations that cover textbook material, Written
exercises are placed in a writing portfolio which the
instructor grades during the final week of the course. The
oxaminations constitute 60% of the student’s final grade and
the portfolio 30%. The final 10% of each student's grade,
the instructor's evaluation, is often used to reward those
who started slowly and advanced throughout the course.

When grading the portfolios, the instructor looks for
patterns and trends. He asks, for example, "Has the student
concentrated on each exercise and attempled to resson out
responses? Has shethe responded to the instructor's
quastions in a positive manner? Has the student related
responses to the course model and  previous
discussions/current readings?”

The instructor Is evaluated by the students using an
instrument provided by Millsaps Col This instrument
has two Rems that are particularly useful when tracking the
progress of both the instructor and the students. These are
(1) stimulation of the student's interest in the subject, and
(2) quality of the teacher's interaction with the class (Table
4).

Table 4 Student Instructor and Course Evaluations

ltem_1

{Stimulation of your {student’s) interest in the subject)

Semester Course and Section Student Rating”

Fall 1987 Admin 321 (1) 5.0
Admin 321 (2) 51

Spring 1988 Admin 321 (0) 4.9

Fall 1988 Admin 321 (0) 52
Admin W321 (0} 63

Spring 1989 Admin 321 (0) 64
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ltem
(Quality of teacher's interaction with the class)

Semester Course and Section Student Rating*

Fall 1967 Admin 321 (1} 57
Admin 321 (2) 5.9

Spring 1988 Admin 321 (0) 52

Fall 1988 Admin 321 (0} 5.8
Admin W321 6.4

Spring 1989 Admin 321 (0) 62

* Lowest possible rating; 7 = highest possible rating

Table 4 summarizes performance to date when
teaching Principles of Marketing in the traditional manner
(Admin 321) and as a writing course (Admin W321). Since
completing the writing workshop and teaching my first W
class, my instructor evaluations have been siﬂniﬁcnnﬂy
higher. This could be due to the fact that started
employing more student writing in my courses regardless of
their designation.  Although It's too early to conciude that
the writing pedagogy is superior to the traditional approach,
these data suggest that tho method has great potential.

Summary

This paper describes the author's involvement in a
principles of marketing course that is structured as a writing
(W) course. The intent of course design is to change the
studont’s rolo from one of passive mvolvement to that of an
actively involved traveler/participantteacher.

The author does not intend to imply that the use of
to enhance student thinking has been neglected by
marketing educators. Textbook publishers have generous
furnish a variety of learning aids to those who adopt their
texts including study guides, microcomputer-assisted self
instruction programs, casebooks, simulations, and marketing
videntapes. Most of us have used severai or all of the aids
to fostor student ereaﬂviz and understanding. Therefore, a
rastructuring of the marketing principles course in the W
format can at best result in a "new and improved” course,
However, the author's experience with the format suggests
that it can greatly stimulate the student's interest in
ml:rkaling and improve the instructor's ineraction with the
class,

The most significant difference between the W
marketing principles offering and the traditional offering is
course structurae. Millsaps College has institutionalized
writing pedagogy by incorroratlng t within core curriculum
requiraments. Moreover, instructors who teach W courses
must complete a writing workshop and be designated as W
instructors by the Co These actions have helped
eliminate the possibilty that the institution's commitment to
writing pedagoegy will be short lived.

The second significant difference is that the instructor
does not read or grade studemt writing in the traditional
manner; the concern is with what the student is trying to
say and the emphasis is on generative learning. mﬂ’hrs
maans that the instructor must overlook incorrect grammar
and spelling and concentrate on marketing content and
process. It should be noted,” however, that the students
enrolled in a W course have been well prepared in English
and must complete of wrilin& proficiency examination before
being eligible to enroll in a W course.

Benefits have accrued to the college, the instructors,
and most importantly to the students. For example the
college has generated a "community of writers™ that has

transcended functional iines and fostered a high level of
esprit de corps. instructors have experienced an increased
sensa of job satisfaction and enjoy teaching in a cinss
fimited to 15 students, Students have enjoyed their new
reles and have attained a better understanding of course
material and the decision-making process. Most
importantly, the students have developed critical thinking
thr the writing process. As several students have
stated, "This is not ke a courss; it's enjoyable.”
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THE ROLE OF LEARNING STYLES IN MARKETING EDUCATION

Nancy T. Frontczak, Metropolitan State College

Abstract

Literature from education suggests that the student
learning process is a function of three factors -- the
environment, teaching style, and learning style. This proccss
is relevant to the marketing cducation proccss. Thix paper
reviews the relevant literature in the areas of marketing
education techniques and learning style, then provides a new
framework for understanding how the effectivencss of various
approaches to marketing education may vary by studemt
learning style.

INTRODUCTION

The trend in marketing education has moved from
the traditional, theoretical, lecture approach to0 a practical
application approach. A variety of approaches are often used
to assist learning of marketing concepts by students, such ax
case analysis, group projects, gucst speakers, and computer
simulations. A primary objective of most of these assignments
is to provide marketing students with an opportunity to learn
more about the "real world." Before a review of the rescarch
related to the effectiveness of these more practical approaches
to teaching is presented, one question must be raised. Can
effectiveness of the various approaches to marketing education
be accurately measured without consideration of the individual
differences in student learning style? The purpose of this paper
is to proposec & framework for analyzing student learning style
and effectiveness of marketing education techniques, which
may help understand this important question. Specifically, this
paper presents:

(1) A summary of relevant litcrature on the effectivencss of
various marketing classroom techniques

(2) A simple model of the learning process

(3) A brief history of the theoretical development of learning
style

{4) A framework of potential learning style implications in
marketing education, and

(5) Directions for future research efforts

EFFECTIVENESS OF MARKETING EDUCATION
TECHNIQUES

In analyzing the project method approach for
marketing rescarch courses, Malhotra, Tashchian, and Jain
(1989) discuss the shift in direction of marketing education to
"learning by doing and discovering” and the use of action -
oriented approaches. They suggest that the project method
approach fosters managerial skills such a& communication,
problem-solving, critical thinking, and interpersonal skills. In
another study of the use of team projects, Dommeyer (1986}
found that students preferred team projects over the individual
format. Also supporting the favorable findings of the group
project method, Goretsky (1984) found the class project was
rated by students higher than the term paper or case study
method. Other rescarch has considered the effectiveness of
client-sponsored projects (Ramocki 1987; de los Santos and
Jensen 1985). Studies which have looked at the group project
approach generaily find this technique is useful in integrating
theory end practice and that it has profound benefits for
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student’s learning process. Overall, findings arc extremely
favorable with regard to the use of group projects in marketing
courses.

The marketing literature includes studies which have
analyzed other educational techniques. For example, Gottko
and Osterman (1987) explain an approach cailed ‘The
Feedback Lecture”, which can be used in marketing courscs.
The "Feedback Lecture®™ combines the traditional lecture
approach with a formal structure of lecture outlines, specified
objectives, pre-tests, student discussion periods, and feedback.
The authors suggest that this method of lecture is usefui for all
types of learners. Another study considered the benefits of
other teaching techniques, such as guest speakers or panels,
fietd trips to corporations, videotapes and films, and cascs
(Henke, Locander, Mentzer, and Nastas 1988).

The effectiveness of these alternative approaches to
marketing education is certainly justified and supported by
empirical research. The studies seem to suggest that ail
students of marketing generally prefer these alternative
practical approaches and learn better through them. However,
most of these studies do not consider individual differences in
learning.

THE LEARNING PROCESS

Scholars in education have concluded that a student’s
learning process is a function of three factors — the learning
environment, teaching style, and student learning style, The
learning environment has been the focus of many investigations
of wvarious physical alternatives such as sound, light,
temperature, and design in the classroom (Dunn and Dunn
1975). Teaching style refers to the wide range of options a
teacher may adopt for particular situations (Bloom 1976; Joyce
and Weil 1972). Finally, learning style is described as
individual orientations toward learning.

Figure | illustrates the factors in the student learning
process. The simple model presented in Figure 1 applies to the
marketing education process as well. A learning style
approach to anelyzing marketing cducation may provide an
additional understanding of the effectiveness of marketing
educational technigues.

HISTORY OF LEARNING STYLES

The concept of learning styles has a long, weil-
researched background in the fields of psychology and, mere
importantly, in education. To present a historical perspective,
four theoretical paradigms are discussed.

Jung's Psychological Types

Literature reviews on individual differences in
learning styles most often cite the original work of Carl G.
Jung's (1921). His rescarch on “psychological types® suggests
that an individual's approach to decision-making is influenced
by the “thinking function® and the “feeling function®. The
thinking function uses logic and reason to analyze data and
information in an objective, careful and thorough manner
where all alternatives are considered and weighed. The feeling
function uses perception and personal insight to approach a
decision in & subjective, empathetic and emotional manner. All
people use both functions; however, we tend to be more



comfortable with one of these. Jung's also discussed two types
of perception: the "sensation function” where peopie observe
and experience the world through their five senses (they sec
what is actuaily happening), and the “intuition function® where
people react to images created in their mind based on intvitive
“reading between the lines.” A practical application of Jung's
theory is the well-known Myers-Briggs Type Indicator.

Gregorc Style Delineator

Anthony F. Gregorc (1982) is another well-known
author in the field of learning styles. He developed "The
Gregore Style Delineator” based on his concept of four patterns
of styles within individuals. In his theory, he suggests that
people have a preference for cither “abstract® (symbolic,
intuijtive, and cmotional) perception or "concrete” (realistic,
direct, and physical) perception. He also suggests that we have
a preference in the way we order information. We either
prefer "sequential” (lincar, step-by-step, methodical) ordering
or “random” (nonlinear, tangential, leaping) ordering. In
combining these two dimensions of perception and ordering,
Gregorc identifies four patterns of style. In addition, he argues
that everyone exhibits all four patterns to some extent, yet one
pattern tends to be predominant.

Dunn and Dunn’s Learning Style Elements

Rita Dunn and Kenneth Dunn have also published
extensively in the field of education (Dunn and Dunn 1975,
1978). They define learning styles as “the manner in which at
least 18 different clements of four basic stimuli affect a
person’s ability to absorb and to retain information, values,
facts, or concepts” (Dunn and Dunn 1975). The four basic
elements of learning style suggested by Dunn and Dunn are:

Environmental Elements: Sound, light, temperature, and
design (e.g., "Sound or external noise may positively or
negatively influence learning style").

Emotional Elements: Motivation, persistence, respon-
sibility, and structure (e.g., "Motivated, persistent,
responsible students usually require little structure and
supervision”).

Socjological Elements: People "can learn in & variety of
sociological patterns that include working alone, with one
or two friends, in a smallt group, or as a part of a team . . .
or some variation of theac®.

Physical Elements: People learn through different
senscs such as auditory, visual or tactile senscs or a
combination of scnses.

Based on these concepts, Dunn and Dunn (1975) argue that
knowing z student’'s lcarning style preference can meke a
leacher more sensitive to that individual.

Kolb's Learning Style Inventory

Finally, David A. Kolb developed a Learning Style
Inventory (1984) which represents a significant development in
learning style research. Koib identified two dimensions of
learning style.

Perception:  People  perceive  through  Concrete
Experience  (“feeling®™) or  through Abstract
Conceptualization ("thinking").
Processing:  People  process  through  Active
Experimentation ("doing") or through Reflective
Observation ("watching®).
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Therelore, icarning results from the way people perceive and
then process what has been perceived. In putting together
these two dimensions, & four-quadrant model of learning styles
is formed (see Figure 2).

The Learning Style Inventory measures a person on
cach of the four dimensions using a sclf-description format
based on 12 questions with four alternative responses (Kolb
1976).  Respondents are asked to rank the alternatives
according to how well they think cach fits with how they would
go about learning something. Based on the results of this LSI,
& "Learning-Style Grid” can be formed for each person. The
four basic learning styles developed by Kolb are:

Diverger: This lecarning style emphasizes concrete
experience (“feeling”) and reflective observation
("watching™}. This orientation stresses adaptation by

observation rather than action. These individuals tend to
be feeling-oriented, interested in people, tend to desire
harmeny, avoid conflict and process information based on
their past and present expericnces.

Assimilator:  This person’s dominant learning abilities
arc abstract conceptualization (“thinking") and reflective
observation ("watching™). This orientation is less focused
on people and more concerned with jdeas and abstract
concepts. Logical, sound theory, concrete, sequential
ordering, aftention to detail, facts and figures are
important to this person. They process information
concretely.

gonvefger:

The convergent learning style celies on
abstract conceptualization (“thinking") and active
experimentation ("doing”). This person likes problem
solving, decision making, and the practical application of
ideas and theories. Convergers would prefer to deal with
technical problems and “figure things out® rather than
social, intetpersonal skills. They process information by
kinesthetic and tactile "doing".

Accomodator: The fourth learning style emphasizes
concrete experience ("feeling”) and active experimentation
(*doing"}. These individuals like doing things and getting
involved in new experiences. They seek opportunities,
take risks, and lears more by intuitive trial and error.
These individuals arc at ease with other people.

Kolb proposes that cvery person has a dominant learning style
which influences all aspects of their life. However, all people
also possess aspects of all four learning styles.

Bascd on Kolb's work, Bernice McCarthy (1980)
developed the 4MAT System. Type One learners (Divergers,
according to Kolb) often ask the question, *Why?” in arder 1o
find a rcason for lcarning. Type Two learners {Assimilators)
ask the question, "What?" in an attempt to get accurale
information. Type Three learners (Convergers) ask the
question, "How does it work?" when applying knowiedge.
Type Four learncrs {Accomodators) ask the question, "What
if?" They enjoy creating new experiences for themseives and
others.

The 4MAT System suggests first that ail learning
cxperiences .should move through all four quadrants and
second, educators might begin planning with Quadrant Two
and move through the remaining quadrants. The purpose of
using the 4MAT System is to bring depth to any learning
experience and to have learners process information based on
their predominant style.

Studies besed on Kolb's Learning Style Inventory
have found implications regarding the selection of academic
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fields in higher education and career choice (Weisner 1971;
Kolb 1984). For example, social work, counseling, and
teaching profcssionals arc often Divergers; scicatista and
mathematicians are [requently Assimilators; engineers and
accountants who integrate theory and practice are primarily
Convergers; and, finally, individuals in fields such as
marketing and architecture are often Accommodators.
Criticisms of Kolb’s LSI have been found in the management
literature (Freedman and Stumpf 1978), although Kolb argues
that the critique is seriously flawed (Kolb 1981). Kolb refers
to the almost 100 studies which have used the LSI, indicating
its widespread use in the literature.

A FRAMEWORK FOR LEARNING STYLE IMPLICATIONS
IN MARKETING EDUCATION

The previous discussion suggests that rescarchers in
educatior have made significant theorctical advances in
learning style concepts and that tests of learning style
instruments have demonstrated many useful applications.
Koib’s (1976, 1984) efforts, which integrate much of the
previous learning style research and represent the most recent
and most rigorously tested research, provide a logical
framework to expand current marketing education literature.

In their attempt to improve the marketing education
experience for their students, marketing educators need new
guidelines which will enable improved teaching methods.
Koib's Learning Style Inventory provides the structure for a
new paradigm of teaching in marketing education.

Table | provides marketing ecducation implications
for each of the four learning styles. Although the suggestions
offcred in this table have not been empiricaily tested, they do
suggest logically different cducational considerations. A
discussion of implications for each of the four types of
marketing students will help explain Table 1.

Since Divergers learn by listening, they would
respond to carefully prepared traditional lectures and to the
feedback lecture.  Each lecture should include learning
objectives and justification for study of each major topic, since
Divergers like to ask the question, "Why?" The syllabus
should clearly state the "mission® of the class. Type | Learners
arc feeling-oriented and interested in people and would,
therefore, like those opportunities to work with other
classmates. Group projects and group case analysis could
provide both the opportunity to work with others, plus an
opportunity for tackling problems by "brainstorming®, which

they enjoy. .

The Assimilators, concrete sequential thinkers, enjoy
the traditional structured classroom. Lectures are a preferred
method of learning for these students who like to ask the
question, "What?" in order to get accurate information. Type
2 Learners arc less focused on people and more interested in
ideas, so these students should be givea the opportunity to
work independently on assignments such as individual case
analysis, term papers, or computer simulation. They also have
a need to know what “experts” think and value, so guest
speakers, field trips, and videotapes would be appropriate
learning techniques for these students. In addition, professors
themselves, as perceived "experts” should express opinions and
values related to marketing issucs. Professors can also provide
outside reading lists for students to learn from other cxperts in
the field. Finally, Assimilators do nced details, but they also
like to assimilate facts into coherent, logical theories,
Professors should not simply provide lists of facts, but should
provide a framework for discussion of all 1opics. Professors
generally cnjoy the thorough, industrious naturc of these
learners,

The Converger, often called the "hands-on® learner,
likes to ask the question, "how does it work?" These students
cnjoy all types of field trips to various corporations to find out
first hand how various marketing functions work. They also
enjoy listening to guest speakers and videotapes. Professors
should provide these students with opportunities to gather
information by *hands-on” experience through group projects
or games and simulation. These students would enjoy the
actual process of questionnaire design and testing and
interviewing in research or creating a media plan in
advertising. Since these students do not prefer the traditional
classroom, professors need to include practical marketing
strategy implications in lecture for these learners. Divergen
are "skills oriented” lcarners, 30 "how to” information is useful
to them. They would enjoy discussions on "how to” design an
advertisement, prepare a marketing plan, or hire an advertising
agency. Sinee they also enjoy defining and soiving problems,
"getting right to the point®, the challenge of cases would be
beneficial.  Finally, Convergers would rather deal with
technical tasks and problems, rather than social/interpersonal
issues, so individual assignments, such as individual case
analysis, are appropriate. However, they are willing to work
with others who are task oriented and move quickly, therefore,
group projects can work if professors provide the groups with
specific tasks and deadlines.

Finally, as a risk-taker who likes new experiences,
the Accomodator would enjoy the uniqueness of the feedback
lecture, but would not particularly like the “traditional” lecture
format, Since Accommodators are at ease with people, they
would enjoy group projects and group casc analysis. They
would also fecl comfortable visiting with marketing exccutives
on field trips and discussing issues with guest speakers. Since
Type 4 Learners relish change and like to "imagine what might
be®, games and simulations would be fun for these individuals.
Finally, Accommodators tend 1o be good ilcaders and
"energize® other pcople, therefore, they would naturally be
effective group leaders for any group assignments. Also since
they are so comfortable with people, they most likely would
enjoy the oppertunity to speak in class, both informally during
class discussions and more formally for class presentations.

The framework provided in Table 1 could be
expanded to include other marketing educational techniques. It
provides a starting point for understanding how individual
student learning style may be related to marketing education
approaches.

SUMMARY AND FUTURE RESEARCH

This paper presents a simple model of the student
learning process and suggests implications for the marketing
classroom. Rescarch in the marketing literature supports the
trend toward a more practical, application approach 1o
marketing education. However, these studies do not consider
individual diffcrences in learning style. In all likelihood,
different marketing educational techniques may be more or less
effective for particular types of learners. Using Kolb’s
Learning Style Inventory, this paper proposes a framework for
analyzing student learning style and marketing education
approaches.

In conclusion, teachers often teach in the way they
learned best, but not all students may learn in that particular
way. Marketing professors must reelize that a variety of
learning types exists in every classroom. Although students
tend to be drawn to others with similar learning styies, students
will actually learn more if they are encouraged to work with
other students whose learning style is different from theirs
{Kolb 1976). Professors can help their students to understand
the value of working with others who are different learners,
For cxampic, a Converger (hands-on learner) who likes to



work out problems alone could be encouraged to work with a
more *people-oriented” individual like & Diverger. Of course,
this strategy presumes that the professor knows his (her)
students well enough to encourage interaction among different
learncrs. Kolb’s LST could be administered in class, but to be
practical, faculty could use two simpler srategies. Firs,
professors should encourage students 1o develop and strengthen
their own learning style. Second, professors can encourage
students to be flexible in their learning, which will help each
student to better cope with all kinds of people, problems, and
cxperiences.  Even though it is difficult and challenging,
working with other individuals who have different learning
styles will help the marketing student 1o be able to be adaptable
in all kinds of changing situations.

Future research in the arca of student learning style
in marketing education must test the empirical relationships
between student learning style and response Lo various
marketing cducation approaches.
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LEARNING STYLE IMPLICATIONS IN MARKETING EDUCATION

TABLE 1

MARKETING EDUCATION APPROACH

LEARNING Traditional Feedback  Group Guest Individual Games Field Videotapes

STYLES Lecture Lecture** Project  Speakers and Trips and
Method Analysis Simul- Films

ations

DIVERGER

(Type 1) * * * *

ASSIMILATOR

(Type 2) * * * * * *

CONVERGER

(Type 3) * * * * * *

ACCOMODATOR

(Type 4) * * * * *

*Students would benefit from this approach

**All learner types are checked for this approach (Gottko and Osterman, 1987)
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EXPLORING THE IMPACT OF LARGE CLASS SIZE ON STUDENTS' ATTITUDE TOMARDS MARKETING

Gerald M. Hampton, San Francisco State University
Donald Emery, San Francisco State University

For decades, college administrators have faced
the problems of allocating faculty resources to
achieve goals without diminishing quality education.
The problem often centers on determining appropriate
class size for certain courses. intuition and
experience leads many to believe that certain courses
lend themselves to larger classes, and therefore,
will tend to use faculty more effsctively. This
seems to apply to several introductory courses in
Schools of Business, such as the introduction to
marketing course, Yet some argue that a large class
may diminish the quality of education, what students
learn, and create negative attitudes toward learning
and the subject matter.

In this area, as one would surmise, most of the
research has focused on student achievement or
performance between large and small classes. Other
studies examined the effect of class size on
students' rating of instruction and preferences for
class size. A neglected area is the impact of class
size on students' attitude toward the discipline,
$ince the principle course is often a candidate for
large sections and because it is the first marketing
course that can impart favorable attitudes toward
marketing and motivate students to declare marketing
as a major, it is important to know what impact large
classes have on students' attitude toward the field.

Objective and Methodology

The purpose of this exploratory study was to
examine the impact of a large class on business
students’ attitudes toward marketing. Besides

determining if students* attitudes toward marketing

changed during the course, it also compared marketing
majors with non-marketing majors, male vs. female
students, and across ethnic groups (Asian and
Whites). One large introductory marketing class was
selected to study (n=142). Students responded to a
series of 20 randomly ordered Likert statements
reégarding different aspect of marketing. It should
be kept in mind that the study has all the
limitations of a simpte pre-post test.

Findings

Cormbech's coefficient alpha was calculated on
the pre-test data to examine the internal consistency
of the questionnaire. The result was an alpha of
.63, which is acceptable. Factor analysis was used
to classify the 20 items into six components - career
opportunities, social effects, consumer benefits,
social responsibility, role of marketing, and
ecopomic aspects.

First, students have a positive attitude toward
marketing. The grand pre-test mean for the 20 items
was 2,29 while the post-test grand mean was 2.24. It
appears that the large class had little or no impact
on students, attitudes toward marketing. There were
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no significant differences between male and female
students. For marketing and non-marketing majors,
the only difference is due to the students’
perceptions of career opportunities in marketing.
One should expect to find that marketing majors have
a more positive attitude about careers in marketing
than do non-marketing majors. Finally, there are no
differences between ethnic groups on pre and post
test measures.

Conclusions and Implications

This study found that business majors have a
favorable attitude toward marketing. While there
were differences relating to career opportunities,
overall there were no statistically significant
differences in students' attitudes toward marketing
between the pre and post measures.

in mind the Llimitations
This was a study of one
Also, students were

One needs to keep
inrherent in this study.
large class at one university.

not randomly assigned to the large class. Yet, the
study did show that students' attitudes toward
While

marketing did not change during the term.
other studies using a pre-post with control group
need to be conducted, this study supports the notion
that a school can use its Limited resources more
efficiently by wusing Llarge sections without
affecting, positively or negatively, students!'
attitudes toward marketing.



USING SIMULATIONS IN A PRINCIPLES OF MARKETING COURSE:
ARE FORMULAS, NUMBERS, AND WINNING ENOUGH?

Gerald O. Bryan, California State University, Fresnc
Charles 3. Sherwood, California State University, Fresno

ABSTRACT

The educational impact of using a simulation in a prin-
ciples of marketing course is often diminished because of an
over emphasis on "winning the game." In addition, the
application nature of simulations normally requires content
knowledge present only at the end of the semester. In order
to overcome these problems, a framework was developed for
integrating a simulation into the principles course by using
the game to both teach and apply the course content. The
impact of this experiential method is enhanced by combining
previously learned tools with newly developed problem
solving techniques. Finailly, by emphasising learning rather
than winning, students tend to focus more on trying to
understand marketing relationships and discover the keys o
a successful marketing strategy.

THE ISSUES

The educational goals and teaching methodology
associated with most introductory marketing courses makes
it difficult to utilizse computer simulations as part of the
educationa] process. The emphasis on cognitive akills
combined with a lecture-discussion delivery, often precludes
the effective use of the more application oriented simulation.
The basic question posed in this paper is, "How does one
apply an advanced course methodology to an introductory
course environment?" Iis purpose is to examine the problems
of utilizing a simulation in a principles of marketing class and
to provide a framework for obtaining maximum value from
this form of experiential learning.

Simulations are an established method of instruction
that offers several well-documented advantages as a teaching
technique. Simulation games provide students with an
opportunity to understand the usefulness of basic principles;
to become active seekers of knowledge rather than passive
absorbers; to see immediate results from their actions; to
experience real- world situations without real- world costs; and
to gain experience in analysis, goal setting, decision making,
and group dynamics.

If we view learning as a two-stage, acquisition-and-
application process, we can see that the traditional lecture-
discussion teaching methods are used to help students acquire
knowledge while simulations are one of those methods used to
teach the applications of that knowledge. The typical
intreductory marketing course is a content-laden, high-
enrollment, lecture-discussion offeringdesigned to promote an
understanding of descriptive material. In contrast to this, the
intermediate or advanced course is an application-oriented,
lower-enrollment, experiential process designed to develop
analytical and problem-solving skills.

A current simulation’s instructon manual states that
while many facts about business can be taught, the role of the
simulation is to develop decision-making abilities through
actual decision-making experience (Faria and Dickinson
1987). A current simuiation’s student manual says the key
objective of the simulation is to optimise (Smith and Golden
1986). In other words, the object is to win. Both of these
accurately characterize the simulation as a method of
instruction oriented toward analysis and problem solving and
one where performance is evaluated on the basis of end-
results criteria. As such, this method lends itself to the

educational goals of the intermediate and advanced market-
ing course.

Complaints about business graduates are sncouraging
a reassesament of educational goals and learning outcomes.
The employment community has repeatedly expressed its
concern about the inadequacy of oral and written communi-
cation skills, analytical and problem-solving skills, and
interpersonal skills among marketing graduates. In addition,
Standard V of the American Assembly of Collegiate Schools
of Business (AACSB), encourages greater use of experiential
techniques and an introduction of computer technology
(AACSB 1980). Since the tone for any educational process is
set at the beginning of that process, the place to start
developing these additional learning outcomes is in the
beginning courses rather than delaying them until students
are enrolled in advanced courses.

All of this points to the adoption of an expanded set of
educational goals for introductory marketing courses which
include skills from the affective as well as the cognitive
domain of educational taxonomy. In addition to teaching an
understanding of basic principles and concepts, the beginning
course would now require students to gain an understanding
of interrelationships and applications, and to develop their
communication, analytical, and problem solving capabilities.
The simulation, an advanced course methodology, is a natural
means for accomplishing these additional educational goals.

THE INTRODUCTORY COURSE ENVIRONMENT

The introductory course environment contains several
unique characteristics. First among these iz the volume of
content covered. The typical first course in any discipline
tends to be content intensive and its goal is to teach cogni-
tive skills. While the material tends to be descriptive in
nature, the shear volume of content lends itself to the most
efficient, lecture-discussion methodology. For example, cne
of the current principles of marketing texts lists 564 terms
which students are asked to learn in the course of one
semester (Berkowits, Kerin and Rudelius 1989).

A second characteristic of this environment is the
profile of the typical student, The typical student is a novice
with little or no knowledge of the discipline. In addition, the
motivation for many students taking this course is the
requirements imposed by their curriculum rather than any
personal interest in the topic. While many of these students
have compieted some additional "tcols™ courses, such as basic
accounting, economics, or computer concepts, they typically
possess only a layman's understanding of marketing.

A third environmental consideration for an introduc-
tory course is student enroliment. The historical enrcllment
in introductory marketing courses can easily average 40-50
students. Many schools offer their introductory marketing
courses in large lecture halls with enroliments ranging from
150-300 students. In either case, the student-faculty ratio
makes it difficult to employ anything other than a lecture-
discussion methodology.

Finally, one must consider the educational goals
involved. Historically, the educational goals of an introduc-
tory course have been in the cognitive domain of educationai
taxonomy. Students are expected to gain an understanding
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of the basic terminology and the underlying principles and
concepts of the discipline invoived., They are sxpected to
absorb a wide range of descriptive content and are subjected
to content-oriented evaluations. The amount of content
retained, the level of understanding achieved, and their
ability to discriminate are the basic criteria used to measure
their performance.

PREPARING TO ADAPT

The first step was to determine what could and could
not be changed. Three factors were immediately identified as
uncontrol-lables in the short run: the class sise, the student
profiles, and the course content. The "cash-cow" position of
most business schools makes it difficult to lower class size and
student-faculty ratios. The student profiles and the course
content are dictated by admission standards and established
curriculum. Because these were accepted as givens, the
emphasis was placed on how to respond to rather than how
to change these constraints. The greatest potential for
change was in the educational goals involved and in the
methodology itself. Thus, the answer to the basic adaptation
question was sought in thess two areas.

Since marketing educators are being encouraged to
adopt a more experientially-based pedagogy in order to
produce graduates capable of demonstrating both the
possession and the application of knowledge; and, since
simulations are a proven way to teach these capabilities; the
adoption of new goals and the change in methodology seemed
logical. However, this additive approach is like trying to
increase the capacity of a full cup by adding water. How
could these additional goals be achieved without sacrificing
the original cognitive goals in the process? The answer was
to alter the application of the methodology itself.

THE ADAPTATION

Instead of using the simulation to teach the application
of content, the simulation was used to teach the content
itself. This necessitated some changes in the basic methodol-
ogy. Normally, when this method is used, the students’
command of the content is assumed and teaching focuses on
the development of analytical, problem-solving, and applica-
tion skills. In order to change the focus toward the teaching
of content, the following elements had to be altered.

1. Timing: The simulation must be introduced early in the
termn rather than using it as a culminating experience.

2. Sequencing: The course content must be rearranged in
order to teach the strategic marketing process as an
introduction to the simulation.

3. Augmenting: Students must be taught such tools as
strategic decision making, problem solving, and fore-
casting techniques.

4. Integrating: An effort must be made to tie previous
learning and course content to the simulation. Use the
lecture to introduce and define a concept and use the
simulation to promote an understanding of the concept
and to illustrate its application.

5. Ewaluating: Evaluations should be based more on what
the students learned than on how well their firms per-
formed. Ends criteria should be used only to motivate
and means criteria to evaluate the process.

The plan developed to affect these changes focused on
integrating course content with the simulation instead of
dealing with each separately. The basic design reduced, but

did not eliminate, the importance of "winning." Its primary
goal was the teaching of content and process. Although the
framework described below was developed around a specific
simulation, the concept can be easily adapted to other
simulations appropriate for a principles of marketing class
{Mason and Perreault 1987).

Step 1 - Tools/Techniques Modules

Before introducing the simulation, several "integration”
modules were developed to provide students with s back-
ground for the game. These modules sought to connect
previous course material with marketing and, at the same
time, introduce new tools or techniques which would even-
tually be used in the simulation.

Basic accounting and economics are commonly com-
pleted prior to enrolling in the first course in marketing.
Unfortunately, the "knowledge evaporation effect" for both
these subjects is very high. As a reault, a brief review of
these topics, combined with an introduction to forecasting
and cases, provides the proper backdrop for beginning the
simulation. The following is a brief description of the
modules used.

1. Economic Applications in Marketing - Using diagnostic
quisses and a series of exercises as focal points, a reme-
dial review and discussion of basic economic principles
was conducted.

2. Impact of Marketing on the Finaneial Statement - This
module discusses, through a set of short exercises, such
math concepts as turnover, markups, and markdowns. It
also deals with the basic elements of the financial state-
ment and the impact of marketing on a firm's net profit.

3. Time Series Porecasting Techniques - The role of fore-
casting in most simulations is very critical and most
students have little or no background in the application
of quantitative forecasting techniques. Given the school’s
access to computer facilities, a software package is used
to introduce students to four forecasting technigues.
Little attempt is made to describe in detail the mechanics
of these techniques. Instead, emphasis is placed on the
conditions under which a technique is useful and an
understanding of the output generated.

4. Introduction to Case Analysis - Case analysis can teach
students the problem-solving process. Several simple
cases are analysed and discussed to demonstrate the
concepts of situation analysis, problem definition, and the
development of alternative plans of action.

Much of the content needed for these modules can be
found in most basic marketing texts. But, since the informa-
tion is acattered throughout the text, it must be rearranged
for presentation early in the course. Although inconvenient,
experience has shown this to be a minor problem. Other
modules may be utilised, depending on the nature of the
simulation to be used.

Step 2 - Introduction of the Simuiation

During this introduction, students learn the mechanics
and logistics of the game, become more familiar with the
output generated, and begin to get a feel for some of the
marketing relationships at work in the game. Student teams
are formed and each team is asked to complete a brief
situation analysis by identifying their firm’s strengths,
weaknesses, opportunities, and threats. This builda on the
case analysia module previously completed. The simulation
is started and 3 to 4 time periods are run.
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Step 3 - Formuliation of a Marketing Plan

At this point, the simulation is stopped and s debrief-
ing takes place to discuss the principles at wark and the
application of module learnings. The importance of {ore-
casting, the impact of decisions on the financial statements,
budgeting constraints, and demand analysis are discussed
using the simulation to illustrate. By now, depending on the
simulation used, it is possible to show how the simulation
demonstrates such marketing concepts as market segmenta-
tion, product differentiation, target marketing, marketing
mix, market share, promotion mix, consumer information,
pricing strategies, brand familiarity, distribution stratagies,
and the role of market research information.

Before resuming play, each team is required to develop
a written marketing plan and establish a set of company
objectives. Students are encouraged to establish a variety of
objectives in addition to the traditional profit, velume, or
market share goals. For example, one objective might relate
to forecasting accuracy while another one may deal with
promotionsl sffectiveness. This emphasises an understanding
of a variety of tools, techniques, and cause-and-effect
relationships.

The advantage of a short debriefing is that students
now have a better fael for what is transpiring. The result is
a better formuiated marketing plan, more realistic objectives,
and, most important of all, a better understanding of the
concepis and principles being used. Students begin to see the
integration of marketing functions. Instead of memorising a
list of abstract marketing principles, students learn the
function, role, and relationships arnong the marketing ele-
ments and begin to develop the broad concept of an inte-
grated marketing plan.

Step 4 - Play the Simulation Game

Once the simulation is restarted, students are expected
to implement their stated sitrategy and make decisions which
move them toward their stated objectives. A log book is kept
which explains and justifies each set of decisions. Students
are asked to make competitive assessments, justify their
decisions, monitor their progress toward their stated goals,
analyze their results, and identify the marketing principles at
work. By stressing these cause-and-effect relationships,
students will learn more than if they simply are asked to
maximise market share or profit. The log hook becomes the
basis for the team’s final report.

Step 5 - Final Debriefing and Evaluation

When the simulation is completed, each team is
responsible for preparing a final report which contains the
following:

1. Original marketing plan and objectives.

2. Any changes which occurred in the original strategy and
objectives along with an explanation as to why they were

changed.
3. Actual results compared to objectives.

4. A description of the marketing relationships discovered,
including "marketing mistakes”. This is written as advice
for the next management team taking over the firm.

The focus of the debriefing is on marketing relationships.
Particularly important is the advice to be given to the new
management teamn. Here, the emphasis is placed on the
knowledge the students have gained by applying, in the
game, the principles and concepts learned in the lectures.

Actual comparative results are revealed and recognition i
given for a variety of accomplishments, especially those
relating to the achievement of goals.

The final evaluation and grades for the simulation are
determined by a combination of both objective and subjec-
tive measures. One third of the grade is based on objective
factors such as forecasting accuracy, growth in market share
and profit, and s comparison of objectives with actual results.
The remaining portion of the grade is determined by an
evaluation of the final report. This is graded in a manner
similar to a case analysis with the instructor locking for
evidence of the student’s understanding of content and
relationshipa, By placing two-thirds of the grade on this
analysis, students tend to spend less effort explaining what
happened and more on why it happened.

CONCLUDING OBSERVATIONS

The advantages of utilising the technique described in
this paper are apparent to thoss who have implemented its
design. When asked to compare this experience with other
introductory level simulations, the emphasis on learning
rather than winning was cited as a strong motivating factor.
When only objectively defined "winners" receive high grades,
the learning experience of the majority of students is dimin-
ished.

A major advantage of simulations is the ability to inte-
grate the concepts learned. Understanding comes when
students can see the integration of economic, accounting, and
marketing principles into a realistic plan of action. Suddenly,
the concept of a target market, an advertising budget, a
market research report, a distribution strategy, a pricing
change, or a differentiated product begin to make sense.
Abstract idess like brand loyalty, cannibalism, elastic de-
mand, product positioning, niching, and risk take on new
meanings. From a collection of isclated facts, a system of
cause-and-effect relationships begins to emerge.

The purpose of this approach is not to teach content
per se but to develop a deeper understanding of the content
tasught. Given this context, there appears to be a grester
degree of retention when this technique is used. Rather than
being a temporary learning experience, student seem to be
internalising the information on a more permanent basis.
Written feedback from the students themselves have iden-

- tified the simulation as the single most important element in

enhancing their understanding of marketing. Students
returning to take more advanced courses from the same
instructors tend to remember more than those who were not
exposed to the methoed described. In addition, a comparison
of the students' written work early in the semester with that
turned in at the end of the simuiation, shows some observable
improvement in their reasoning, analytical, and conceptual
abilities. These preliminary indicators lead cne to conclude
that the use of this method is both possible and productive.

Finally, the use of this advanced-course methodology
in an introductory-course environment builds an excitement
for the discipline of marketing. Students entering the course
often look forward to the competition and learning associated
with the simulation, If the technique does nothing more than
provide 3 positive exposure to our discipline, it can be
conaidered a success.
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PROMOTING THE SERVICES OF THE MARKETING DEPARTMENT

Railph C. Hook, Jr., University of Hawaii
Laurence W. Jacobs, University of Hawaii
A. Coskun Samli, University of North Florida

Abstract

In the United States, ‘we live in a service
economy. Approximately two-thirds of the
Gross National Product is now produced by
service industries. Many of our daily personal
experiences involve institutions that exist to
deliver services of various kinds.

Colleges, universities, restaurants, hotels,
airlines, hospitals, banks, public utilities, and
others all have the problem of gaining and
retaining the patronage of their customers.
Personal relationships are becoming more
important than physical products (Bateson 1989;
Kotler and Bloom 1984; Kotler and Fox 1985;
Lovelock 1984; Samli, Hook, and Nkonge 1988.)

In this new service economy, marketing
departments also need to promote their
services. It is the view of the authors that most
marketing departments in Colleges of Business
Administration across America do not have
satisfactory promotional programs. This paper
reports the usage of promotional techniques and
describes those found to be significant
components in the perception of a department
as being marketed successfully.

To determine which marketing activities are
being undertaken, a survey was conducted
among the marketing departments of AACSB
accredited Colleges of Business Administration.
A questionnaire was sent to 261 AACSB
schools. Of these, 153 questionnaires were
returned for a response rate of 58.6%. The
results of this study are shown in Table 1.

The promotion of the services of the
marketing department can enrich many people.
The members of the department gain because
their feelings of self-worth are enhanced. They
are associated with an outstanding department.
Their abilities and accomplishments have been
promoted both to their peers and the
community. All too often in the academic
world we wind up working on interesting
projects without recognition or appreciation for
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our efforts.

The marketing department also gains from
these activities. Better facuity is often attracted
to departments which have good reputations.
Once this superior faculty is hired, it must be
retained. This may be a by-product of the
departmental promotion. In many universities,
a well-known department may receive a larger
share of total funds. That is, departments seen
as most productive are rewarded. If the
activities of the marketing department are
unknown, the department may not be
recognized.

The University gains as well. Alumni
support well-known institutions. Grants may be
easier to obtain if the University is recognized.
State support is also more easily obtained if the
University is known for its excellence.

The community also gains. Businesses like to
be associated with top academic institutions and
with the leaders in the field. Unless the
accomplishments of the staff of the marketing
department are publicized, they may remain
unnoticed. It may also be the case that a
member of the marketing department has an
area of expertise that is needed by the business
sector. Unless this talent is known, business
may needlessly suffer.

Finally the entire discipline of marketing
will gain. It may be that a standard of
excellence could be established for the discipline
of marketing, An informal competition could
result with all marketing departments striving
toward creative excellence. While this last
benefit to the marketing discipline may not be
realized for many years, if we start now it can
be a part of our future.
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Table 1

Involvement fn Promotional Actlvities

Astivisy Percent Participntion
GOALS
Written Short Range 55%
Written Long Range 54%
Unwriiten 26%
TOTAL WITH GOALS 81%
GOALS KNOWN AND SHARED BY MOST FACULTY (as a2 proportion of those with goals)
Known 96%
Shared By Most 87%
PROMOTION OF DEPARTMENT COMMITTEE
Yes 11%
No 89%
PRIORITY OF ACTIVITIES IN DEPARTMENT (multiple responses)
Classroom Teaching 100%
Research and Publication 100%
Grantsmanship 63%
Consulting 47%
Community Service 4%
PORTION OF FACULTY PUBLISIIING ANNUAL REFEREED ARTICLE
= OR >50% 5%
<50% 45%
DEPARTMENTAL ANNUAL PRODUCTION OF REFEREED ARTICLES
11 or More 26%
6-10 25%
J-5 . 34%
Less than § 15%
FACULTY SUPPORT OF MARKETING ORGANIZATIONS
Yes 78%
No 22%

DEPARTMENTAL ENCOURAGEMENT TO BE ACTIVE IN PROFESSIONAL
ORGANIZATIONS

Yes 8%
No 2%
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BECOMING A SERVICES-ORIENTED MARKETING DEPARTMENT

Paul Hugstad, California State University, Fullerton

Much has been written in recent years about the impor-
tance of being service-oriented. K is time to take pauseto
consider how well we, as marketing depariments, apply
this newly found knowledge to our own programs. Are we
effectivegl applying our own concepts? The following
discussion focuses upon an evaluation scheme to axam-
ine how well we, as marketers, apply the body of existing
knowiedge on services marketing to our own programs.

KEY SERVICE QUALITY DIMENSIONS

Several researchers have attemptad to identify a number
of different dimensions of service quality. Based upon
continuing MSI research (Parasuraman, Zeithaml, and Berry,

ing, 1985), a set of scales ,"Servqual,” were
developed to measure service quaiity. Key among these
dimensions were responsiveness, reliability, empathy,
tangibles, and access.

Questions of interestin evaluating a marketing departiment’s
performance with regard to students as customers(other
constituencies such as employers of your graduates, col-
leagues, other departments, other university units could be
substituted in the analysis} might include: Have you at-
tempted to measure service quality in any formal or infor-
mal manner? Do you have a good intuitive {or better yet
empirical) understanding of student perceptions and ex-
pectations of guaiit inthe service delivery process? Have
you attempted to identily and/or breakdown structural and
behavioralbarriersto effective service delivery? Howdoes
your depaniment measure up compared to your primary
competitor(s) in terms of performance on key service
quality dimensions (i., e., have you attempted 1o develop
meaningful service quality benchmarks and norms against
which to evaluate, control, and modify your own services
marketing program?

If the answers to these questions are largely negative, or
your program has not formally addresseg them, chances
ara that your program’s service guality is suspact. A good
starting point for self-examination would be to focus upon
the service quality dimensions uncovered by Parasuraman,
et. al,, in their research, and to discuss which of these
dimensions you feel are most appropriate for your market-
ing department's program to attend to, and why? K
members of your department have never dealt with this
issue, it might provide an interasting framework for explor-
ing anything from department mission and goals, to opara-
tional 1ssuas of staffing, scheduling, systems and proce-
dures, budgeting, and physical faciiities. Until the task of
defining quality is dealt with sariously, little progress canbe
made in improving quality in the actual service delivery
process.

ADDRESSING QUALITY GAPS

In their originat MSI research, Parasuraman, Zeithaml, and
Berry also identified a series of gaps which can be used o
understand why consumer expaclations are often not met.
Which of these service quality gaps possess the greatest

challenge for your department, and whé/? Have your
measured the gaps, or do you understand their genesis?
For example, do your students’ expectations ditfer signifi-
cantly from those of the faculty (Gap 1), and if so, why? Are
thair inharent limitations on quality which are built into the
sarvices delivery process specification (Gap 2)? Where
are quality control problems the greatest in the actual
teaching and department administrative process (Gap 3).
Have you promised more than you can realistically deliver,
or are student expectations out of line (Gap 4)? {f =0, what
should you do about it? Can students expectations be
managed? If so, how?

Again, these questions form the basis for interesting fac-
ulty discussions regarding what can be done to improve
the process of teaching students and serving their various
needs, and creating satisfied customers. These gaps can
be thought of as an opportunity to identify troublesome
areas in the service delivery process, and prioritize service
areas which need to be changed or modified if significant
change in student perceptions of quality are to be realized.

In their most recent research (Zeithami, Berry, and
Parasuraman, Journal of Marketing, 1988), both structural and
behavioral causes of gaps in the delivery process are
addressed. Based upon this research, interesting diag-
nostic questions in this area might include: What is the
frequency and quality of interaction between your depart-
ment faculty and student (a common cause of expecta-
tions gap)? How strong is department and school commit-
ment to quality service delivery? Have significant barriers
to service quality delivery been identified, and steps to
remove them been put into place? Has a successful
intarnal marketing program stressing teamwork and the
importance of providing quality been initiated? Does the
organizational culture (university, school, department)
support or hiock a strong service quality orientation? Does
the institutional and departmental reward structure reflect
or encourage a quality service orientation?

Hopefully, out of the above analysis a number of prescrip-
tions for change will emerge, which then need to be
prioritized, and developed into an action plan. Such a plan
might make an interesting agenda for change, by providing
an organized framework and rationale for moditying some
of the things your department is presently doing, or making
a case o administrators for why, and how, schoal-level
objectives can be better served by altering the existing
organizational structure, school or department culture, or
departmental resource allocation.
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SHOULD INSTITUTIONS OF HIGHER LEARNING USE CLIENT-SPONSORED
COURSES IN MARKETING TO GENERATE DISCRETIONARY FUNDS?

David R. Gourley, Arizona State University
Kent Pinney, University of Nevada at Las Vegas
Tom A. Buckles, California State University, Fullerton

ABSTRACT

The past few years have increasingly seen the
pressures of limited general funds, causing many
university administrators to seek additional outside sources
of funding. To help alleviate this predicament, many
have fostered client-sponscred student projects in 2
classroom setting, providing benefits t all concemed.
Very little data is available regarding this type of
endeavor, and none concerning fees or honorariums to
defray operating costs. The focus of this exploratory
study was to examine the existence and extent fees and
honorariums were collected to help defray operating costs,

The specific objectives of the study include: (1)
10 determine the extent client-sponsored marketing courses
were offered by universities and colleges; (2) to leam
whether client-sponsored marketing courses required the
sponsor-client to pay for out-of-pocket expenses (OOPE),
and if so, how the monies are administered; (3) to
ascertain the amount of additional funds the client-
sponsored marketing courses generated; (4) to determine
particulars of the requests for funding, as well as the
volume and distribution of the funding; and (5)
investigate why those schools without client-sponsored
projects do not offer them.

The major conclusions of this exploratory study
include;

(1) less than half of the colleges and umiversities that
have marketing faculty and majors offer client-sponsored
courses;

(2} two key reasons for those not offering client-
sponsored courses are {a) lack of information about such
offerings, and (b) lack of desire 1o offer them.

(3) there are more client-sponsors available than student
teams;
{4) roughly 80% of the project OOPE are less than
s .

i)

(5) two-thirds of the reporting institutions generate $1000
or more a year.
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CREATING AND OPERATING A STUDENT-RUM/FACULTY-SPONSORED MARKETING
RESEARCH AGENCY

James W. Peltier, University of Nevada-Las Vegas
j John A. Schibrousky, University of Nevada-Las Vegas

ABSTRACT

A A problem that many merketing students face
i upon graduation is that they mey not be as
"marketable" as they were led to believe. These
: students will be armed with an arsenal of classroom-
i based theories and strategies that will supposedly
prepare them to do battle in today’s competitive
) business arena. However, due to a lack of business-
™ related experierce, a number of these students wWill
J in fact be unprepared for many of the challenges
awaiting them in the Yreal wor(d". The findings of
a study commissioned by the AACSB substantiated this
viewpoint. Business managers and executives reported
that they would Llike to see more %“realistic,
practical, hands-on" experiences that provide
students with a wider range of "people" related
leadership and interpersonal skills (Porter and
McXibbin 1988).

Academic experiential activities such as
guest speakers, case studies, class projects,
simulation  games, internships, and student
organizations are all designed with the above
experience-generating objective in mind. However,
the problem remains that more business-related
learning options are needad to help students prepare
themselves for "life" beyond school.

The purpose of the paper is to discuss one
such option, Creative Marketing Unlimited (CMU), a
student-run/faculty-sponsored marketing research
agency that the authors wWere instrumental in
developing while faculty at the University of
Wisconsin-Whitewater, The paper is organized as
follows. First, a historical background of CMU is
presented. Second, the benefits of such an agency
are discussed. These include benefits to students,
benefits to faculty members, benefits to the
department, and benefits to the community. Third,
z prerequisite conditions that must be met before a
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successful student research agency can be implemented
are provided, These include a committed faculty, a
commi tted body of students, and a business community

J that is receptive to "buying" student research.
Fourth, steps to follow in starting-up a student
B research agency are given. These steps focus on

general start-up activities, election procedures,
promotion of the new agency, and agency maintenance.
Finatly, some potentially useful suggestions for
success are examined. These suggestions are
concerned with such issues as assessing the
; university reward system, faculty leadership
‘ responsibilities, roles of the faculty advisor,
student training, and agency checks and balances,
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FOR THE CONSUMER BEHAVIOR COURSE:
A DIFFERENT ASSIGNMENT

Eugene Robillard, San Jose State University

Abstract

The course in Consumer Behavior, like many other courses in business studies, proceeds in
the development of a number of important concepts over its duration. Customarily, there are mid-
semester examinations and final examinations, with perhaps some outside assignments, such as term
papers, field research projects, and/or supplementary library research efforts called for.

in this report, a "ditferent” kind of assignment is described. It has been used in place of the
conventional "Final Examination,” and has been assigned as a form of a "term paper,” where a final
examination is scheduled.

The author devised this form of "examination® because other forms of testing were less than
satisfactory. The “objective” form (multiple-choice, etc.) did not seem to probe depth of knowledge;
the conventional "short-essay” form too often evoked inadequate, generalized statements, abuse of
the English language, or worse, indifference as to exact meaning. And, both forms did not seem to
foster residual retention of important issues and concepts.

As for the term paper, too often, given the nature of the assignment, frequent good work was
focused too narrowly on a subset of some Consumer-Behavior topic.

The Consumer Behavior course seemed, however, 10 lend itself to a different approach. First
of all, the very center of this kind of course is the buying process itseif, a virtually universai process
of almost infinite variety, which unfolds from the moment of first stimulus through purchase and
subsequent re-evaluation. Hence, there are "steps" or phases of a special nature, with which the
student readily identifies during the Consumer Behavior course. In addition, the weight and impact
of cultural, social, peer, and marketplace influences are brought to bear as the course proceeds. A
good part of the popularity of the course is traceable to the ease with which the student identifies with
the concepts and hehaviors explicated in such a course.

The Assignment

In this assignment, therefore, the student can be factual or fictional; it can be written in

Is called upon to write from perscnal experience,
to apply the concepts and terms developed
during the course; the approach here asks the
student to tell the instructor a story, the story of
a purchase. This "Tell-me-a-story" approach was
developed both to overcome the aforementioned
limitations and to involve the student in a
deeper, more creative, more committed way--
and more comprehensively.

A separate, supplementary syllabus is
provided for this assignment. It requires the
student to write the story of a purchase, whether
it be for a package of chewing gum, a VCR, a
house, a special dinner at a restaurant. It

prose style or even in the “script’ form used in
plays or screenplays.

The story must begin with the initial influences
and stimuli, taking the reader through the stages
of the Adoption-Process, to a conciusion at
some point after post-purchase re-evaluation.
The student is further required to incorporate
and apply all appropriate major concepts and
terms derived from the course textbook, the
classroom lectures and discussions, and from
any useful concepts obtained from outside
assignments.

The student’s final draft should have parts
which depict the influences of such factors as
demographics, culture, sub-culture, peer-groups,
family, and personality. As mentioned, the
Adoption Process must be depicted and should
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provide the basic structure and flow of the
narration.

A Special Form

The further demand in the student work
is the requirement of properly identifying what is
taking place as his story unfolds. The student
must use the terms and concepts learned in the
Consumer Behavior course and state them they
pertain to each part of the purchase-process
being described.

To facilitate such a presentation, each
page of the student’s "story” is divided vertically,
such that the narrative is set forth on the right-
hand two-thirds of each page. In the remaining
ieft-hand space, the student must place those
words, terms, or phrases which properly
describe or pertain to what is being narrated to
their immediate right.

Conclusion

This torm of major assignment seems to
have value in several respects:

1) The student is involved in a creative,
relevant effort which seems more likely to
enable a fuller residual retention of course
concepts;

2) Not only is the student writing a story
of a purchase in some depth and detail, but he
or she is also compelled to label correctly that
which is happening in the story, often with two
or three terms alongside each written paragraph;
and

3) Requiring a detailed narrative as a
form of major assignment necessitates, with ail
foregoing stipulations, that:

a) a student review of ail
important concepts and
terms used in the course;
and

b) a correct use and
application of those
concepts, as matched with
appropriate parts of the
student’s own developing
story.
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TOWARD A BETTER UNDERSTANDING OF THE RELATIONSHIP BETWEEN
RETAIL IMAGE AND PATRONAGE

Chong S.K. Lee, California State University, Hayward

Abstract

Retail store image is usually considered to be an
important factor influencing customer patronage. For
example, it appears that frequent patrons of a store have a
more favorable image of a store than non-patrons. Generally,
it is understood that store image dimensions should be
consistent with store choice criteria, and retajlers should stress
those store image dimensions to which consumers attach the
most importance (Rosenbloom, 1981).

Research suggests that store image variables do
impact patronage to some degree. However, for the most
part, the empirical evidence on the relationship between retail
store image and store patronage has been weak (Peterson
and Kerin, 1983). The purposes of this paper are to provide a
brief review of the literature on retail image construct and to
introduce a working model in which a couple of previously
ignored variables are incorporated.

The Definition and Construct of Retail image

The notion that a retail store has an image can be
traced to a motivation researcher of the 1950's, Pierre
Martineau. In 1958 he suggested the idea that retail outlets,
like people, had personalities which differentiated one store
from another (Martineau, 1958). He defined store image as
"the way in which the store is defined in the shopper's mind,
partly by its functional qualities and partly by an aura of
psychological attributes.” Researchers, however, note that
there are several recurrent problems that arise in connection
with the appilication of this definition (Greenberg, 1983). For
instance, Pathak et. al. {1975) observed that a variance exists
between the image that a retailer attempts to project and the
image that is actually perceived by customers. Cther
researchers have recognized limitations in describing a store's
image as a storewide concept (Cardozo 1975; Hansen and
Deutscher 1977; and Schiffman et. al. 1977). Variance in
perception of image between retailers and customers, and the
limitations in describing a store's image as a storawide
concept imply that there are potential interactions between
store image and custormer characteristics and between store
image and product characteristics.

Various definitions of image have been used by
researchers, and, as yet, there exists no common definition.
Sorne say that image is intangible something (Sehiffman et al.
1977, Fisk 1961-62). Others say that it is perceived definition
of the store by functional and by psychological attributes
{Pessemier 1980, Weale 1961, Pathak et al. 1974-75, Bellenger
et al. 1976, Doyle & Fenwick 1974-75). Still others say that
image is a comparative position between stores (Cardozo
1974-75, Singson 1975).. These diverse definitions imply that
image consists of the consumers’ perceptions of tangible as
well as intangible characteristics of the store, And consumers
view stores in comparative positions.

In most conceptualizations, store image has
consisted of distingt dimensions or attributes, such as
merchandise,  service, clientele, physical facilities,
conveniences,promotion, store atmosphere, institution, and
post transaction. Image has typically been measured through
reference to merchandise (selection, quality, styling, and
price), locational convenience, and service (both in general
and salesclerk). In paricular, merchandise factors have
dominated in alrmost all of the review studies. It also seems
that the intangible aspects of the "image” construct have
been neglected in most of the studies.

According to Oxenfeldt (1974/75), the intangible
aspects of an image can be distinct as well as wholistic
features. Some researchers argue that the wholistic image can
be more important than the separate parts, and that the
intangible factors may be more important than the tangible
factors. For instance, a review of the studies on inter- and
intra-type competition indicates that as the
physical /functional attributes of stores (in terms of the
merchandise, price, and locational convenience) become
more and more similar, the store image, particularly the
intangible dimensions of that image, takes on added
importance (Bellenger et. al. 1976). Furthermore, it is
hypothesized that the intangible overall image may be more
related to patronage behavior than the parts (Golden and
Zimmer 1985},

The following section of this paper reviews the role
of image in retail patronage behavior. It contains the
relationship between image and store patronage, and
addresses some potentiaily intervening variables that could
influence this reiationship.
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The Role of Image in Retailing

Image, in any context, interacts with athar variables.
In other words, image is but one of a number of influences
governing consumer actions (Fisk, 1961-62). Store image
interacts with other frame of reference variables such as
product, brand, and consurner characteristics, Depending on
the situation, the relevancy of these frame of reference
variables may vary, For example, in case of some retail
situation such as service retailing, brand may not be a relevant
issue,

Peterson and Kerin (1983) hypothesized the simple
three link schematic relationship shown in Figure 1. In their
view, store image and choice criteria are implicitly linked
together. Furthermore, choice criteria have besn shown to
influence patronage behavior when multi-attribute modeis are
used (James, Durand and Dreves, 1978; Swinyard, 1977). The
last link in the Peterson and Kerin's model - store image and
patronage behavior - is hypothesized to be an associative one,
and not a causal link. Therefore, as previous commentary has
suggestad, a high frequency of shepping is associated with a
favorable store image and vice versa. Patronage can influence
a consumer's image of the store and stoere image can
influence patronage behavior, or, more likely, each
simultaneously influences the other.

Figure 1

The Hypothesized Relationship of Choice Criteria,
Store Image, and Patronage Behavior

Store image &> Choica Criteria

Patronage
Behavior

Figure 2 illustrates the working model that explains
the hypothesized relationship of store image, choice criteria,

and patronage behavior. In this model products and
consumer characteristics play the role of intervening variables,

Figure 2

The Proposed Relationship of Choice Criteria,
Store Image, and Patronage Behavior

Consumer
Characteristics

[
I—-—— Procgts
| ,

Store image «—3 Choice Criteria

\ Patronage /

Behavior

Unlike the Peterson and Kerin model, this model
hypothesizes two way interaction between choice criteria and
patronage behavior, and a potential interaction between
product and store image. Consumers often make a trade-off
bétween the negative and positive image factors of a store
according to the relevancy of image in conjunction with a
specific product type (Kunkell and Berry, 1968). For example,
consumers may patronize a specific store for a specific
product {8.g., Penny's for children's clothes shopping and
foley's for adult clothes , or a neighborhood bank for the
primary checking account and a credit union for a persanal
loan).

As mentioned earlier, empirical researchers have
recognized limitations in describing store image as a
storewide concept. Rather, image is found to vary by product
class. Researchers argue that the image concept is most
meaningful when considered in a product specific content.
and that image should be differentiated by departments.

Hirschman (1979), in her investigation of intra-type
competition of department stores, found that interaction
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between store type and choice behavior should be viewed
from both an overall and a merchandise-line perspective, that
is, the store image as a whole and the image of merchandise
ars complementary rather than separate. King and Ring
(1980) also found a relationship to exist between a consumer's
image of a store on a product class and the choice of store

type.

Summary and Conciusion

It appears that there is enough evidence which
suggests that the image of store and the image of product
interact, especially for those products with which a consumer
is more involved. The mode! proposed in this paper shows an
interaction between store image and customer characteristics.
In the discussion of his patronage determinant model, George
Fisk (1961-62) suggested that a number of customer
characteristics have to be considered in order to measure the
influence of store image on store choice behavior. He implied
that shoppers with different characteristics (e.g.. lifestyie,
norms, aspirations, etc.) have different requirements for a
given type of retail institution. Darden and Ashton (1974-75)
found that shoppers with different lifestyles have different
shopping orientations, and that these shoppers can be
grouped in terms of different attribute preferences.
Furthermore, it has been found that customers match stores
having specific consumer stereotypes with themselves.
Pessemier (1980) hypothesizes that there may be an
interaction between clientele characteristics and the image of
the store. What tends to appeal to one status levetl is not likely
to appeai to another level. As an illustration, the lower-status
shopper looks at goods in a functional sense; he or
she wants the store image to reflect his or her values of
concreteness, practicality, and economy. The upper-status
shopper,by contrast, is interested in whether or not the
symbolic meaning of the store reflects his or her status and
lifestyie.

In sum, the affect of variables such as product and
custorner characteristics, on image attributes should be taken
into consideration in determining the reasons for customer
choice of a retail institution It is believed that such concept
should be carried over into empirical studies in assessing the
influence of store image on customer's store choice behavior,
Such assessment, in turn, would result in a better
understanding of the reiationship between retail image and
patronage behavior.

REFERENCES

Arnold, Stephen J., Tae H. Qum, and Douglas J. Tigert,
“Determinant Attributes in Retail Patronage: Seasonal,
Temporai, Regional, and international Comparisons.”
Journal Of Marketing Research. 20 (May 1983): 149-157

Arons, Leon, "Does Television Viewing Influence Store image
and Shopping Frequency ?" Journal of Retailing. 37
(Fall 1961): 1-13

Bellenger, Danny N., Earle Steinberg, and Wilber W. Stanton,
*The Congrusnce of Store Image and Self Image As It
Relates to Store Loyalty,” Journal of Retailing, 52
{Spring 1976): 17-32.

Cardozo, Richard N., “How Images Vary by Product Class,”
Journal of Retailing, 50 (Winter 1974-75); 85-98.

Darden, Willam R. and Dub Ashton, "Psychographic Profiles of
Patronage Preference Groups,” Journalof Retailing, 50
(Winter 1974-75): 839- 112.

Doyle, Peter and lan Fenwick," "How Store Image Affects
Shopping Habits in Grocery Chains,"” Journal of
Retailing, SO (Winter 1974-75): 39-52.

Fisk, George, " A Concaptual Mode! for Studying Consumer
Image," Journal of Retailing, 37 (Winter 1961-62): 1-8.

Greenberg, Jerome, Elaine Sherman, and Leon G. Schiffman,
"The Measurement of Fashion image as a Determinant
of Store Patronage," in Patronage Behavior and Retail
Management, William Darden R. and Robert F. Lush
eds., (New York: North Hoiland), 1983, 151-163.

Golden, Linda and Mary R. Zimmer,“Retail Patronage: Overall
Image, Store Image Affributes, and Affect," Working
Paper 1982.

Hansen, Robert and Terry Deutscher, "An Empirical
Investigation of Attribute Importance in Retail Store
Selection,” Journal of Retailing, 53 (Winter 1977-78). 59-
72

78

[ o
et s



k
£

|

P

o

R

Hirschran, Elizabeth C., “Intratype Competition Among
Department Stores,” Journal of Retailing, 55 (Winter
1979); 29-48.

Jain, Arun and Michael Etgar, "Measuring Store Image
Through Multidimensional Scaling of Free Response
Data,” Journal of Retailing, 52 (Winter 1976-77); 61-70.

James, Don L., Richard M. Durand, and Robert A. Dreves, "The
Use of a Multi-Attribute Attitude Maodel in a Store Image
Study,” Journal of Retailing, 52 {Summer 1976):
23-32.

Jolson, Marvin A, and Walter F, Spath. "Understanding and
Fulfilling Shoppers' Requirements: An Anomaly in
Retailing?" 49 {Summer 1973): 38-50.

King, Charles W. and Lawrence J. Ring, "Market Positioning
Across Retail Fashion,” Journal of Retailing, 56 (Spring
1980): 37-55.

Kunkeli, John and Leonard Berry. “A Behavioral Conception of
Retail Image.” Journal of Marketing. 32 (October 1668):
21-27.

Lessig, V. Parker. "Consumer Store Images and Store
Loyalties.” Journal of Marketing. 38 (October 1973): 72-
74.

Lindquist, Jay D., “Meaning of Image,” Journai of Retailing, 50
(Winter 1974-75}, 29-38.

Martineau, Pierre, "The Personality of the Retail Store,”
Harvard Business Review, 36 (January-February 1958):
47-55.

Meyers, Wiiliam, "A Run for the Money,"Madison Avenue, 27,
(February 1985): 42-50.

Nickel, Ponpun and Alpert |. Wertheimer, "Factors Affecting
Irmages and Choices of Drug Stores,” Journal of
Retailing, 55 (Summer 1979): 71-78.

Oxenfeldt, Alfred R., "Developing a Favorable Price-Quality
Image." Journal of Retailing, 50 (Winter 1974-75); B-14,

Pathak, Dev S., Williarn J. E. Crissy, and Robert Sweitzer,
“Customer Image Versus the Retailer’s Anticipated
Image,” Journal of Retailing, 50 (Winter 1974-75}, 21-28.

Pessemier, Edgar A., “Store Image and Positioning,” Journal
of Retailing, 56 (Spring 1980): 94-106.

Peterson, Robert A. and Roger A, Kerin, "Store Image
Measurement in Patronage: Fact and Artifact, in
Patronage Behavior and Retail Management’ William R.
Darden and Robert F. Lusch eds., (New York: North
Holland), 1983, 283-306.

Ring, Lawrence J., "Retail Patronage: A Muitiple Discriminant
Analysis Approach,” Journal of Retailing, 55 (Spring
1679): 25-36.

Rosenbtoom, Bert. "Congruence of Consumer Store Choice
Evaluative Criteria and Store Image Dimensions."” Retail
Patronage Theory Conference. 1981.

Schiffman, Leon, Joseph Dash and William Dillon “The
Contribution of Stere-Image Characteristics to Store-
Type Choice," Journal of Retailing, 53 (Summer 1977);
3-14.

Singson, Richard L., "Multi-dimensional Scaling
Analysis of Store Image and Shopping Behavior,”
Journai of Retailing, 5t (Summer 1975), 39-52,93.

Swinyard William R., "Market Segmentation in Retail Service
Industries: A Multiattribute Approach,” Journal of
Retailing, 53 (Spring 1977); 27-34.

Weale, W, Bruce, "Measuring the Customer's Image of a
Department Store,” Journal of Retailing, 37 (Summer
1961): 40-48.

79



IN DEFENSE OF LECTURING, OR:
IT'S TIME TO CUT DOWN ON TV IN THE CLASSROOM

Jerry Kirkpatrick, California State Polytechnic University, Pomona

Abstract

In our desire today to avoid boring our students, the use of ancillary devices in the classroom-
-such as audio-visual equipment and even computers--has upstaged and obscured the real purpose
of formal schooling. That purpose is: the acquisition of a body of knowledge and a fund of skills
that outside of schooling would be either impossible or extremely difficult to acquire on one’s own.
The ultimate purpose of schooling, in other words, is to save the student time. My contention is that
in today’s context the lecture is the best method of fulfilling this purpose.

INTRODUCTION

The "disease called entertainment® is
how David Ogilvy describes humor and other
executional devices that upstage and obscure
an advertisement’s selling message. The
principle—of one thing getting in the way of
something eise that is more essential--applies
equaily 1o teaching and learning. For Jacques
Barzun (1968, pp. 70-71), it is excitement that
gets in the way of learning. "The faliacy of
exciternent is $0 generally misknown that it is
worth a few more words. ‘Exciting’ is not in fact
synonymous with ‘interesting,” it is usually its
opposite. In excitement, time goes fast and
thought is biurred. In a stretch marked by
interest, time goes slowly, every minute is
savored and its passing regretted.” For Barzun,
learning requires discipline, even drudgery, and
discipline demands action—mental action on the
part of the learner. And this mental action, |
might add, is preeminently an individual
process.

I need not cite the unending stream of
reports about how badly educated our students
today are; we see the evidence in our classes.
(One only wonders how many of today’s
professors could pass the 1914 college entrance
examination reprinted recently in the Wall Street
Journal (1989); | cannot pass it—| only wish my
eduction had been bhalt as good as the
education high school students apparently got
in 1914.) My thesis is that, in our desire today
to avoid boring our students, the use of ancillary
devices in the classroom-such as audio-visual
equipment and even computers--has upstaged
and obscured the real purpose of formal
schooling, which is: the acquisition of a body
of knowledge and a fund of skills that outside of
schooling would be either impossible or

extremely difficult to acquire on one’s own. The
uitimate purpose of schooling, in other words, is
to save the student time. My contention is that
in today’s context the lecture is the best method
of fulfilling this purpose.

THE PURPOSE AND VALUE OF THE LECTURE

Exhibit 1 reproduces a page from my
Principles of Marketing syllabus. This statement
of teaching method indicates the purpose and
value of the lecture and also introduces what |
call the "3-step plan to in-depth learning.” Let
me elaborate. :

Contrary to what progressive educators have
been saying for some ninety years, namely that
the lecture became obsolete with the invention
of the printing press, | think the lecture's
primary value is its ability to aid comprehension
and retention. By presenting the essentials of a
subject, the lecturer reinforces what is important
in the textbook. By adding new material to
provide a context and to illustrate the hierarchy
of the subject, the lecturer enables the student
on his or her own to file new knowledge under
the appropriate categories and in the
appropriate order. Consequently, the lecture is
(or should be) the archetype of the thought
process applied to a particular subject, an
example that the student can draw upon later in
life as he or she learns new, related material.

Yes, you probably can "get it in the book," as
progressives are quick to point out, but not
usually in one term or one year. Several--often
many-books must be read before most people
feel secure in the understanding of a given
subject. At least two books are required for us
to become aware of the similarities—-the common
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denominators—that comprise the essentials of
the subject; a third book on a slightly different
but related topic is often useful in teaching us
the differences between one subject and
another, i.e., in teaching us the broader context
in which the subject arises. The lecturer,
however, has (hopefully) read these many
books; consequently, he or she can cut through
the detail by making connections that the
student who reads one book cannot make, and
by providing background and additional
ilfustrations that the one book does not contain.
As a result, the student acquires a grasp of the
subject—in one term—much faster than he or she
would on one’s own. This is what | mean when
| say that the purpose of formal education is to
save the student time.

To be sure, the student has not acquired
the same level -of knowledge or understanding
as the lecturer. But it is or can be a level that is
deeper than can be acquired through other
methods. Indeed, in-depth learning in a limited
amount of time is the aim of formal education.
Yes, we ca learn some things (occasionally) in
bull-sessiondiscussions, butdiscussion-method
teaching is antithetical to the thinking process
(Peikoff 1984; Kirkpatrick 1987); besides, bull
sessions belong in dormitories and pubs, or, at
best, in the extracurricular activities of student
clubs, which aiso is where the videotapes
belong.

Yes, we can learn some things from
watching a National Geographic special, or other
videotaped program, but television in the
classroom at best instills what can be called
"headline learning"—not depth of understanding
or integration. The textbook publishers (who
aiready prefer four-color photographs to words)
are not helping matters by supplying up to a
half dozen videotapes to adopters of their
books. Professors now can spend most of their
time in class just pushing A-V buttonsl Most
importantly, however, television in the
classroom confirms one point that needs to be
erased completely from the minds of students
(and professors): that learning is cognitively
passive. It is indeed time to cut down on TV in
the classroom.

THE RESPONSIBILITIES OF LECTURER AND
STUDENT

Lecturing of the type | have described is
difficult. It demands a great deal of preparation,
and a great deal of knowledge about one's

subject. (Excellent discussions of the lecture
method and lecture preparation can be found in
Barzun 1944, pp. 31-46; Highet 1950, pp. 86-107;
Higham 1974, pp. 172-180; and Satterfield 1978.)
Consequently, | think senior faculty, not
graduate students, are the only ones qualified to
teach basic courses. | think senior faculty are
mistaken when they look down on the Principles
of Marketing course because they think it is
boring or because they think there is nothing
new in it to learn. | think the Principles course
is the most challenging one of them all to teach-
-not because nonmajors must be motivated,
which is indeed a challenge, but because the
entire field of marketing knowledge that one has
acquired to date must be condensed and
summarized into a form that these students of
many majors can grasp and appreciate.

Obviously, | do not consider delivery to be the
most important criterion of a good lecture, as
many public speakers do, Content and
structure are what make lectures interesting.
Entertainment is okay in advertisements, but
only as long as the humor, the dancing, the
music, etc., do not overshadow (or eliminate
completely) the selling message. $So also,
excitement in the classroom--in the form of
audio-visual presentations, humor, dramatics,
even discussions, etc.—~is okay as long as the
tapes and slideshows do not overshadow (or
replace completely) the knowledge that
constitutes the core of the subject. A boring
lecture that has content and structure is a
contradiction in terms, Besides, | strongly
suspect that many professors give up on the
lecture soon after they begin teaching when they
discover just how much preparation is required-
-and then the progressives welcome the initiate
with an arsenal of rationalizations for not
lecturing.

The responsibility of the student is mentai
activity—-before, during, and after the lecture.
{Lecturing of the type | am discussion is most
certainly not "spoonfeeding'--i.e., the
predigestion of material to such an extent that
the students are treated like infants.) The
student must read the textbook assignment
before the lecture in order to establish a context
in his or her mind. The student must listen
actively to the lecture and take notes—the note-
taking itself being an important part of the
learning process. (But the professor shoulders
the responsibility of delivering lectures for which
notes can be taken.) The student, finally, must
review and organize the notes, together with the
knowledge presented in the textbook, into a few
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pages of study notes to be used in preparation
for the examination.

All of this requires a great deal of effort
on the part of students and the basic patterns
has been discussed by Locke (1975, pp. 106-
119). Step 3 of my "3-Step Plan” (in Exhibit 1)
merely formalizes the process that many of the
better students seem to utilize. The review
questions that | hand out consist of between
twelve and fitteen questions per set; the
questions are in logical order, following the
outline on the syllabus. If students answer the
questions in preparation for the exam and end
up with a large number of pages (i.e., ten-plus),
| tell them to go through another cycle of
answering the questions, this time striving to
condense their notes to the one or two
paragraphs per question that | suggest.
Condensing and summarizing force the student,
first, to think about the ideas—to chew and
digest them--and, second, to isolate the
essential ideas by discarding what is mere
detail. “Discarding”" does not mean that the
details are forgotten; it means that they are filed
in one’s mind under the category "detail" but
with a string attached to the essential ideas that
are written down in the notes. The result is that
the student remembers the details by
remembering the essentials that are tied to the
details. Now the student is ready to "regurgitate”
(yes, | accept the terml) the material on the
exam,

Some students think they can split the
questions—one student writing answers to the
first half, another student doing the second half-
-then exchange answers. This, of course, does
not work, because each student must do his or
her own mental processing--there are no short
cuts to learning. Of course, | tell them that
there is nothing wrong with comparing notes
after each has done all of the questions. Then,
they can test each other, which is additional
good practice or rehearsai for the exam.

GROUP THINK VS. INDIVIDUAL THINK

One Ilast device, an outgrowth of
progressive education’s discussion-method of
teaching, must be addressed. This is the group
project, or so-called cooperative learning. Yes,
some learning may take place in group
assignments; most of the lessons, however, are
very bad. As one professor put it: *Students
learn effective ways to shirk. They learn to
procrastinate, in hopes of getting someone else
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to do their work as the deadline approaches.
They learn to aveid responsibility for their own
work and to concentrate on getting into the
‘good” groups rather than working well
themselves" (Galles 1989). Or as the
Underground Grammarian, Richard Mitchel,
puts it: "It [the group assignment} is another of
the educationists’ self-serving delusions that it
enough of the ignorant pool their resources,
knowledge will appear, and that a pariiament of
fools can deliberate its way to wisdom" (1981),
p. 80).

But groups do not create knowledge,
individuails do. The "teamwork" of the real world
working environment that group projects
allegedly simulate in fact aims at a goal that is
the direct opposite of schooling: in business we
apply knowledge through a division of labor, in
school we (each and every student) acquire (or
should acquire) all knowledge in a given course.
There is no division of labor in learning--
marketing majors (every one of them) must
know depreciation, confidence intervals,
discounted cash flow, breakeven analysis, and
all of the essential concepts and principles of
marketing—as wel as how to type a presentation
quality report. If the alleged purpose of group
projects is to teach “people skills" or the art of
"getting things done through other people,” then
our universities should have the decency to
offer a course called "the art of negotiation,"” and
then to teach and demonstrate the principles of
negotiation. The way students are treated today,
by throwing them into group projects in almost
every course, is nearly the equivalent of
throwing the proverbial chickens to the wolves.
(The chickens, of course, get devoured in both
mind and body but it is only the students’ minds
that get devoured in group projects. | will not
dignify it by discussing the policy of giving a
communal grade to every member of the group
or of assigning group projects because the
grading load for individual papers is too heavy.)

Learning requires individual effort--drudgery,
as Barzun put it. "Lessons are taught in social
institutions, but they can be learned only by
private people. The acts that are at ocnce the
means and the ends of education, knowing,
thinking, understanding, judging, are all
committed in solitude. It is only in a8 mind that
the work of the mind can be done. There is no
such thing as ‘collective thinking.” Our schools
can be an instrument for socialization or an
incentive to thoughtfulness, but they cannot be
both" (Mitchell 1981, p.82). The lecture method
accompanied by the 3-Step Plan To In-Depth
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Learning is designed to provide an incentive to
thoughtfulness, not socialization.

CONCLUSION

Is lecturing the best method of
education? No, | think the tutorial is better (see
Highet 1950, pp. 107-116). And by tutorial |
mean one student per professor at a time—not
two, three, or ten. Ideally, tutorials combined
with mass lectures—the 25- to 40-student classes
that we have now are a bastardization of both
methods—probably wouid be best, but today’s
government-monopolized education system
precludes innovation and entrepreneurial
competition to test the idea. The notion that
tutorials would be prohibitively expensive is
absurd. The California State University system
spends of $7300 per student on instruction,
exclusive of capital outlays (The California State
University 1988); give that money to a private
tutor over a nine-month period for each student
he or she instructs and | think you could end up
with 20-40 highly educated students--and one
relatively weaithy tutor! in other words,
expensive buildings, land, and equipment are
not necessary for sound education.

As one of my colleagues said recently,
it is euphemism to call it "education" that
miilions of dollars are spent on every year at the
primary, secondary, and university levels. An
education is not what our students possess
when they walk into our classes (see the latest
horror story about what our college seniors do
not know, in Bacon 1989). Will they have it
when they walk out? That depends on the
method of teaching that is used. To be sure,
government-financed education to date has
failed to produce any methods that can cure
illiteracy; indeed, the government has
contributed to it, most significantly by ‘look-
saying” our students into conceptual remission.
The uitimate solution, in my judgment, is to let
the market decide. Education should be free--
in the political sense of the word. The solution
is the privatization of education, - where
innovative professors—or administrators, or
outsiders—can be turned loose tg compete for
the minds of students. And marketing and the
marketing concept finally can be practiced in
the education market—through entrepreneurial
competition to satisfy the objective education
needs of students and not their subjective wants

for four-coior photographs, television, and easy-
A’s,
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EXHIBIT 1

TEACHING METHOD
This is primarily a lecture course.

The purpose of formal education is to
save you time—the time is would take you to
learn marketing, finance, accounting,
advertising, etc., on your own, by reading books
and trying to find the right people to question.
Lectures and the "3-Step Plan To In-Depth
Learning" can save you that time.

The 3-Step Plan

The acquisition and retention of
knowledge is not automatic. It requires
concentrated etfort. The 3-Step Plan To In-
Depth Learning is designed to help you

understand marketing principles at a levei that
exceeds what can be achieved through other
methods.

Step 1 - Take Lecture Notes. A well-organized
lecturer presents his subject in terms of
essentials. The spoken word, by its nature,
cannot present the detail that the writien word
can. Hence, these "essentials” give you the
necessary foundation and superstructure on
which to base your subsequent learning.
Lectures, in other words, emphasize and
reinforce key points from your new material.
Note-taking helps to integrate or blend together
these key points and new material with your
current knowledge. The act of note-taking,
however, requires mental focus and
comprehension—an active, integrating mind
during the process of note-taking. This
integration, in turn, leads to retention (as
opposed to rote memory).

| want to emphasize the value of gcod note-
taking. Recent educational research shows that
"notes containing more ideas and more words
are related to higher achievement” (Kiewra 1987,
p. 235). In other words, take down as much as
you can. This research also shows that
students think the purpose of note-taking is to
be brief, taking down only the key ideas they
think they might otherwise forget. This is a
mistake. One study showed that only 60% of
the ideas the professors considered important
were taken down in notes by the students
{Locke, p. 107). When | was a freshman, I used
to stop taking notes as soon as the professor
said “for example"—on the premise that | already
had written down the principle and that the
examples are "just” illustrations. But when it
came time to study for the exam, | didn't fuily
understand the principle~because | couldn’t
remember the examples.

Step 2-Read The Text. Of course. But also:
a good lecturer can separate what’s important
from what’'s unimportant. But only the written
word can give you the details that are necessary
for the thorough understanding of a subject.
The details of the written word are, so to speak,
the brick and mortar (added 1o the
"superstructure”) of knowledge--the meat and
flesh that are added to the skeleton of the
lecturer’s essentials. A  hallmark of
professionalism is attention to details, especially
the details of the written word. (Besides, studies
show that successful people-CEQ's and the
like--are heavy readers!)
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Step 3 - Write Answers to Review
Questions. The lecture contains material
expressed in the words of the lecturer; the book
contains material expressed in the words of its
authors. With this step it is time for you to put
the material into your own words. Three sets of
essay-type review questions will be handed out
during the course (one set about a week before
each exam). Writing one- to two-paragraph
answers to each of these questions, after
thinking about the lecture notes and the book,
will heip tie many loose ends together and
especially help you chew and digest the ideas.
These answers to the review questions
(assuming you have taken good lecture notes
and have read the book) will also give you a
soid set os study notes to use in preparation for
the exams.

Conscientious practice of these three
steps should give you in-depth knowledge and
understanding. Atthe same time, it should keep
rote memory to a minimum. [t really depends
on how you use your mind throughout the
course,
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PUT BUSINES8S BACK IN MARKETING EDUCATION

Mary Anne Raymond, Pacific Lutheran University
David E. McNabb, Pacific Lutheran University
C. Frederick Matthaei, Pacific Lutheran University

Abstract

Employers of recent grad-
uates of university
marketing programs are dis-
satisfied with the skills
and abilities graduates
bring to the workplace. It
is the responsibility of
marketing educators to
develop a curriculum and
employ teaching methods
which enable students to
gain the skills, abilities
and knowledge that employ-
ers desire. To nmeet this
responsibility, a restruc-
turing of the business
school curriculum may be
regquired. This study ex-
pands on previous research
identifying desired skills
and the teaching methods
most appropriate for help-
ing students become pre-
pared to enter and succeed
in their careers. Self-
administered questionnaires
asked samples of students
and employers to rate the
importance of various
skills and abilities on
seven point noncomparative
rating scales. Both groups
were also asked to identify
the most important job-
related attributes/skills
needed by new workers, and
to rank order teaching
methods in terms of effec-
tiveness for imparting the
most important skills.
Convenience samples of 165
students, 58% of whom were
marketing majors, and 42
businesses were surveyed.
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The student sample was
drawn from two universities
on the West and East coast
of the US. The employer
sample represented small,
medium and large businesses
(services, manufacturers, &
consumer-oriented) on the
West and East coasts.
Almost 42% of the employers
reported skills in written
communications were most
important for new hires;
24% said interpersonal
skills were most important;
10% said enthusiasm was
most important. Students:
said they believed oral
communications skills were
most important, followed by
written skills and inter-
perscnal skills. Employers
reported that the
functional knowledge of
business that students
receive at business schools
was the greatest strength
they bring to the work-
place. Other important
skills they bring include
computer skills, a strong
motivation for success and
good quantitative skills.
The biggest weakness of new
graduates is lack of prior
work experience, followed
by poor writing skills.
Lectures were considered
the least effective way of
imparting desired skills;
most effective were team
projects and internships.
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THE EFFECTS OF HUMOR AND INTERACTIVE VIDEOTAPES ON LEARNING

MARKETING PRINCIPLES:

AN EXPLORATORY STUDY

Robert M. Cosenza, Pepperdine University
Stephen Calvert, University of San Francisco

Abstract

The use of humor and
interactive videotapes in the
presentation of basic marketing
principles seem to have a positive
effect on test performance.
Preliminary indications seem to
indicate that Marketing professors
should incorporate story telling and
interactive wvisual exercises into
their teaching repertoire.

Introduction

It is well known in the
teaching profession that a teacher’s
enthusiasm about his subject area
coupled with student interest will
generate an exciting classroom
climate and pesitively affect a
students’ motivation to learn.
However, buginess professors have
always been at a disadvantage in
generating an exciting classroom
environment because of the lack of
"excitement technolegy". For
example, how can a marketing
professor compete with the likes of
Brutus or Mark Anthony, Einstein or
the Static generator (see Mencn,
Bush, and Gresham, 1988). Teaching
business requires getting ocut to the
real world or simulating the real
world. Pinding that unigue method of
instruction in a business course is
sometimes very frustrating. This
paper focuses on the use of novel and
innovative classroom presentation
techniques to improve student
learning.

Problem Development

Unigque methods of
instruction are particularly
important in introductory courses due
to the diversity of student interests
(majors) (Menon, et. al, 1988) This
diversity of student background makes
it very difficult to present the
materials and stimulate learning of
principles. This is most prevalent
in a business curriculum where
Marketing Principles is a requirement

and novel teaching tools are a

necessity. Humor and the use of well
developed marketing videotapes might
be the answer for effective learning.

The use of videotapes in
the effective conduct of a marketing
course has been suggested in a
variety of literature since 1981 (see
Krampf, 1981; Madden, 1983; Menon et.
al., 1988). However, very little
testing of the effectiveness of this
technology is documented in the
literature. Humor, on the other hand
has been shown to be an effective
supplement to effective teaching in
other than business subjects. The
use of personal experience story
telling was shown to capture student
interest, involves them mentally and
emotionally, keeps their attention,
and makes a significant point that
will be remembered (Nietzke, D.
1988). A study by Javidi et. al
{1988), showed that humorous
behaviors in the classroom was what
geparated award winning teachers from
their non-award winning counterparts.

The Present Stud

This paper presents the
results of an empirical study that
compares students’ learning as a
result of exposure to the use of
humor or videotapes in the
instruction of the principles of
marketing with students who were not
exposed to the use of these
techniques.

Methodology
Design

A simple after only design was
used to assess the effect of humor on
learning marketing principles.
Similarly, the same design was used
to assess the effects of the use of
videotapes in the classroom on
learning.
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Setting/sample

The study was conducted at a small
liberal arts college on the west
coast. The study involved two
sections of marketing principles
during the Fall semester and two
sections during the Spring semester.
Humor was tested in the Fall and
Videotapes in the Spring. Both
testing time frames were seven weeks
in duration. In both instances the
classes were tested and shown to be
similar in age, majors, class
standing, previous c¢lassroom humor
and videotape experience {(Chi-Square,

p .9
Measures

Learning was measured using an
objective test assessing the
dimensions of understanding,
retention, and applicatien.

{Sekaran, 1984) Humor was defined as
telling stories and relating
embellished personal experiences
analogous to the course material
(Nietzke, D. 1988). Videotapes were
used that are interactive types which
follow the chapter outlines of tha
Boone and Kurtz, Contemporary
Marketing Text. These videotapes are
current examples of marketing in
small as well as large firma. They
incorporate most of the important
principles in every chapter of the
text and are supplements to the text.
The cases are briefly outlined in the
text and questions are presented for
discussion. The no humor and no
videctape groups were taught with a
lecture style closely associated with
the subject matter.

Experiment

At the beginning of each
semegter, for a seven week period,
either humor (Fall) or videotapes
(Spring) were used versus lecture
style. The same material was
covered. A manipulation check was
used to ascertain the treatment
strength. At the end of the seven
weeks an exam was administered to the
treatment and the non-treatment
groups.

Results

Exposure to the use of
humor in the instruction produced

statistically significant higher
student test acores (t = 1.882; d.f.
= 33; p< .033) than those scores for
students not exposed. (see Table I)
Additionally, exposure to the use of
videotape instruction produced
statistically significant higher
student test scores (t = 2.085; 4.f.
= 30; p <€ -043) than scores for
students not exposed. (see Table II)

TABLE T

THE EFFECTS OF HUMOR ON LEARNING
MARKETING PRINCIPLES

TEST SCORE
n X SD
NO HUMOR 20 70.40 10.10
LECTURE STYLE
HUMOR 15 76.60 9.0

t = 1.882 df = 33 p ¢ .033

TABLE IT

THE EFFECTS OF VIDEOTAPES ON LEARNING
MARRKETING PRINCIPLES

TEST SCCORE
n x 8D
NC VIDEO TAPES 13 66.77 8.95
LECTURE STYLE
VIDEO TAPES 19 73.45 8.57
t =2.085 df = 30 p < .043
Discussion

The use of humor and video-
tapes for the instruction of the
principles of marketing can be
effective in increasing the learning
of marketing principles. This is a
direct benefit to students and may
also result in significant other
benefits to the instructor and the
institution.

Student evaluations of
instructors many times are directly
related to the learning experience -
measured in terms of grades and
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overall enjoyment of the experience.
Additionally, it is the first course
in a discipline which many times
gives the student the desire to
continue learning in that area or
not. This translates directly to the
ability of a department to recruit
students as marketing majors -
particularly among those students who
are undecided as they enter the
introductory course.
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AN INFORMATIONAL APPROACH TO MARKETING RESEARCH

Dennis E. Clayson, University of Northern lowa

ABSTRACT

The purpose of marketing research is 10 produce, manage, and distribute information. Too often,
however, techniques and procedures are taught to the exclusion of inforamational evaiuation. Examples of
an informational approach to marketing resarch are given along with examples of how such an approach
would prepare students for their careers, improve class structure, and give a new prospective to selling

research, report writing and ethics.
INTRODUCTION

Recently, there have been several well
publicized examples of marketing research that
proved to be wrong. In each case, immense
amounts of data were collected, and the
appropriate analyses of the data were made. The
principles taught so patiently in every marketing
research class across the land were meticulous
followed. In each of these cases, the ability of
decision makers to make correct prognostications
did not increase. In fact, the gathering of data
actually decreased the the probability of a correct
decision being made.

There is a problem in the philosophy of how

marketing research is taught. Technique and
mechanical procedures have in many cases
supplanted evaluation. The process has become
so mechanical that the spirit of the work has been
exorcised. Ironically, the computer and
technological advances of the informational
revolution that makes a mechanical approach to
research possible has, at the same time, outdated
it. This has been recognized by the AMA. In the
early 80's, a definition of marketing research that
was regularly quoted was one given by Peterson
(1982, p. 29). Marketing research is
*.an objective, formal process for systematically
obtaining analyzing, and interpreting data for the
purpose of providing actionable information for
marketing decision making.”
Note the subtle and not so subtle differences in the
definitions approved in 1986 by the AMA's Board of
Directors (Marketing News 1987; Marketing
Educator 1988).

"Marketing research is the function which links
the consumer, and public to the marketer through
information -- information used to identify and
define marketing opportunities and problems;
generate, refine, and evaluate marketing actions;
monitor marketing performances; and improve
understanding of marketing as a process.
Marketing research specifies the information
required to address these issues; designs the
method for collecting information; manages and
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implements the data collection process; analyzes
the results; and communicates the findings and
their implications (italics mine).”

Marketing researchers produce, manage, and
distribute information. Their product is information.
This fact is easily overlooked. Note that in the
earlter definition that marketing research is defined
in terms of a “"process”. This definition has
been reinforced by the type of work marketing
research do, and the empbhasis for many
researchers on the function and not the product. It
is as if a firm that produces computers spent their
time working on production line probiems and
channels of distribution until no one in the firm
couid remember what a computer was, or even
what a computer did. In the new definition,
marketing research is seen as a function that ties
business and the public to marketing by providing
information.

INFORMATION IN MARKETING RESEARCH TEXTS

This change in definition has not been reflected
in the training of researchers and managers,
technigues are still emphasized over purpose. 1n
the last four years there have been at least 13
marketing research text published, all claiming to
be acceptable to some level of undergraduate
education. Seven of these texts do not even
mention the word "information” in their indexes in
a definitional context. Only five texts give a firm
definition of the word. The definitions are not
consistent and indicate that little attention has been
given to information as the product of marketing
research.

information is defined as "A body of facts that
are in a format suitable for decision making." by
Zikmund (1989, p. 18); as “.the output of the
decisicn process.” by Tull & Hawkins (1987, p. 6).
Information, *..consists of digested data-knowledge
and conclusions obtained from analyzing the data.’
according to Peterson (1988 p.4). Parasuraman
(1986) does not give a formal definition except to
say that data is not information. Information is,
“..recorded experience that is usetul for decision
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making." according to Green, Tuil & Albaum (1988
p.13). They go on to use Peterson’s (1982) detailed
analysis of the characteristics of information without
adopting his definition of what information is. in
fact, Green, Tull & Albuam’s definition could easily
be confused with the definition for data or even for
computer algorithems. Aaker & Day's (1986, p.79)
explanation is equally confusing. Information is
defined in their text as that, "..which answers the
specific questions of the decision maker." These
definitions become important because they reflect
the thinking of those who are educating future
marketers. And yet, stripped of all its compiexities,
a course in marketing research is reaily nothing
more than an exercise in how to create, evaluate,
and communicate information,

INFORMATION

Information is not a simple concept and could
have several definitions. However, it is facilitating
to think of information as a "delta-K" function.
Information is communicated knowledge. “We say
that we have gained information when we know
something now that we didn’t know before; when
‘what we know’ has changed. (MacKay 1969, p.10)"
Information changes the state of knowledge of the
person who receives it. Note that the definition
implies activity. Passive "information” is simply a
data base. A library, by this definition, contains
information only if used. otherwise it is simply a

repository for data. A marketing report, no matter’

how long or beautifully crafted, contains ho
infformation unless it changes the state of
knowledge of the reader. In marketing research the
purpose of information is to facilitate decision
making through the appropriate change in
knowiedge of key decision makers. Kinnear &
Taylor (1983) in an oider text saw information as
"..data which reduces the uncertainty of a decision
situation (p. 10)." This emphasis, although
technically correct, stil creates a problem.
Information can be seen independently of reducing
uncertainty, and there are several advantages of
seeing information as a communicated change in
knowledge for which marketing research has a
functional use. As
an example of an informational approach to
marketing research, it is instructive to look at an
example of the “"amount" of information in a
communication. Note that this definition makes it
possible to combine the concept of "amount” with
the ideas of uncertainty reduction. The amount of
information can be summarized by an equaticn

tog (1/p(S)).

The information conveyed by a source (S ) is equal

to the log of the inverse probability of the source.
Suppose that product A had a 90% chance of
success, but that product B had only a 10%
chance. A communication indicating correctly that
product A would be successiul contains log (1/.9)
or 0.15 bits of information. However, a
communication correctly identifying product B as a
success would contain log (1/.1) or 3.33 bits of
information. A communication conveying
information about the success of an unlikely event
contains more information than a message about a
more likely event. In other words, the amount of
information contained in a message is inversely
proportional to the probability of the message (or to
the decisional probability). If a communication tells
a decision maker only what is already known, there
is nho information in that message.

ADVANTAGES TO AN INFORMATION APPROACH

Using the informational approach has several
advantages in the teaching of marketing research
{Clayson 1989).

The Student’s Fyture

An informational approach prepares students for
the world that they will actually enter. We are living
though what many have called the "informational
revolution.” Information is rapidly becoming the
major commodity of business in this environment.
Whereas the primary asset of the agricultural age
was land, and the major asset of the industrial age
was capital, the major asset of the world that our

. students will be inheriting is information.
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The Student's Careers

At this university, less than 10 percent of the
students taking a marketing research class as
undergraduates will actually do any work as
marketing researchers. Every one of the students,
however, will be required to handle, evaluate, and
use information in their careers. It is essential that
they know what they are dealing with and how to
evaluate it. In many ways it is actually more
important that they know the characteristics and
potentials of information (and misinformation) than
the characteristics and potentials of techniques. it
is more important for most computer users, as an
example, to know how to use a computer and its
potential than to know how to repair a computet.

Class Structure

Professors who teach marketing research are
proud of their technical abilities. Their knowledge
of methodologies and statistical techniques are
extensive and many express regrets that not
enough of this knowledge can be imparted to the
students in a single semester or term. However,



many students find the course too encyclopedic
and do not seem able to tie the concepts together
into a cohesive whole. Using information as the
connecting element gives a structlire to the course
that may legitimately have more appeal than using
the traditional marketing research project outline.

Selling Research
Managers have complained that researchers

seem more interested in their techniques than they
do in sclving problems. As one vice president
remarked, "They (the vendors) come in here and
show me their perceptual maps, their conjoint
analysis and beautiful reports, and all { really want
to know is what useful information they can give
me." Again, the end users know what they want,
but sometimes the producers have forgotten.

Reports Writing
An informational approach to marketing

research reexamines the reporting process. The
goal of a report is to change the state of knowledge
of the recipient with the geal of efficient decision
making. What manager has not had the experience
of reading a long report only to find one pertinent
piece of “information" on page 2517 Everything
else in the report is "noise.” In 1905, Einstein
published an article in the Annalen der Physik that
overturned all the accepted ideas of time and
space. The article lacked notes and references and
was about the length of an average chapter in a
marketing research text. That short article changed
the course of human history (Clark 1984). |t
contained no "noise.” Parenthetically, some have
wondered whether such a manuscript would be
published in today's conceptually oriented
academic journals which sometimes seem more
interested in the tenth decimal place than they are
in information. This may help to explain the low
percentage of readership among practitioners.

Ethics

An informational approach to marketing
research would also allow for a very pragmatic
justification for ethical behavior. Whereas the
producers of a more tangible product may be
unethical and still produce a quality product, the
quality of information is directly linked to the ethics
of its producers. The truthfulness of information is
difficult to separate from the veracity of its creators.
if a user of information knows that the source of
that information has in the past been guilty of
unethical behavior, the quality of the information is
brought into question. Unethical behavior in
marketing research is directty comparable to sloppy
workmanship and uncaring management in the
production of other more tangible products.

SUMMARY

Although the AMA has reinforced the
importance of information in marketing research,
textbooks and teaching approaches still appear to
emphasize procedures and techniques over
substantive informational evaluation. An
informational approach would require teachers and
practioners to re-evaluate their thinking about
ethics, and the goals, procedures, and reporting of
research. Pedologically, it offers the advantage of
relevancy to the majority of students now taking our
classes. While it may be difficult to explain to a
student with no present or future interest in
research why he or she should understand
multivaraite statistics as techniques, it is relevent to
the student to explain the importance of
understanding how to evaluate and use the
information created by such techniques.
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CLASSROOM ILLUSTRATION OF A CLASSICAL EXPERIMENTAL DESIGN

David L. Kruegel, San Jose State University

Abstract

Scientific experimentation can be of great value in practical decision making. Marketers
do not however utilize simple, well-designed experiments as frequently as might be expected
given the widespread use of scientifically based surveys and focus groups. Underutilization of
simple experiments by practitioners may be due to uncertainty about how to design and conduct
simple experiments. Graduating marketing students are also not as well prepared to design and
conduct experiments as to design and conduct surveys. This report presents an experiential
classroom technique for illustrating simple experiments. The method presented is an adaptation
of Mason Haire’s famous "shopping list" study of why housewives purchase instant or regular
coffee. Hlustrative classroom materials and results are presented.

Scientific experimentation can be of
great usefulness in marketing management.
Experiments have been used to study the ei-
fects of alternatives in pricing, advertising, and
promotion and can be used in other areas of
marketing decision making. The importance
of marketing experimentation is refiected by
bibliographic reports (Gardner and Belk, 1980;
Holloway, 1968) and by discussion of ex-
perimentation in popular marketing research
textbooks (Churchill, 1987; Aaker and Day,
1986; Boyd, Westfall, and Stasch, 1985).

In spite of long-term academic interest
in scientific experimentation, marketing prac-
titioners have not adopted experimentation as
a common, day-to-day decision making tool.
Experimentation is less common among prac-
titioners than, for instance, surveys or focus
groups.

Part of the reason that experiments are
not used by practitioners as often as might be
expected is that experiments must be weil
designed to be of utility. Experiments are also
sometimes expensive and time consuming,
althcugh cost-benefit tradeotfs are often favor-
able. Another important reascn why experi-
ments may not be used as often as expected
is that marketing practitioners and students
are not as well-trained and as intellectually
comiortable with experiments as they are with,
for instance, market surveys. Upon comple-
tion of college, many marketing students have
conducted and analyzed a small-scale survey,
but few have been involved in or conducted an
experiment. A student’s lack of familiarity with
experimentation may, in turn, be because the
marketing curriculum often does not include
laboratory sections that provide experience in
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conducting experiments. This problem is sha-
red with other disciplines including sociology
(Zeller, 1988).

The purpose of this paper is to present a
classroom experiment that requires few special
teaching materials but does illustrate the prin-
ciples of experimental design and does provi-
de an opportunity for student participation.
The teaching technique is appropriate for mar-
keting research classes and may also be used
in consumer behavior and other marketing
courses.

Background

Although dozens of experimental designs
have been proposed and used, two or three
designs are of fundamental importance. The
experimental design selected for classroom
illustration has one controi group and involves
measurement of the dependent variable only
after the experimental treatment. The design
is sometimes cailed a "one control group, pos-
ftest measurement only" design. This design
is simpie but powerful and is often used in
marketing research and decision making (Chu-
rchill 1987, pp. 126-128).

The proposed classroom experiment is foun-
ded upon the design used in Mason Haire's
{1950) famous study of reasons for not using
instant coffee. The independent variable in
Haire's study was reported intention to pur-
chase an instant or a regular coffee. This
variable was operationalized by preparing two
shopping lists, identical except for the brand
and type of coffee to be purchased. In shopp-
ing list |, the coffee to be purchased was Nes-
cafe instant coffee; in shopping list I, the cot-
fee to be purchased was Maxwell House drip
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ground.

The dependent variable in Haire’s stu-
dy was consumer perception of the housewiv-
es who prepared shopping lists | and il. The
experiment was conducted by consecutively
presenting either shopping list | or shopping
list Il to a sample of 100 housewives. Fifty
housewives were thus presented list | and 50
housewives were presented list Il. Housewives
were asked to read the shopping list presented
to them and then project themseives into the
situation as far as possible until they could
more or less characterize the woman who
prepared the shopping list. Then the respon-
dents were to write a brief description of the
housewife. The results of the Haire study sho-
wed that women who purchased Nescafe in-
stant cotfee were perceived negatively, as
women who did not plan and who were lazy.
Women who purchased Maxwell House regular
drip ground coffee, on the other hand, were
perceived positively, as women who were in-
terested in their families and who were sen-
sible. The Haire study is an excellent example
of a one-control group, posttest-only-measure-
ment experimental design.

The Haire study can be maodified in
several ways in order to efficiently illustrate
experimental design in the classroom. One
modification is to change the product studied
from instant versus regular coffee to contem-
porary products likely to have differences in
consumer perceptions. In recent classroom
experiments, | have contrasted brands of beer,
Michelob versus generic beer and Corona
versus Lucky Lager beer. The hypothetical
shopping situation can also be changed from
reading a shopping list to observation of items
in a supermarket shopping cart.

The most important modification of the
Haire study is to change the method of meas-
uring the dependent variable--consumer per-
ception of reported shopping behavior. In the
Haire research, the method of operational me-
asurement was a single open-ended question.
For classroom purposes, the dependent vari-
able is operationally measured by several fix-
ed-response questions. This change eliminat-
es complex response coding and thereby red-
uces the time required for analysis. llustrative
shopping cart contents and four fixed respon-
se questions are shown in Figures t and 2.
The shopping cart contents in Figure 1 include
Corona beer whereas the shopping cart con-
tents in Figure 2 inciude Lucky Lager beer.
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The last fixed response question, "I was born
in California. Yes No" is methodologi-
cal and is explained in the discussion of class-
room procedures. The foregoing are illustra-
tive moditications. The marketing instructor
can modify the Haire study in ways most ap-
propriate for his particular students and classr-
oom.

Classroom Procedure

The modified Haire experiment described has
been used for several semesters in a con-
sumer behavior class offered to juniors and
seniors., This class emphasizes the impor-
tance of adequate methodology to derive cred-
itable principtes of consumer behavior. Early
in the course issues relating to causality, ex-
perimental design, and multi-variable analysis
are introduced. Then attention is turned to
social, cuftural, and psychological influences
upon consumer behavior and consumer decis-
ion processes.

The classroom experiment is introduced to
the class before consideration of product pur-
chase norms, the discussion of which includes
a review of the Haire study. The objective of
the classroom illustration of experimental desi-
gn is twofold. First, the classroom experiment
provides an opportunity to experientially revi-
ew methodological principles that had previou-
sly been considered in lecture only. Second,
the partial replication of the Haire study in-
creases student interest in the Haire research
itself.

The first step in the ¢classroom procedure is
for the instructor to prepare two shopping cart
content lists similar to those presented in Fig-
ures 1 and 2. One or two class sessions befo-
re consgideration of the Haire study, the
prepared questionnaires are distributed to the
class. The questionnaires are covertly ar-
ranged and distributed in a systematic random
sequence, first a Corona questionnaire, then a
Lucky Lager questionnaire, then a Corona, and
so forth. At this time, the students do not
know that every other student is receiving a
Corona or Lucky Lager questionnaire. The
questionnaires are then compieted by the stu-
dents in about five minutes.

After the questionnaires are completed and
collected from the class, a student volunteer is
requested to tabulate the results. The tabula-
tion task is explained and the volunteer is
given a tabulation form similar to that shown



in Figure 3 except that no data are present in
the body of the table. The student is asked to
tabulate the collected questionnaires and to
prepare copies of the summary tabulations for
each student for use in class discussion.

In a subsequent class period the in-
structor can explain both the substantial and
methodological implications derived from the
in-class experiment. Students are first given a

copy of the experimental results for their class.

In the discussion, the independent variable,
reported consumer behavior, and its operat-
ionalization are explained together with the
dependent variabie, perception of consumer
behavior, and its operationalization. Then the
tabular results are explained. Typical clagsro-
om results are presented in Figure 3 which
shows a mean favorable or "Yes" response for
Corona as 2.4 as compared to a mean of 0.5
for Lucky Lager. The comparative product
purchase norms are studied by use of per-
centage differences rather than by introducing
statistical tests of differences. [n several years
of classroom experience, the numerical results
have always been consistent with the hypothe-
sis that product purchase norms differ, that is,
one product is associated with more favorable
normative evaluations than the other.

After explaining the substantive results
and comparing them to those obtained by
Haire and by Webster and Pechmann in their
follow-up replication (1968), discussion is dire-
cted to methodological considerations. The
study is presented as satisfying the conditions
for a designed experiment seeking to establish
a causal relationship {Aaker 1986, p. 408).
First, the independent variable, reported con-
sumer behavior, is manipulated by the inves-
tigator. Second, the experimental treatment is
randomly administered through the process of
distributing the questicnnaires to the class in
a systematic random method.

The third requirement for a designed
experiment is a sufficient number of cases so
that the laws of probability operate to yield
experimental and control groups that are ap-

proximately equivalent in all characteristics Aaker, David A, and George S. Day (1986), Marketing

except the independent variable. This ap-
proximate equivalence of experimental and

Lucky Lager shopping cart contents list. In
Figure 3, the respective state of birth statistics,
60 and 62 percent, are almost identical, in
spite of the comparatively small number of
students. Comparative state of birth data ob-
tained by combining two class sections are
presented in Figure 4. After several years
experience, it appears that the modified Haire
experiment serves to illustrate both principles
of experimentation and substantive marketing
principles concerning product purchase norm-
8.

Discussion

Computers and modern information process-
ing software have revolutionized the way data
are collected and analyzed. Often com-
puterized data is captured as part of normal
business operations and thus may be readily
incorporated into marketing analyses. The
potential therefore exists for greater use of
designed experiments for marketing decision
making. One impediment to more frequent
use of even simple experiments appears to be
conceptual. Marketing students do not know
exactly how experiments should be designed
and conducted and do not appreciate suffi-
ciently the quality of causal evidence that ex-
periments vield.

Student uncertainty about experimental desi-
gn and interpretation can be reduced by educ-
ational efforts. Because it seems unlikely that
most undergraduate business schoois will
soon acquire special laboratory facilities, the
use of classroom demonstrations of experi-
ments appears to he a feasible approach. In
particular, modification of the well-known and
highly regard Haire study for classroom il-
lustration of experimental design seems an
appropriate teaching device. Today's market-
ing students should be as familiar and in-
formed about simple experiments as they are
familiar and informed about polls and surveys.
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FIGURE 1
SHOPPING CART CONTENTS: CORONA BEER

ANONYMOUS QUESTIONNAIRE

PLEASE READ THE FOLLOWING LIST OF
ITEMS OBSERVED IN A SUPERMARKET SHO-
PPING CART. TRY TO PROJECT YQURSELF
INTO THE SHOPPING SITUATION AS FAR AS
POSSIBLE UNTIL YOU CAN MORE OR LESS
CHARACTERIZE THE SHOPPER BUYING THE
GROCERIES. THEN PLEASE ANSWER AS
BEST YOU CAN THE FOUR QUESTION ABOUT

THE SHOPPER.

Shopping Cart Contents

fresh chicken
Kleenex tissues
Corona beer
coffee

corn flakes

yogurt

1. I'd guess this shopper has good taste.

Yes No
2. | might like to meet this shopper. Yes
No

3. I'd guess this shopper is has many friends.

Yes No

4. I'd guess this shopper is a college gradua-

te. Yes No

—— -



And now a final demographic question FIGURE 2
about yourself: SHOPPING CART CONTENTS: LUCKY LAGER BEER

5. | was born in California. Yes

THANK YOU VERY MUCH!

No
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ANONYMOUS QUESTIONNAIRE

PLEASE READ THE FOLLOWING LIST OF
ITEMS OBSERVED IN A SUPERMARKET SHO-
PPING CART. TRY TO PROJECT YOURSELF
INTO THE SHOPPING SITUATION AS FAR AS
POSSIBLE UNTIL YOU CAN MORE OR LESS
CHARACTERIZE THE SHOPPER BUYING THE
GROCERIES. THEN PLEASE ANSWER AS
BEST YOU CAN THE FOUR QUESTION ABQUT

THE SHOPPER.

Shopping Cart Contents
fresh chicken
Kleenex tissues
Lucky Lager beer
coffee
corn flakes

yogurt

1. I'd guess this shopper has good taste.

Yes No
2. | might like to meet this shopper. Yes
No

3. I'd guess this shopper is has many friends.

Yes No

4. I'd guess this shopper is a college gradua-

te. Yes No
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And now a final demographic question

about yourself:

5.

PROJECTIVE MEASUREMENT OF PRODUCT PURCHASE NORMS

| was born in California. Yes No

THANK YOU VERY MUCH!
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FIGURE 3
ILLUSTRATIVE CLASSROOM RESULTS: 1989

Replication of Haire Study

Table of Findings

‘Yes" Responses
Difference
Operational indicators

for dependent and Corona Lucky

Lager  ([2]-[4])
other variables or

No. % * No. %*
([11-[3D

(1 f2  [31 (4] (]

[a] No. of subjects, n. 13 100% 11

100% NA

fb] Has good taste.....
50

[c] Like to meet....... 5 38 0 0

38

[d] Has many friends... 8
73

[e] College graduate... 8 62 2 18
44

[fl Total "Yes"........ 31 NA 6 NA
25
(b+c+d+e)
[g] Mean “Yes"......... 24 NA 05 NA
1.9
(If1/1al)
[h] Bornin CA?...... 8 62 6 60
2

* Percentage base is the number of persons
who received the "Corona“ shopping cart
contents form or the "Lucky Lager" shopping
cart contents form,

NA Not Applicable



*¥

Lucky Lager respondent who did not
answer question "h" not included.

FIGURE 4
ILLUSTRATIVE CLASSROOM RESULTS: 1989

-

{

-

PROJECTIVE MEASUREMENT OF PRODUCT PURCHASE r\:onms”‘"}l

Repiication of Haire Study

Table of Findings

"Yes" Responses
Difference
Operational indicators

for dependent and Corona Lucky
Lager ([2]-[4])
other variables or

No. %* No. 3%*
([1]-[3D)

1 =& B3 (4 [5]

[a] No. of subjects, n. 30 100% 31
100% NA

[b] Has good taste..... 2 73 11 35
38
[c] Like to meet...... 20 67 13 42
25

[d] Has many friends... 21 70 t4 45
25

[e] College graduate... 24 80 10 32
48

[f] Total "Yes"........ 87 NA 48 NA
39
(b+c+d+e)
lg} Mean "Yes'......... 29 NA 1.5 NA
1.4
(I/ta])
[h] Born in CA?........ 20 67 17 55
12

* Percentage base is the number of persons
who received the "Corona" shopping cart
contents form or the "Lucky Lager" shopping
cart contents form.

100 pa Not Applicable
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EVERYTHING YOUR STUDENTS SHOULD KNOW ABOUT THE MARKETING
RESEARCH INDUSTRY--BUT ARE AFRAID TO ASK

Bruce L. Stern, Portland State University

Purpose

Studenta taking courses in marketing research are
typically subjected to methodological and/or decision-
making approaches. When they emerge from their class,
they may know how to compute an ANOVA or interpret its
results, but few have a practical feel for the variance in
practices and quality that occur in the field. The students
who intend to work in the field have some control over both
factors. Those who will only come into contact with
research in the role of a user need to understand that it is
basically s "buyer beware” market. This article provides
information about the "health" of the marketing research
industry and what students need to know in order to be
intelligent buyers and users of research. Further, a solution
is offered which will help the industry, in the long-run,
stabilise the quality of marketing research for all parties--
research buyers, practitioners, and respondents.

Background

In today’s fast-paced and unpredictable business
environment, an increasing number of firms are turning to
research as a means of reducing the risks associated with
important marketing decisions. Who conducts the research
depends on the availability of internal expertise and relative
cost efficiencies. According to recent estimates, more than
one-half of United States companies have marketing research
departments (Moschis and Stanley 1984). In some instances,
research is exclusively conducted in-house. In many
situations, however, in-house personnel are involved in only
a portion of a study or merely act as a coordinating link
between their firm and an outside apecialist. It is estimated
that approximately five billion dollars is spent worldwide on
outside marketing and public opinion research firms, with
one-half of that total coming from the United States (The
Economist 1980). With this large scale of activity, it seems
prudent to examine how key players in the process--namely
research providers and research users--perceive how the
induatry is performing.

Although some market research involves the collection
of secondary source data, much of it involves primary data
collection from individuals in their home or place of business.
Over the years, the professionalism of this primary research
in marketing has been questioned. Further, there has been
& concern that unprofessional or unethical research practices
could seriously jeopardize the public’s willingness to
cooperate in surveys (McDaniel, Verille, and Madden 1985).
There is now some evidence of a poesible decline in the
quality of interaction between the survey researcher and
respondent which may be due to a lack of consideration
and/or abuse of respondents (McDaniel, Verille, and Madden
1985). A portion of this occurs because some research is
being disguised as sales ploys and part because researchers
lack necessary technical skills or respondent empathy. To
elaborate on the latter, it is utterly amasing how many
surveys exceed generally accepted "length®™ norms and how
many interviewers give respondents a false estimaie of
interview length because the pretest length was not
measured or communicated in the training sessions.

In an effort to measure respondent satisfaction with
asurvey interviews, Walker Research has conducted a
longitudinal study which is referred to as The Indusiry
Image Study. Their conclusions are optimistic in that 78
percent of the respondents in 1988 reported that their last

interview experience was pleasant--a figure which has not
significantly changed since 1982 (Walker 1989). One other
way to view this, however, is that for the past six years 22
percent of the interview experiences could not be described
as pleasant--a figure that has not been improved upon
during this time frame.

Another way to esvaluate the marketing research efforts
are through the firm's eyes. Krum (1978) surveyed
marketing research directors, their supervisors, and users of
the research department’s services in Fortune 500 companies.
Although users were generally favorable, they were critical
of the creativity of marketing research departments. In
addition, leas than 20 percent were completely satisfied with
the relevance of data to decisions and the recommendations
provided. In what appears to be a ten-year follow-up study
using a similar method, Krum, Rau, and Keiser (1987/1088)
concluded that only 38 percent of users are very satisfied
with how well their marketing research department
understands the problems to be studied. Slightly more than
half of the users would like to be consuited about research
methods being employed. Most, however, are satisfied with
the methods used.

A study of researchers in a dozen markets by Danbury
(1985) uncovered a number of different segments and
attitudes toward the industry. First is the Midwestern
corporate ressarcher who is very positive about market
research. Next are the research directors of large advertising
agencies. These persons are highly concerned about the
professionalistn of market research and quite critical of the
industry. They feel that researchers often ignore scientific
fundamentals, have little understanding of what business is
about, and rarely produce high quality work. Next are the
Eastern researchers, who take a more laisses faire approach.
They care little about the industry isaues, professionalism,
and the right to privacy. They feel research is more of an
art than a science and do not feel that the type of academic
training one has makes much difference. They do not feel
that market researchers should be certified. Next is the
analyst who feels that only a few firms are doing high
quality work and are unhappy about how moat researcher
projects are conducted. The marketing fan and the
surveyors also exist, but have few professional opinions
about the field.

According to one veteran researcher, marketing research
is in a sorry state right now and there is a malaise in the
field (Schlossberg 1983). One reason that accounts for less-
than-professional quality research in the market is the
feeling that anybody can do it (Payne 1988). Research’
“appears” to be a deceptively easy set of skills to acquire.
Most people, for example, feel that they can construct a
survey questionnaire. According to Stern and Crawford
(1986) there is a difference between a questionnaire and a
good questionnaire, at least to those who are knowledgeable.
To complicate this, even when executives realize that they
have no time or experiise to design or conduct research
internally, most do not know how o assess outside research
firms (Flegal 1583). Many, assuming that researchers must
all be similar, choose the lowest bidder. Then, rather than
working closely with the chosen supplier, they play the role
of quarterback and simply hand the ball off to the research
"experts.”

Unfortunately, no license is required for a person or firm
to become qualified to conduct marketing research. As a
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result, the quality of researchers' methods and their resulting
information can vary considerably (Moschis and Staniey
1984, Stern and Crawford 1986). To assist managers in
evaluating a firm, Flegal (1983) suggests that one examine
the sise and role of staff, the firm's inquisitiveness, its
flexibility, methodological detail in the proposal, and the
firm's quality control efforts. In addition, Moschis and
Stanley (1984) suggest that the researcher's background,
especially their education and experience, be investigated.
In addition, research users should request to see brief
resumes of people likely to work on a project in their
proposals. Before the supplier ia chosen, research buyers
should personally interview the finalists, preferably on their
premises. They can aak questions periaining to the proposal,
ask that methodological decisions absent of rationale in the
proposal be justified, examine sample reports and output
styles, and assess the intangible character of the research
firm.

Marketing Research apd the Legal Arena

The combination of uneven professionalism in the
research industry, the inability of many research users to
effectively discriminate among alternative research suppliers,
and the willingness of many users to totally delegate the
research inputs to outside suppliers have all contributed to
legai concerns which face the industry today. In a statement
reflecting much foresight, Frey and Kinnear (1979, p. 296}
noted that "the marketing research industry must face the
challenge of recognising abuses within its ranks and
communicate effectively with both policy makers and
colleagues to avoid overly restrictive legislation.® In
addition, these farsighted authors felt that key indusiry
groups such as the Marketing Research Association, the
Market Research Institute, and the Council of American
Survey Research Organizations (along with the American
Marketing Association, which was omitted from their list)
have typically been unable to take tough, actionabie stands
on controversial activities which might cause the entire
industry to be dragged into the legal arena. The first major
"warning shot" was fired in 1987 when Beecham aued
Yankelovich and its parent Saatchi & Saatchi Holdings for
more than 24 million dollars in damages because of alleged
faulty overestimation of Delicare’s market potential
(Business Week 1987).

According to Newsweek (1987) sources, the threat of
lawsuits could force market research suppliers to re-examine
the way they conduct business. Business Week (1987)
sources note that research firms are scurrying for legal
advice in anticipation of more lawsuits. Some researchers,
instead of taking an offensive stance, are rather taking a
defensive posture by placing disclaimers in their agreements.
A sample of such a research contract has been drawn up by
American Marketing Association attorneys and is offered as
a model in one of their publications {(Marketing News 1989).
The American Marketing Association, in addition, has begun
a series of seminars on the liability issue, while at least one
research buyer has said that it will require all suppliers of
research data to sign detailed performance agreements. In
response to ail this, one manufacturer’s research director
noted "now that lawyers have discovered market research .
. . it will never be the same" (Newaweek 1987).

It is the opinion of Frey and Kinnear (1979) that
researcher qualifications, data quality, method
appropriateness, and interpretation of findings are all areas
in which professional research firms have a responsibility.
Unfortunately, not all persons acknowledge researchers as
professionals. Stern and Crawford {1986) feel that to bring
marketing research up to the level of a profession its leaders
need to explore the benefits of certification. Payne (1988, p.
19) puts it more strongly by stating ". . . until we formalize

the process of teaching and evaluating marketing research
practitioners we'll continue to live under this cloud of sub-
professionalism.” She advocates a system of certification by
exam that indicates that a person can, in fact, do research.

Thus far, no trade group or consortium of groups have
taken the problem of controlling the quality of research
output beyond words and into action. Only the American
Marketing  Association, through their Professional
Development Program, has come close to dealing with the
preblem. Their program, although well-intentioned, is more
of a learning program than a program that assures a
ressarch buyer that "this person can do research.”

A Solution for the Long-Run

It is felt that a solution to the problems in the marketing
research industry can be best approached on two fronts: (1)
educating research users and (2) developing a certification
program for practicing marketing researchers.

Educating Research Users

Perhaps the most efficient way to reach research users is
by educating them while they are marketing studenta in
colleges and universities. In the long-run, these are the
people likely to be the decision-makers who have the highest
probability of using research as an aid in making important
decisions.

In order to ensure that these future marketers are
effective users of research they, first, need to be made aware
of the vast differences in the technical quality of people who
call themselves marketing researchers. Incorporated into the
initinl course in marketing research should be a frank
discussion of the problems facing the industry. Perhaps this
can be partially accomplished by a panel of marketing
managers discussing their experiences with internal or
outside researcherys. Another important teaching unit should
focus on how to choose a market research supplier. In this
module one would cover such topics of finding out who does
marketing research, requesting written proposals, checking
credentials, interviewing finalista, and choosing the best
supplier for your situation. Once chosen, then the subject
of how to work with the researcher is in order. It should be
made clear that it is essential that the research user be
involved in the determination of information needa,
approving the sampling sirategy and questionnaire, and
providing input into the kinds of analysis desired,

Once the student is familiar with the nature of the
industry, how to choose suppliers, and how to work with
researchers, then they should be exposed to the research
methods. There are those who believe that marketing
managers do not need to understand all of the details of how
to do research in order o make decisions from it. The far
wiser person, however, realires that only a technically-
informed manager can evaluate the research methods and
thereby judge the quality and usefulness of the data. To
make a decision based upeon the data with no understanding
of the process which lead up to the data is analogous to
playing Russian Roulette with company funda.

Certification of Marketing Researchers

There are those who believe that the certification of
marketing researchers, in a manner similar to how
accountants certify CPA's, is a partial solution to the field's
problems. Larry Gibson, a consultant, is not sure that
certification is the way to fix things. Diane Bowers of
CASRO feels that "because researchers come from so many
different backgrounds it would be difficult to classify them,
let alone credential them” (Schiossberg 1989). Others are
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pro certification, yet are not excited about dealing with
another bureaucracy, or perhaps paying higher prices that
are normally associated with credentialed personnel.

Cecil Philips (1989) believes that "considering how often
marketing researchers are used by U.S. businesses, certiflying
them is just as important as certifying accountants.” He
continues his analogy by stating that "Certification of public
accountants is the tool that triggered educational support
for that profession . .. As a result, colleges and universities
found they needed to produce graduates capable of meeting
the standards that had been set for the profession.” He, for
onhe, believes that certification should begin at the state
level, and that once a handful of key states get certification,
that others would follow suit.

Another manner in which to provide certification is
through a consortium of interested professional
organisations, such as MRA, CASRO, and AMA.
Certification could be granted as a result of passing a multi-
part exam covering global topics such as secondary data
sources, primary data methodology, fieldwork basics,
qualitative research, statistical methods, and marketing
essentials.

For certification to work, its initial organization efforts
need to be well represented by academics, practicing
marketing researchers, and marketing managers. Further,
certification should be voluntary. Just as one can work as
s bookkeeper or public accountant, marketing researchers
can alsc have non-certified designations. By having these
designations, however, research users will have a better idea
of the competence level of the person they are dealing with.
Certainly the certification cannot assure the buyer ethical
standards or competence in a specialized research area, but
it can communicate that at the time of passage this person
demonstrated an overall competence in their field.

Finally, if certification of marketing researchers ever

becomes 8 reality it will have to overcome the fears and ~

objections of those currently practicing in the field. These
concerns may come from persons who only have competence
in cne or a few of the testing areas, or those who have the
experience and competence, but fear failing the examination.
To get the ball rolling and, thereby, do what is best for the
profession as a whole, marketing researchers may have to do
what engineers recently did and certify through a
"grandfather” provision all those in the field that have X
number of years of experience.

Conclusion

Making students better prepared to be effective research
buyers and users is a step in the right direction to improving
the "health"” of the field. This should make buyers of
research more discriminating which should thereby put
pressure on marginal researchers to become better educated
practitioners or face the increasing likelihood of dwindelling
demand for their services.

Certification is the final piece to the puszle. Not only
will it encourage initial proficiency but continuing education
in the field. The largest roadblocks to date are fearful and
possibly misinformed practitioners along with professional
organications that are unwilling to cut through the initial
mase in order to make the system work for the betterment
of all concerned.
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ABSTRACT

MARKETING EDUCATION AND THE HUMAN SIDE OF MARKETING MANAGEMENT

E. K. Valentin, Weber State Coilege

Typically, managerial marketing courses &re taught
exclusively from a system-structural point of view, which depicts
management as an engineering-like endeavor and managers as
exceedingly rational decision makers who strive to maximize
profits. Such idealizations, unfortunately, divert attention from
the processes whercby managenal decisions actually are made
and executed and the psychosocial factors that impinge on the
fortunes of business enterprises as much, if not more, than
rational economic analysis (March and Shapira 1987, Walker,
Ruckert, and Rocring 1987). Organizational and personal goals
{which may be incongruent) as well as perceptions of past events,
present circumstances, and visions of the future (which may be
highly distorted) come into play during both the decision
formulation and the implementation phases. Accordingly, by
integrating insights from the ficld of organizational behavior,
marketing educators should make students more aware of how
psychosocial factors affect the formulation and the implementa-
tion of managerial decisions.

The demise of Boise Cascade's Building Materials
Distribution Division {(BMD) exemplifies the critical impact
psychosocial factors can have on decisions. BMD failed mainly
because management did not understand consumer marketing,
overestimated the economics obtainable from serving contractors
and consumers from each store, and grossly underestimated the
importance of locational convenience, promotion, centralized
purchasing, standardized merchandising, and market penetration
(Valentin 1989).

From a traditional marketing management perspective,
such mistakes comprise the root causes of BMD's misfortunes.
Moreover, they appear idiosyncratic and, therefore, unlikely to
afflict other firms. But at this level of analysis, the maost
germane question — Why did BMD err? — is given no
consideration. Exploring this question from a psychosocial
perspective reveals, for instance, that cognitive biases evoked illu-
sory parallels between serving familiar and newly targeted
customer groups; and parochial interests, organizational culture,
and group dynamics impeded sound decision making. Such
gremlins are pervasive, not idiosyncratic,

Cognitive biases can readily distort perceptions such
that false premises seem factual, potentially fatal decisions seem
optimal, or technically sound proposals seem undesirable.
Because human rationality is bounded by innate cognitive limi-

tations that tend to distort and repress complexitics, decisions *

often are products of heuristics. Heuristics simplify the decision
making process, but not without biasing results. "In general,”
Tversky and Kahneman (1974, p. 1,125) observed, "heuristics are
quite useful, but sometimes they lead to severe and systematic
errors.”

Parochial interests reflect individual motives or the
common goals of a group within the organization. Such interests
often are incongruent with the firtn's goals and, hence, may
create costly conflicts. For instance, because it can be far more
convenient and less costly in financial, political, social, and
psychic terms for txecutives who have vested interests in the
current order to maintain it rather than change it, fundamental
strategies, structures, and operaling modes may prevail even
after they have become a threat to the organization’s viability.

Organizational culture consists of the shared values,

visions, and beticfs that lie at the root of behavioral norms and
customary modes of probiem solving in organizations. It reflects
what has worked in the past and, therefore, appears valid and
worth passing on. Organizational culture can seldom, if ever, be

changed dramatically overnight; consequently, it may hinder the
firm's ability to develop and implement timely strategies. On the
other hand, some rigidity may be desirable insofar as it preciudes
reacting reflexively and disruptively to countless insignificant
events. In addition to a corporate "background” culture, subcul-
tures that clash from time 1o time often exist within firms.

Group dynamics, according 10 some researchers, produce
solutions that are better than those offered by individual
members.  Yet, others have found groups prone to making
monumental mistakes. Group pressures and processes,
scemingily, often cause groups 10 adopt more extreme and risky
views than those held on the average by members bLefore
engaging in group discussions.

References

March, J. and Z. Shapira (1987), "Managerial Perspectives on
Risk and Risk Taking,” Management Science, 33
(November), 1040-1418,

Tversky, A. and D. Kahneman (1974), "Judgmenrt under
Uncertainty: Heuristics and Biases.” Science, 185,

1124-1131.

Valentin, E. K. {198%), "The Rise and Fall of Boise Cascade’s
Building Materials Centers," Case Research

Joumal, (Spring), 111-128.

Walker, O., R. Ruekert, and K. Roering (1987), "Picking
Proper Paradigms: Alternative Perspectives on
Organizational Behavior and Their Implications for
Marketing Management Research,” in Review of
Marketing 1987, Michael J. Houston, ed. Chicago:
American Marketing Association, 3-36.

104

s
.

- 51

ks




THE USEFULNESS OF COST-VOLUME-PROFIT ANALYSIS IN STRATEGIC MARKETING
PLANNING

Mahmood A. Qureshi, California State Univerisity, Northridge
Donna I. Tillman, California State Polytechnic University, Pomona

ABSTRACT

Strategic marketing planning at the top

level of marketing management

establishes the mission, objectives and goals of the firm which the Tlower

management level translates into operational plans.

Such operational plans are

in fact profit plans in the form of a master budget expressed in numerical terms.
Cost-Volume-Profit analysis is a technique which can help predict the profit
potential of an enterprise at different sales volumes and therefore can play a
vital role in developing an optimal profit plan.

Cost-Volume-Profit Analysis (CVP)
is often referred to as breakeven
analysis (BE) in most Principles of
Marketing textbooks. These textbooks
allot just a few pages to demonstrate
the application of BE ana]ysis in the
context of price setting'. The BE
formula is presented without its
foundational development, but the
Timitations of the analysis are
expressly noted. The purpose of this
paper is to: (1) identify CVP
analysis as an integral part of the
strategic marketing planning system,
(2) show a simple but Tlogical
derivation of the BE formula, (3)
emphasize that the BE point is only
incidental to the general scheme of
CVP analysis, and {4) demonstrate the
application of CVP analysis in profit
planning. The paper also illustrates
how CVP analysis can be strengthened
through sensitivity analysis. It is
expected that this suggested
enhancement in the application of CVP
analysis would supplement its hitherto
limited exposure and prove to be a
useful aid in marketing pedagogy,
especially in graduate classes.

From "marketing is bringing buyers
and sellers together - in a
marketplace”, to "marketing is the
creation and delivery of a standard of
living", marketing has come a long way
and  matured into  an elegant
discipline. Marketing education today

105

sophisticated theories and
principles to marketing

Research to discover new
ideas and refine and improve the
existing ones characterize the
dynamism of the marketing discipline.
Marketing management 1is no longer
homeostatic or reactive trying to
adapt and conform to environmental
changes. The style of modern
marketing management is proactive -
forward looking and anticipative -

brings
sound
students.

which attempts to shape the
environment. The centerpiece of
proactive marketing management s

strategic marketing planning. It is
in the context of strategic marketing
planning that one can understand and
appreciate the usefulness of CVP
analysis.

Figure 1-1° structures the essential
elements of a strategic marketing
planning system. Strategic planning
starts at the top level of management
and envisages mission, objectives and
goals. Programs and projects are then
identified and carefully selected at
the middie management level on the
basis of their relative contribution
to these stated objectives and goals.
At the Tower management level the
programs and projects are translated
into operational plans. An
operational plan focuses on short-term
objectives which are consistent and
compatible with long-term goals of the



strategic marketing plan. Thus each
operational plan should be a milestone
marking the accomplishment of short-
term objectives and facilitating a
step forward toward the achievement of
long-term goals. Figure 2-1 is
illustrative.

~ An operational plan in substance is
a profit plan which assumes the form
of a master budget when expressed in
numerical terms. A master budget
includes budgeted income and balance
sheet statements, plus supporting
budgets. Typical of the supporting
budgets are those for cash, sales,
purchase, production, wages, overhead,
general and administration expenses,
selling and distribution expenses, and
capital expenditures.

The preparation of a sales budget
involves complexities because it is
constrained, among other factors, by
the ability to sell at a certain price
on the one hand, and the capacity to
produce at a certain cost on the
other. It is also the most basic
budget to the entire profit planning
process since all other budgets are
dependent and based upon an expected
level of sales. Cost-Volume-Profit
analysis is a technique which <can
predict the profit potential of an
enterprise at different levels of
sales. It therefore can play a vital
role in developing a profit plan by
helping choose an optimal sales level.

The Nature of Cost-Volume-Profit

Analysis

Cost-VoTume-Profit amalysis is a
study of the inter-relationship
between cost, volume, and profit. The
perspective of this study is limited
to the short range time period. The
purpose of this study is two-fold: (1)}
to understand the effect of cost in
response to changing volume of
activity, such as sales or production;
and (2) to discern the resulting
impact of cost on profitability. Thus
the variables, cost and volume can be
manipulated appropriately and changes
in profit determined before choosing a

lTevel of activity where operations are
likely to result in optimal profit.

The CVP analysis is often called
"breakeven” analysis, i.e.,
determining a level of activity at
which an enterprise’s total revenues
equal total costs. The significance
of breaking even stems from the fact
that it is an important step forward
toward survival but CVP analysis has
much broader application, and its
scope extends well beyond the
determination of the breakeven level
of activity. However, for the sake of
simplicity, at this time we shall
limit the development, and the
application of CVP analysis to
breaking even. Its more important
managerial applications shall be
discussed later.

In the develiopment of CVP analysis
we shall use certain terminology which
must be fully understood and which is
explained below:

VOLUME Volume is a measure of
business activity per period of
time. Volume may be expressed in
terms of sales revenue, production
units or capacity hours. Volume is
extremely important in CVP analysis
because of its controllability in
differing situations.

COST Cost refers to all costs and
expenses that are related to
manufacturing and selling goods or
providing services. For the purpose
of CVP analysis, costs are
classified either as "fixed costs"
or as "variable costs".

FIXED COST Fixed cost is that cost
which remains unchanged regardiess
of the volume of activity within a
given range. Suppose that the
production capacity is expressed in
terms of number of units at 10,000
per period, then the fixed costs
shall be the same regardless of the
number of units produced within the
range of 0 to 10,000 units. Typical
examples of fixed <costs are
depreciation of plant and equipment,

106

§oan
b 0N
[

ey




oy

i T
s o
e

TQP
MANAGEMENT

MIDDLE
MANAGEMENT

LOWER
MANAGEMENT

A EM I T A U TOOO >

STRATEGIC

MARKETING PLANNING SYSTEM

Figure 1-1

Figure 2-1

/L{)NG—TERM

\

GOAL

PROFIT PLANS

107

TIME

STRATEGIC
PLANNING

PROGRAM
PLANNING

OPERATIONAL/
PROFIT
PLANNING



salaries, property taxes,

insurance, etc.

VARIABLE COST Variable cost is
that cost which varies in direct
proportion to changes in the volume
of production. Thus an increase or
decrease in the number of units
produced shall be accompanied by a
corresponding increase or decrease
in the wvariable cost. Typical
examples of variable costs are
often taken to be materials cost,
labor cost, and sales commission.

Derivation of CVP Formula

We are now ready to explore CVP

analysis with "Monica’s China Dolls"
as an example.

Monica has gradually expanded her
China Doll business to a size at which
hunches and guesses should be replaced
with more rigorous analysis. The
following data have been compiled
pertaining to her operation:

25,000 DOLLS
$10 PER DOLL
$ 6 PER DOLL
360,000 PER YEAR

NORMAL PLANT CAPACITY
EXPECTED SELLING PRICE
EXPECTED VARIABLE COSTS
EXPECTED FIXED COSTS

As a first step, we shall determine
profitability of  operations at
difgerent levels as shown in Schedule
2-1°.

L]
MONICA’S CHINA DOLLS

Number of units that can be

Operating results

at different levels of activity

manufactured and sold 10,000 15,000 20,000 25.000
Cost to manufacture & sell:

Variable Cost at $6 $ 60,000 ¢§ 90,000 $120,000 $150,000

Fixed cost per year 60,000 60,000 60,000 60,000
Total cost to manufacture

& sell $120.000 $150,000 $180,000 $210,000
Sales revenue at $10 $100,000 $150,000 $200,000 $250.000
Net Profit (loss) before

income taxes $(20,000) $ -O- $ 20,000 § 40.000

Obviously, the operations result in
a loss at the level of 10,000 units.
The next higher level brings zero
profit. This Tlevel 1is called the
"breakeven"” level or  "breakeven
paint." By definition the breakeven
Tevel of operations is that Tevel at
which an enterprise neither earns a
profit nor sustains a loss. Any level
of operation subseguent to the
breakeven Tevel will yield a profit.
In fact the higher the 1level, the
larger is the profit as is obvious
from the above illustration. A
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business enterprise is not interested
in the breakeven point per se; the
significance of this point lies in the
signal that it emits. It warns that
if operations decline below a certain
level, the result would be a loss.
Put differently, it indicates how far
down the operation can go before an
enterprise starts losing money.

But, can we determine the breakeven

point for any enterprise using the

statement approach? Yes, we can,
although only through trial and error.
The above illustration was designed




with the knowledge that the breakeven
level was 15,000 units. What if the
breakeven level were 14,780 units? We
could still determine it, but it would
involve a very laborious process. We
will keep evaluating the results of
operations at several different levels
until we hit upon the breakeven point.
The statement approach therefore is
effective, but it certainly is not
efficient. Nevertheless, the knowl-

edge gained from the study of the
above schedule can be wutilized in
developing a better technique of Cost-
Volume-Profit analysis.

Let us reexamine Schedule 2-1. Note
that the information provided in each
column consists of items  that
typically are included in a condensed
income statement. We can restate any
of the columns as follows:

Sale Revenue (Units sold X unit price)

Less Cost of Sales:

Variable Cost (Units Produced

X Unit Cost)
Fixed Cost per year

Net Profit (or loss) before income tax

$ 3
XXX

XXX

XXX XXX
XXX

The above information can also be expressed as:

Sales Revenue (minus) Variable Cost (minus) Fixed Cost = Profit

OR

Sales Revenue = Variable Cost plus Fixed Cost plus Profit.

By plugging in the numbers we can obtain the following equations:

Sales Revenue = Variable Cost + Fixed Cost + Profit

Column I $100,000 = $ 60,000 + $60,000 + $(-20,000) {Loss)
Column 1I1 $150,000 = $ 90,000 + $60,000 + -0- (Breakeven)
Column 111 $200,000 = $120,000 + $60,000 + 20,000 (Profit)
Column IV $250,000 = $150,000 + $60,000 + 40,000 (Profit)

In general we obtain a cost-volume-

profit equation when
SR=V¥V+F+T
WHERE
SR = SALES REVENUE (UNITS X PRICE)
V = VARIABLE COST (UNITS X UNIT
CoST)

F = FIXED COST PER PERIQD

T = TARGET PROFIT

Let us try to work with this newly
developed tool. Referring to the cost
data on Monica’s China Dolls, what is
the breakeven level of operation for
the enterprise? Translated into
simple English it means how many units
should be sold so that the fixed and
variable costs are recovered and there
is neither a profit nor a loss. In
terms of an equation it means:
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E
+ $60,000 + 0
= $60,000 + O

= 15,000 UNITS OR 15,000 X $10 = $150,000

Now that we have developed an
effective and efficient tool for
computing the breakeven point, we
would 1like to make two important
observations. First, it is not the
intention of an enterprise Jjust to
break even. In fact, the breakeven
point is merely incidental to the
study of the interrelationship between
cost, volume and profit. Secondly,
CVP  analysis is not the most
appropriate technique for pricing
decisions. Pricing is an exogenous
factor and is less 1likely to be
resorted to as a competitive weapon
for existing products. The strength
of CVP analysis Tlies 1in profit
planning through market share
strategy, product innovation, and
volume management®. The following
case study demonstrates the
application of CVP analysis in profit
planning.

Profit Planning’

The Lovers Lane Sweet Shop is an
exclusive store which has earned quite
a reputation for its brand
"Sweetheart’s Delight." However,
seasonal fluctuation in the sale of
this brand necessitates quarterly
planning. The  October-December
quarter is the busiest gquarter of the
year for which profit planning is now
in process. The following data have
been compiled pertaining to
"Sweetheart’s Delight:"

3 3

EXPECTED SELLING PRICE PER BOX 6.00
VARIABLE MANUFACTURING COSTS
PER BOX 2.70
VARIABLE SELLING EXPENSES
PER BOX 0.90 3.0
FIXED OVERHEAD PER PERIOD  15C,000.00
FIXED SELLING EXPENSES
PER PERIOD 90,000.00

FIXED ADMINISTRATIVE
EXPENSES PER PERIOD  60,000.00 300,000.00

NORMAL CAPACITY 230,000
BOXES

Suppose that the management of Lovers
Lane Sweet Shop is planning to earn a
target profit of $240,000 for the
October-December quarter. As a first
step it is necessary to determine the
sales volume, i.e., the number of
boxes to be sold that will help
achieve the target. Utilizing the CVP
analysis technique, the required sales

~volume can be determined as follows:

LET X = NUMBER OF BOXES TO BE SOLD
REQUIRED SALES VOLUME =
VARIABLE COST + FIXED COST + TARGET PROFIT
$6X = $3.60X + $300.000 + $240,000
$6X - $3.60X = $540,000
X = $540,000 = 225,000 BOXES
$2.40

Suppose that market intelligence
reports discount the possibility of
selling 225,000 boxes of "Sweetheart’s
Delight." It seems that some of the
market share may have been taken away
by the American subsidiary of a French
company. According to a revised
forecast the sales volume is estimated
at 200,000 boxes. Assuming that the
management still wants to earn the
target profit of $240,000, what
alternatives are available to make
this possible? One simple alternative
is to sell the new quantity at a price
that will yield the target profit.
The desired selling price can be
determined as follows:

Let X

200, 000X
X

1,260,000
$ 200,000

= selling price to earn target profit of $240,000
200,000X = § 300,000 + (200,000 x $3.60) + $240,000
=$

$1.260,000 = $6.30 per box
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Seemingly, management can earn the
same target profit of $240,000 by
increasing the selling price from
$6.00 per box to $6.30 per box -- a 5%
increase. However, the critical
question is "will it be possible to
sell 200,000 boxes at the increased
price of $6.30 per box?" In Tight of
market intelligence reports this seems
seriously doubtful. The amount of
influence that an enterprise can exert
on a market price depends, among other
factors, on the competitiveness of the
market. The greater the competition
the Tess flexibility the company has
on pricing. Thus, if reduction in
sales volume occurred because of Tost

market share, raising the selling
price may not be an appropriate
strategy.

Realizing the market situation, the
management of Lovers Lane Sweet Shop
may choose to manipulate the variable
costs. Suppose they pian to cut down
the variable manufacturing cost by
$0.30. This would increase the
contribution margin (Selling Price -
Variable Cost) by $0.30 ($6.00 - $3.30
= $2.70). The impact of this move
will be the same as that of raising
the selling price to $6.30, i.e., the
target profit of $240,000 will be
earned as shown below:

Revenue -

Variable Cost
(200,000 x $6.00) - (200,000 x $3.30)

- Fixed Cost = Profit
- $300,000 = $240,000

Cost reduction is a much preferable
solution to price increases in
maintaining or improving profit
performance. The critical factor is
the extent to which cost reduction can
be achieved. Would it mean cheapening
the recipe of "Sweetheart’s Delight?"”
The .Tong run repercussion of such an
attempt could be very injurious to the
goodwill of Lovers Lane Sweet Shop.
Some cost reduction may be possible
through more efficient buying or
increased productivity of Tlabor.
However, if a shortfall in production
is being planning (from 225,000 boxes
to 200,000 boxes) the quantity of raw
materials to be purchased would
decline. Consequently aggressive
buying may not obtain lower quota-

tions; instead, whatever quantity
discount is already enjoyed may also
be tost. Any pressure on labor for
more productivity could backfire if in
the busiest season they resort to any
defensive tactics.

It seems, therefore, that there are
several undesirable consequences
associated with reducing wvariable
costs as an aiternative. Most likely
management would reject this course of
action and look for another. Suppose
that the sales manager believes that
if the selling price is reduced by 5%
the sales wvolume will increase
sufficiently to yield the target
profit of $240,000. The management
wants to explore this aiternative
which can be evaluated as follows:

et X =
$5.70X = $3.60X + $300,000 + $240,000
$5.70X - $3.60X = $540,000

X =

$2.10

Sales volume necessary to earn the target profit

$540,000 257,143 boxes (fraction rounded off)
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Remember that the original level of
sales required to earn the target
profit was 225,000 boxes. A 5%
reduction in the selling price has
necessitated more than an 11% increase
in the sales volume for the
maintenance of the target profit.
This alternative, therefore becomes
seriously questionable on at Teast two
counts. First, the desired level of
sales at 257,143 boxes seems highly
ambitious. Perhaps a vigorous
advertising campaign could push the
sales to the desired level, but this
would mean more fixed cost, the
recovery of which would require an
even higher volume of sales. Second,
even if the desired sales level was
within reach, the plant capacity is
limited to 230,000 boxes.

Recognizing that the situation is
more complex than was thought
originally, the VP of Marketing calls
a meeting of his senior executives.
The marketing manager suggests that
the original selling price of $6.00
per box should be maintained and some
sales promotion scheme should be
started to expand the sales volume.
The sales manager suddenly has a
brainstorm and comes up with a novel
scheme. His proposal is to give an
elegant Christmas card free of cost,
with each box of "Sweethearts’
Delight” and gear this promotion to an
expanded target market of young
aduTlts. He believes that such an
offer if properly advertised would
give a tremendous boaost to the sales
volume necessitating an expansion of
the company’s productive capacity.
The production manager calculates that
by installing an additional machine
the production could be raised by
25,000 boxes. The controller points
out that the installation of an
additional machine would require
capital outlay on the one hand, and on
the other hand it would permanently
increase the productive capacity. His
big worry is that the company will
have to cope with a lot of idle
capacity once the October - December
quarter is over. This problem,

however, can be solved by leasing a
machine for the quarter instead of
buying it. Ultimately the following
cost structure evolves for
"Sweetheart’s Delight:"

EXPECTED SELLING PRICE PER BOX $5.00
VARIABLE MANUFACTURING COSTS

PER BOX 2.70
VARIABLE SELLING EXPENSES PER BOX _.90 3.60
FIXED OVERHEAD PER QUARTER 150,000
ADDITIONAL OVERHEAD-

RENTAL OF MACHINE 3,000 153,000
FIXED SELLING EXPENSES PER

QUARTER 90,000
ADDITIONAL FIXED SELLING EXPENSES-

ADVERTISING 12,000
ADDITIONAL FIXED SELLING EXPENSES-

CHRISTMAS CARDS 45,000 147,000
FIXED ADMINISTRATIVE EXPENSES

PER QUARTER 60,000

NORMAL CAPACITY 255,000 BOXES

Essentially, the new cost structure
attempts to expand the sales volume
through the manipulation of fixed
costs. Its success can be ascertained
as follows:

LET X = NUMBER OF BOXES TO BE SOLD FOR THE TARGET

PROFIT
$6X = $3.60X + $360,000 + $240,000
$6X - $3.60X = $600,000
X = $600,000 = 250,000 BOXES
$2.40

Does it mean that the management has
found a plausiblie solution for its
probTem? Note that we are dealing
with  before-the-fact information.
Whether or not the desired sales
volume will be achieved depends on the
success of the sales promotion scheme.
A rigorous market survey will be
necessary to determine the market
reaction. The management is not going
to incur a substantial cost outlay of
$60,000 just on the basis of the above
analysis. Nevertheless, the analysis
can help management refine its
thinking, recognize the issues, and
guide its actions.

Sensitivity Analysis

Undoubtedly, the relevance of CVP
analysis derives to a large degree
from the assumption of the static
nature of business conditifons. Even
in the short run, such an assumption
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may not hold because of the dynamism
which is inherent in a market economy.
Fortunately, it is possible to breathe
a certain amount of dynamism into CVP
analysis through  the use of
"sensitivity analysis."

Sensitivity analysis is a technique
designed to measure the relative
significance of the various elements
in a decision model. The objective is
to determine the impact of an induced
change in an element upon the expected
results. The process consists of
varying each element in turn by a
certain amount or percentage and then
measuring its impact upon the expected
results. A significant impact would
indicate that the expected results are
sensitive to an element. Thus the
elements critical to a decision model
can be identified, concentrated upon,
and analyzed further. These critical
elements act as warning signals
pointing to the potential damage if
the predictions err.

The use of sensitivity analysis in

Cost-Volume-Profit analysis can be
illustrated with the help of the
following data:
PROJECTED INCOME STATEMENT:
SALES: 20,000 UNITS € $15  $300,000
COST OF SALES:
VARIABLE COSTS @ $7 (140,000)
FIXED COSTS {100,000)
PRETAX INCOME $ 60,000
Suppose that management wants to

determine the sensitivity of pretax
tncome to the following changes:

5% increase in selling price
5% decrease in selling price
5% increase in sales volume
5% decrease in sales volume
5% increase in variable costs
5% decrease in variable costs
5% increase in fixed costs

5% decrease in fixed costs
5% increase in sales volume
5% decrease in selling price
5% decrease in fixed costs

J. 5% decrease in sales volume
5% increase in selling price
5% decrease in variable costs

*- + e
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Schedule 2-2 presents the impact of
induced changes in selling price,
costs and volume, and the sensitivity
of pretax income to these changes. It
seems that the pretax income is most
sensitive to changes in selling price
as a 5% change results in a 25% change
in the pretax income. Notice alsc
that a 5% change in selling price or a
5% change in sales volume gives the
same sales revenue. Yet the pretax
income is much more sensitive to the

former (25%) than to the latter
(13.3%). This is because the changes
in selling prices do not affect

variable costs. Situations I and J in
the Schedule demonstrate the
combination of several variables in
sensitivity analysis.

Sensitivity analysis 1is really a
"what if" analysis which must be
interpreted with caution. Greater

attention should be focused on what
could go wrong and what action should
be taken to avert such an occurrence.
For instance, a 5% increase in selling
rosier profit

price may paint a
picture but it may be wishful
thinking. A 5% decline in selling

price, on the other hand, may be more
likely and it could be disastrous.

While sensitivity analysis is a
powerful analytical technique, it has
a serious limitation. The analysis is
performed under the assumption that
various events (costs, volumes,
profits) will occur with certainty.
In real 1life, though, it is the
element of uncertainty that must be
reckoned with. Sensitivity analysis
can be further strengthened by
introducing probabilistic estimates
about the 1likelihood that a future
event will occur. We cannot
demonstrate the development and use of
probabilistic sensitivity analysis
because of space Timitation.

Summary
Cost-Volume-Profit analysis can play

a major role in profit planning which
js an essential element of a strategic



SCHEDULE 2-2

DEGREE OF
SENSITIVITY
AS PERCENTAGE

SALES VARIABLE FIXED  TOTAL PRETAX
REVENUE COSTS COSTS  COSTS INCOME
CURRENT PROJECTION (BASE) 300, 000 $140, 000 $100,000 $240,000 $60, 000
A. 5% INCREASE IN SELLING PRICE 315,000 140,000 100,000 240,000 75,000
B. 5% DECREASE IN SELLING PRICE 285, 000 140,000 100,000 240,000 45,000
C. 5X INCREASE IN SALES VOLUME 315,000 147,000 100,000 247,000 63,000
D. 5% DECREASE IN SALES VOLUME 285,000 133,000 100,000 233,000 52,000
E. 5% INCRESE IN VARIABLE COSTS 300,000 147,000 100,000 247,000 53,000
F. 5% DECREASE IN VARIABLE COSTS 300,000 133,000 100,000 233,000 67,000
6. 5% INCREASE IN FIXED COSTS 300, 000 140, 000 105,000 245,000 55,000
H. 5% DECREASE IN FIXED COSTS 300,000 140,000 95,000 235,000 65,000

I. 5% INCREASE IN VOLUME )
5% DECREASE IN SELLING PRICE b 299,250 147,000 95,000 242,000 57,250

5% DECREASE IN FIXED COSTS )

J. 5% DECREASE IN SALES VOLUME ]
5% INCREASE IN SELLING PRICE b 299,250 133,000 100,000 233,000 66,250

5% DECREASE IN VARIABLE COSTS |
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marketing planning system, By
limiting the scope of CVP analysis to
mere calculation of the breakeven
point, its usefulness is significantly
diminished. Like any other technique
of planning, it has limitations which
are clearly pointed out by the authors
of the marketing textbooks which were
surveyed, and which can be overcome
with varying degrees of success. A
major value of the technique lies in
what precedes the analysis, i.e., the
involvement of various executives in
identifying alternatives, gathering
information, and evaluating
alternatives. This aspect of CVP
analysis should be highlighted in
marketing education.
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Abstract

This study examines the relationship between sex and salary among marketing professionals
controlling for a series of organizational and individual ievel intervening variables. Data come from
a survey of a national sample of marketing professionals. Analyses suggest that regardless of the
size of business for which they work, their marketing subfield, their ievel of job responsibility, their
age, their level of education, or their type of education, women in marketing earn less than men.
Strategies for marketing educators are suggested.

INTRODUCTION

A recent article in Marketing News
reported that men earn more than women in ail
marketing subfields and at all levels of
experience with the single exception of entry
level positions in corporate marketing services
(Jung, 1988). The observation of sex
differences in salary is not, of course, unique to
marketing. Data on salaries of MBA's (Dubno,
1985; OQilson, et al, 1987), purchasing
professionals (Dowst, 1988), university
administrators (Sigelman, et al., 1982}, quality
control professionals (Stratton, 1988), public
relations entrants (Teahan, 1982), and
association executives {Jefferson, 1989), as well
as composite data on a variety of occupations
(Fox, 1981; Henle and Ryscvage, 1980; Mellor,
1983; Russell, et al., 1989; Rytina, 1983) all
reveal higher earnings for men.

Yet, common or not, lower salaries for
women must be of special concern to educators
in marketing because women represent half of
our graduates--51% of students receiving
bachelor's degrees and 47% of students
receiving master’'s degrees in marketing during
the academic year 1987-88 were women (Brown,
1989). Sex differences in salary could be the
result of discrimination. It could aiso be a
function of organizational or individual
characteristics. The purpose of this study is to
provide macro-level preliminary examination of
the relationship between sex and salary in
marketing by testing four alternative hypotheses:

Hi: Women earn less than men
because they are
overrepresented in organizations
which pay less.

H2: Women earn less than men

because they do not have the
same level of responsibility as
men.

H3: Women earn less than men
because they are younger than
men and as such lack career
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experience.

Ha: Women earn less than men because
they do not have the level or type of
education which wouid permit entree
to positions with higher salaries.

While a rejection of each of these alternative
explanations for -salary differences would not
establish proof of sex discrimination it would
indicate the presence of some bias that
marketing educators might help counter. It is
to an empirical examination of these alternative
hypotheses that this paper now turns.

METHODOLOGY

The data for this study come from the
demographics component of a survey of
marketing professionals’ attitudes toward
professional ethics conducted in Spring, 1989.
Self-administered questionnaires were mailed to
a systematic sample of one of every 20
members of the American Marketing
Association (excluding academics and foreign
residents). Of 1,014 deliverable questionnaires
sent out, 351 usable responses were returned
for a response rate of 34%. Although the
sampling frame underrepresents sales
professionafs and overrepresents research
professionals, controlling for marketing subfield
as part of the test of H1 partially resolves this
probiem. The sample size, however, is not
large enough to permit this control for subfield
in analyses of all hypotheses. Measures of Sex
was self-identified.

Income was defined as "total gross salary from
your empioyer during the last year" and
measured by a seven category cordinal scale
later dichotomized for analysis as "Under
$50,000" and "$50,000 or higher."

Type of organization (H1) was conceplualized
as business size and marketing subfield.
Business size was measured by asking the
number of people employed by the
respondent’s company. In order 10 view
company size not as a continuous variable but
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rather as small business vs. large business,
responses were dichotomized into "under 100"
and "100 or more." _

Marketing subfield was identified with a
multiple choice question offering 12 subfields:
(1) sales and sales management; (2) brand,
product, and general management; (3)
advertising, promotions, and public reilations;
(4) research, operations, and planning; (5) retail
management; (6) new product planning; (7)
physical distribution; (8) international marketing;
{9) industrial marketing; (10) customer affairs;
(11) purchasing; and (12) other. Only four
subfields had 10% or more of the respondents;
all other subfields had 4% or fewer.
Accordingly, subfield was grouped into five
categories: the four largest areas—sales,
management, advertising, and research--plus
“other."

Job responsibility was operationally
defined as the number of people who report to
the respondent either directly or indirectly.
Although this definition of job responsibility may
have different implications for small and large
size businesses, it was chosen over job title as
a measure with greater overall consistency of
meaning across companies. The number of
subordinates supervised was measured by a 5
category ordinal scale later dichotomized for
analysis as "5 or fewer" and "6 or more."

Age was measured with a six category
ordinal scale, later dichotomized into "under 35"
and "35 or older.” Level of education and type
of education were measured by a single
question requesting the highest level of
education the respondent had attained: some
college, bachelor's degree (non-business),
master’s degree (non-business), doctorate {non-
business), bachelor's degree (business),
master's degree (business), or doctorate
(business). Responses were then recorded into
level of education (dichotomized for analysis as
bachelor’s degree or less and master’s degree
or more) and type of education (dichotomized
for analysis as non-business or business). This
measure of education does not, of course,
reflect the qualitative differences among
universities, curricula, and grades received. It
does, however, provide a working, functional
way to look at education for this preliminary
macro-level study and is not contrary to legal
notions in employment law (Ragsdale, 1990).
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RESULTS

Tabfe 1 presents the characteristics of

the total sample as well as breakdowns by sex.

Table 1
Characteristics of Sample (in percentages)*
{n = 351)
Total
Sample Men Women
{(n=351) (n=204) (n=147)
Sex
Male 58
Female 42
fncome
Under $50,000 49 33 68
$50,000 + 51 67 32 .35 < .001
Organization Size
Under 100 35 35 34
100 + 65 85 66 n.s.
Field
Sales 14 16 11
Management 11 13 9
Advertising 17 12 23
Research _ 38 36 39
Other 20 23 17 .17a < .05
# Reporting
5 or fewer 60 53 69
6 or more 40 47 31 .16 < .01
Age
Under 35 38 25 55
35 or over 62 75 45 .21 < .001
Education level
B.A./S. or less 48 37 58
M.A./M.B.A. + 54 63 42  -.21 < .001
Education type
Non-business 37 35 39
Business 63 65 61 n.s.

* Phi measure ot association unless otherwise noted: chi square test of

significance.

a Cramer’s V measure of association; chi square test of significance

Although women currently represent haif
of marketing students, they account for only just
over 40% of marketing professionals.
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This ditference is most likely a reflection of the
smailler number of women in business prior to
the changes brought about by the women’s
movement.
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The data clearly show that sex
differences in income exist. About half of all
marketing protessionals earn $50,000 or more
a year. But a breakdown of income by sex
shows that two thirds of men and only one third
of women have these higher salaries.

There is no association between sex and
company size. Women are overrepresented in
the field of advertising, equally represented in
research, and underrepresented in sales,
management, and "other.”

There is also a statistically significant
association between sex and level of
responsibility. Forty percent of all marketing
practitioners have 6 or more pecople reporting to
them. Among men, almost half of respondents
have 6 or more subordinates; among women
less than a third have this level of responsibility.

Women are, on the average, younger
than their male colleagues. Only a quarter of
men marketing practitioners are under 35
compared to over half of women in the industry.
Again, probably a reflection of recent social
change. Women are also less likely to have
Master's degrees or higher than are men.
Women are, however, equally likely to have
degrees in business.

There are, then, both organizational and
individual differences between men and women.
Testing Hypotheses 1 through 4 will explore
whether these differences can account for the
observed lower salaries earned by women.
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Table 2 presents the relationship
between sex and salary controlling for
organizational intervening variables to test H1

and H2,
Table 2
Relationship Between Sex and income
Controlling for Intervening Organizational Variables
Business Size
Less than 100 100 or More
Empioyees Empioyees
{n=123) {(n=228)
Male  Female Male  Female
Under $50,000 31% 69% 34% 68%
$50,000 plus -89% 31% .37 < .001 66% 32% .33 < .001
Marketing Sub-field
Sales Management
(n=49) (n=39)
Male Female Male Female
Under $50,000 47% 75% 33% 64%
£50,000 plus 53% 25% n.s. 67% 36% n.s.
Advertising Research
(n=60) (n=133)
Male Female Male Female
Under $50,000 35% 85% 33% 64%
$50,000 plus 65% 15% .51 < .001 67% 36% .31 < .001
Other
{n=70)

Male Female

Under $50,000 21% 52%
$50,000 plus 79% 48% .33 < .01

Job Responsibility

1to5 6 or More
Subordinates Subordinates
(n=211) (n=140)
Male Female Male Female
Under $50,000 48% 74% 17% 54%
$50,‘000 plus 52% 26% .27 < .001 83% 46% .39 < .001

* Phi measure of association; chi square test of significance.
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The data presented in Table 2 suggest
that the salary differences among men and
women in marketing are not a function of the
organizational intervening variables tested.
Regardless of whether they work for smail
businesses or large businesses women in
marketing earn less than men. In three of the
five marketing subfields there are statistically
significant differences between men’'s and
women’s salaries and the lack of statistically
significant ditferences in the remaining two
subfields are quite likely a result of small
sample sizes. Finally, whether they have few or
many subordinates, women earn less than men.

Based on these data, H1 and H2 are
rejected: women’s lower salaries are not a
function of the size or type of organization for
which they work, nor are they a function of their
having lower levels of job responsibility.

Table 3 presents the relationships
between sex and salary controlling for individual
intervening variables to test H3 and Ha4.

Table 3
Reiationship Between Sex and Income

Controlling for Intervening Personal Variables*

Age
Under 35 35 or over
(n=133) (n=218)
Male Female Male Female
Under $50,000 61% 82% 23% 51%

$50,000 plus 39% 18% .24 < .01 77% 49% .27 < .001

Level of Education

BA/BS and below MA/MS/MBA +
(n=161) {n=190)

Male Female Male Femaie

27% 61%
39% .33 < .001

Under $50,000 44% 73%
$50,000 pius 56% 27% .29 < .001 73%

Type of Education

Non-business
{n=130)

Male Female

Under $50,000 29% 64%
36% .35 < .001 63%

$50,000 plus 71%

* Phi measure of association unless otherwise noted; chi square test of significance.

Business
(n=221)

Male Female

I7% 73%
27% .35 < .001
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The data presented in Table 3 suggest
that the salary differences among men and
women in marketing are not a function of the
individual intervening variables tested.
Regardless of their age, their level of education,
and their type of education, women in marketing
earn less than men.

Based on these data, H3 and H4 are
rejected. Differences in women’s and men’s
salaries are not a function of their age or their
level of type of education.

CONCLUSIONS

These data do not establish proof of sex
discrimination. Yet, they do provide preliminary
evidence that women in marketing earn less
than men in marketing because they are women.

If our women students will, because of
an ascribed characteristic, be rewarded
ditferently in the workplace, it seems incumbent
upon us as the ones preparing them and their
maie co-workers for careers to devise strategies
to help counter this bias.

Since we are neither managers capable
of changing organizations and reward
structures, nor protessors of management
charged with examining and discussing these
issues, our strategies must be indirect, focusing
on professional socialization and, possibly, long
term societal impact. Professional socialization
has implications for both women's career
decisions and for how men treat women at work.

We can directly affect women’s
professional socialization by sponsoring
professional organizations for women on

campus. Such organizations can give women-

students access to networks of managerial
women and can influence both expectations and
future responses.

We can affect the professional
socialization of both men and women by
examining cases which include materials on sex
roles and sex discrimination and by identifying
sex role stereotyping when it arises in the
classroom. Discussions could include the
deleterious effects of such attitudes on future
work relationships. And, of course, we also
affect professional socialization by acting as role
models, providing positive role models and
avoiding sex stereotyping (or worse, sexual
innuendos} ourselves.

We might have even be broader impact
through our teaching of advertising. Although
product and service advertising typically appeals
to and reflects the existing culture, it also
reinforces stereotypes that affect women’s
status. Attention in the classroom to the long
term negative societal conseguences of sex role
stereotypical advertising copy and themes,
would make future advertising professionals

1e2

aware of these societal consequences and
possibly have a major long term effect on
women's status,
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