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ABSTRACT

Undergraduate students today tend to
enter marketing courses with a strong
preference for structure and little receptivity to
broad, open-ended challenges that require
tolerance for ambiguity (Ackerman, Gross, and
Perner, 2001). Yet, marketing challenges are
anything but concrete and thus many of our
graduates are ill prepared for handling the
challenges they will face on the job.

Students’ hesitance to attempt more
unstructured problems may stem in part from
lack of experience with this kind of challenge.
Further, students who embark on the design of
a creative marketing strategy may have a
legitimate fear that their output will not be well
received.

It is evident that while preparing
students to face ambiguous problems is an
important challenge in upper division and
graduate marketing courses, it is not an easy
task, nor an endeavor that will necessarily be
well received by students. In general, we find
that students must be (1) aterted, through
extensive discussion and illustration, to the
unstructured and ambiguous nature of real
world marketing problems, (2} given examples
of assignment approaches and answers, (3)
given clear criteria for how the work will be
graded, and {(4) be given several opporiunities
to improve and sharpen their skills over the
term.

Innate personality differences, as measured by
the Myers-Briggs Type Indicator (MBTH),
provide insight into students’ fack of tolerance
for ambiguity and difficulty with course work
requiring analysis and decision making under
uncertainty (DiTiberio and Hammer 1993), and
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this insight may help challenge students to
expand their managerial thinking.

Case analysis can be used 1o
challenge students toward more managerially
meaningful thinking. 1n a capstone marketing
course, students can be asked to prepare
analyses of industry cases employing
contingency analysis to identify issues. The
cases are provided to the students minus the
questions that normally guide business cases.
Students must identify the relevant issues and
apply the theory that they have learned in
previous courses to deal with the situation
facing the firm.

“Research based cases” involve the
use of popular press articles as cases. Here,
the students are expected to apply course
concepts and ideas, as well as their own
secondary research, pretendingto be a
consultant to a “target” firm selected by the
instructor. Students must (1) select what
appear to be the most relevant and pressing
issues for the firm, (2) apply course concepits,
(3} find information needed for appropriate
analysis, and (4) communicate their findings.
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