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THE PRODUCTION/SALES/MARKET CONTROVERSY:
IS A MARKET ORIENTATION REALLY BETTER?

Laurence W. Jacobs, University of Hawaii at Manoca, Henolulu
Jeffrey 8. Gutenberg, State University of New York, Geneseo

ABSTRACT

Most major textbooks in Marketing assume that
there is a natural progression from production to
sales to market orientation. The literature of
business is filled with the assertion that a
market orientation 1is superior to the other alter-
natives. However there appear to be many situa-
tions under which a market orientation is not su-
perior,

INTRODUCTION

In the nearly 30 vears since McKitterick (1957)
introduced the notion of the "marketing concept,"”
marketers have been adopting a "ves-but" attitude.
How can anyone argue against customer orientation?
This is akin to suggesting that flag and apple

pie may not be perfection. And vet a large num-
ber of articles have appeared in the past 25 years
which are critical of the marketing concept in
one way or another. This paper will argue that
the marketing concept, as a strictly interpreted
conceptual philosophy, is unnecessarily restric-
tive, and that such an orientation may be inappro-
priate for many crganizations.

Is a customer or market orientation always super-
ior? Are there conditions under which a produc-
tion focus would be justified? Even the most cur-
sory examination of the less developed countries
of the world shows that most of the successful
companies are using a production or a sales orien-
tation as a management philosophy. Even in the
United States there are examples of successful
businesses which exhibit production or selling
oriented management stvles. As teachers and re-
searchers Iin the area of marketing, we should be
concerned with such issues.

The purpose of any philesophy of marketing man-
agement is to guide decision-makers in their ef-
forts to enhance organizational effectiveness.
Whether a philosophy is apprepriate or not depends
upen the validity of its underlying assumptions
about environmental conditiecns. That is, differ-~
ent conditions can call for different philosc-
phies.

The manifestation of differences in philosophies
occurs in the allocation of resources, in organ=-
izaticnal structure, and in skills to be empha-
sized. For example, the philosophy of a strong
customer orientation, which underlies the market-
ing concept, will cause companies to operate dif-
ferently from organizations which subscribe to
cther philosophies, such as a production orienta-
tion. While the former firm mav invest heavily
in consumer research, the production criented com-
pany mav tend to spend time, effort, and funds
striving for production efficiency. The sales
criented firm, on the other hand, may devete the
majority of its marketing respurces to promotion
and sales incentives.

Some authors have suggested that there is a log-
ical movement from a production orilentaticn to a
sales orientation to a marketing orientation (Xot-
ler 1%84). 1Is the marketing concent merely a di-
rection which, at its extreme, can rarely he ob-
tained? If so, does it truly provide a guideline
for policy makers? What seems to be needed is a
rethinking of the market verse the production and
sales orientation as viable alternatives to serve
as the basis of an operating philesophy for mark-
eting organizations.

Production Versus Market Orientation

Often a market oriented philosophy is presented as
a polar extreme to a production oriented cme.
While the production concept is often presented as
being inferior to the marketing concept {Drucker
1873), there is no necessary implication of "bet-
ter” or "worse." In fact there are many strong
reasons as to why a company may successfully fol-
low the dictates of a production orientation., For
example, Bennett and Cooper (1979) suggest that
the market orientation of the marketing concept
"has helped to contribute to the death of true
product innovaticn in North America" (p. 77).

They further point out that ". . . (I)t can be
shown that the marketing concevot, backed by mar-
keting research, effectivelyv discourages the de-
velopment of product innovation" (p. 78).

Hirschman (1983) notes that by the nature of the
creative process, artists and ideologists are gen-
erally not customer coriented.

There seems to be a series of elements in the
business environment which have a strong impact
upon the selection of a market versus a production
orientation. These influencing factors are sum-—
marized in FIGURE 1.

If an organization is in arn environment which
lends itself to a production orientation, then the
adoption of the marketing concept may cause a com-
petitive weakness. The marketing oriented firm

in a production oriented environment may be rempt~
ed to spend resources in areas which are unnecess-
arv

For example, if consumer demand greatly exceeded
supply, the company might be wise to concentrate
upon producing more rather than engaging in ex-

tensive corporate image research.

Selling Versus Market Orientation

Underlving a selling orientation is the assumption
that consumers mav not be willing te buy enough of
the prganization's preoduct offering without exten-—
sive sales stimulation efforts, Marketing and
heavv promctional efforts are often viewed as on-

posites. "The marketinc concept replaces and re-
verses the legic of the selling concest” {Kotler
1984, ». 31). Drucker (1973) adds ". selling

and marketing are antitherical rather than synon-



ymous ©T even complementary' (p. 64).

A market orientation places responsibility upen
management for actions which are consistent with
the best interests of the customers. The under-~
lying assumption is that consumers will patronize
organizations which effectively provide products
or services that are consistent with their inter-
ests.

Conceptually, at least at the extremes, the market
and the selling orientation seem to be incompati-
ble. One emphasizes long-run customer satisfac-
tion, the other customer response. One advocates
extensive consumer research so that products will
"sell themselves," the other stresses heavy sales
promotion, One is "soft sell,” the other is "hard
sell." One is market oriented, the other is com-
pany oriented.

This dichotomized thinking is further reflected
in the underlying logic of the importance given
to components of the environment. It would appear
that the most relevant attribute of this environ-
ment consists of the stability of consumer's be-
havior. If consumer behavior changes rapidly and
unexpectedly, then the appropriate philosophy for
an organization may be the marketing concept,
which orients the firm toward the detection and
response to the changes in consumer wants and
needs (FIGURE 2).

Thus, if the market environmeut is friendly and
the consumer component is stable, then the compe-
titive environment becomes determinant. Competi-
tive pressures, stemming from the number of com—
petitors seeking to improve their market share in
the same segments, may be relatively high or re-
latively low. 1f this competitive pressure is
high, a sales orlentation is required, since mnon-
aggressive promotional efforts may not be suffi-
cient to attract customers away from the more ag-
gressive competitors. If competitive pressures
are low, then the company can aveoid extensive pro-
motional efforts and pursue an inrernal orienta-
tion such as the production orientatien.

It seems clear that the more successful organiza-
tions are the ones which have adapted most appro-
priately to their environments. Unfortunately,
neither a market nor a selling orientation alone
are sufficient to guide organizations. The mar-
keting concept tends to ignore the realities of
competition while the selling concept may sacri-
fice long run profitability for short rum sales.

Assumptions of the Marketing Comcept

The Marketing Concept is based upon several key
assumptions:

® The organization's target customers generally
believe that the organmization should act so
as to enhance the long-run welfare of consu-
mers.

° The target markets {or other publics) are
awvare of their economic, legal, and politi-
cal powers, and are willing and able to ac-
tivate such powers against organizations
which do not behave as desired.

° The target markets act as though they believe
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that they must relv upon sellers (as provi-
ders of products and services) to help them
decide what purchases {or transactions) are
the most appropriate. That is, most of the
target audience tends to believe the majori-
ty of promotional claims. Further, they tend
to rely upon these claims in making a pur-
chase decision.

® The society and the competitive marketplace
allow neither monopoly mnor pure competition
to exist over the long-run. That 1s, the
vast majoritv of organizations exist in a
world of competition.

To the extent that these assumptions hold, the
marketing concept might be appropriate, However,
there is no "rightness" or "wrongness' associated
with anv of the various positions. There may,
however, be certain pressures which are "pulling”
a firm in one direction or another. The pressure
may be from society as a whole, from target cus-
tomers, from other public groups, from various
groups within the organization, or from pressures
of the competitive environment.

Production, Sales, and Market Orientation as a
Management Tool

The distinction among production, sales, and mar-
ket as an orientation can be used as a diagnestic
tool, a predictor of competitive actien, and a
guide to the formation of a marketing strategy.

As a diagnostic tool, the marketer takes a hard

look at the business enviromment. A five-ppint
{or anv convenient length) scale can be used to
show whether the environment is more susceptible
to a preduction or a sales or a market orienta-
tion. The factors which are summarized in FIGURE
1 and 2 can provide a useful guideline.

This analysis should reveal the nature of the
business environment. In addition, wmovements,
pressures, and trends should be noted. It is,
however, from this analysis that the pulls of
societal forces can be identified.

The three orientatioms can also be used as a pre-
dictor of competitive actions. An analysis simi-
lar to the previous ome can be undertaken for
each major competition. Note that from its uni-
que point of view, a firm mav interpret the en-
vironment differently from a similar yet competi-
tive company.

It is important to note any inconsistencies such
as aggressiveness with one product and not with
another, or in product promotion but not im cor-
porate attitude, or with one aspect of the 4 P's
but not with others. In addition, direction or
anticipated direction should be noted. All or-
ganizations which complete either directly or in-
directly should be positicned. The pressures
from society and the various publics, which tend
te pull the firm in anv given direction, should
also be noted.

The final aspect of this analysis is to serve as
a guide to formulate a marketing strategy. Based
upon the results shown, a company can delermine
its optimum marketing philosophy. This framework
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FIGURE 1}

Conditions Which Tend Te Favor Producticn and Market Orientation

few comperitors selling unique,
generic, or homogenous products

basic needs (food, clothes,
shelter)

demand exceeds msupply

known or higher than production
capabilities

increase prodyction and/or
decrease costs

increase production and/or
lower costs

price and availabiliey,

well defined

customers who want produ.ts
vill return

price-oriented, will take what
is offered

relatively simple--basic
utilirdes

viewed as long

firm production research and
development

MARKET CONDITIONS
A. Nature of competition

B. Need to be filled

C. Supply-Demand relationship
D. Magnitude of demand

COMPETITIVE CONDITIONS
A. "Row-best-to-serve" emphasis

B. Key to profit

C. Marketiog emphasis

CONSUMER REACTION CONDITIONS

A. Customer "need" definiriosn
B. Repeat buginess

C. View of customers

PRODUCT CONDITIORS
A. Complexity of products

B, Product Iife cycle
C. New product ideas

FIGURE 2

wany competitors selling
differentiated products

smotiooal or paychological needs
as viewad by custowmer

supply sxceads demaod

uncertaio—but assume can know
through markat rasearch

customsr needs ksy

rerve a need—focus On Customers—-—
incegrated customer orientation

product image coordination of all
marketing factors

the focus of market analysis and
repsarch

emphanis on buildiog lasting
customer relationships

intelligent, sophisticaced,
knowledgesble, seekers of
information to aid in problem-
solving

many values, especially
peychological

indetarminant lemgth

research and developaent
working with consumer research

Conditions Which Tend To Favor Sales and Markets

many competitors selliog
producte patrceived s»
aimjilar or substitutes

generally smotional or
psychological

supply exceeds damsnd

may be increased through
prowet Lom

make product seem a9 attractive
as possible through prowotion

eales volume

sales and prometion

may be stimulated or redefined
through promotion

one-time-sale emphasin

say be manipulated through high
pressure sales and promotional
elforts

generally more complicated with
"hidden” or non-apparent valuas

relatively short
eaphasis upon what will sell

MAEKET CORDITIONS
A, WNature of competition

B. Beed to be filled

€. Supply-Demand relationehip
D, Hagnitude of demand

COMPETITIVE CONDITIONS
A. “How-best-to-serve’ emphasis

B. Key to profit
C. Marketing emphasis

CORSUMER REACTION CONDITIONS

A. Customer "need" definition
B. Repeat business

C. View of customers

PRODUCT CONDITIONS
A. Complexity of products

Product Iife cycle
C. ¥ew product ideas

many competitors selling
differentiated products

emotional or psychological neads
88 viewed by custowmer

supply exceeds demand

uncertain~-but assume can know
cthrough market research

customer needs key

serve a need--focus on customerSe—~
integrated customer orientaticn

product imape ccordimation of all
marketing factrors

the fecus of market analysis amd
research

emphasis cn bullding lasting
cugtomer relationships

intelligenr, sophisticated,
knowledgeable, seekers of
information te cid in probler-
solving

many values, especlally
pavcholopical

indeterminant length

research and development
working wlth consumer research
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can also serve as the basis of customer research
to gain input as to how customers feel about the
firm's current philesophy vis-a-vis the competi-
tion as well as relative to market conditions.

Some Caveats

The production-sales-market dimensions provide the
marketing strategist with a concrete framework
upoti which to base current and future judgments.
The user of this paradigm should be aware that
several potential limitations may exist in the im-
plementation of this model.

The first potential danger is to view this analy-
tical structure as the scle source of strategic
information. The final marketing strategy must
reflect corporate goals as well as the personal
aspirations of the decision makers. That is, a
company or a marketing manager mav adopt a highly
market oriented posture even though all competi-
tors are relatively production centered. The pro-
duction verses sales verses market ceoncepts should
be viewed as only one framework upon which analy-
tical marketing decisions can be based.

The second potential limitation is that the pro-
duction-sales-market orientation attempts to work
with existing and well publicized marketing ideas.
The orientations known as '"Market," "Selling," and
"Production" may have built-in connotations. Since
these terms are so frequently used in the market-
ing literature, they may elicit certain biases.

The final limitation is that this concept is pre-
sented in a physical "product" setting. It is
assumed that the concept will apply equally to
“services" as well as to any promotable idea.
This, however, is currently an untested assump-
tion.

CONCLUSION

Most markets, as they become larger, exert pres-
sure upon competitors to become increasingly mar-
ket oriented. The production orientation appears
to disappear as goods become more plentiful and
markets move to a situation of supplv exceeding
demand.

At the same time the competitive enviropment may
dictate an aggressive marketing posture. This
competitive drive mav give a countervailing force
toward a hard sell orientation or production effi-
ciency.,

If a marketing manager is to take full advantage
of the production verses sales verses market oril-
entation, he (she) must:

i. Stop thinking that customer orientation as
a philosophy is alwavs best.

2., Take each competitive situation as unique.

3. Separate a general marketing philosophy
from promotional aggressiveness.

What must emerge from all of these competitive
and societal pressures is a composite which is not
necessarily the marketing concept with all of the
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forces of the organization focused toward the a-
chievement of marketing goals, or a production or-
ientation with its drive for efficiencies, or the
selling organization trying to make immediate
sales often at the expense of longer-~term custo-
mer satisfactlions. The proper orientatiom shows
recognition of different marketing environments
and may become the basis of a more realistic mar-
keting philosophy.
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SELLING TO A DIFFERENT BRAIN DOMINANT CUSTOMER

William A, Cohen, California State University, Los Angeles
Cecilia Otani, California State University, Los Angeles

This paper analyzes a potential problem in applying global marketing techniques to

Japan.
Americans and 50 native-born Japanese.
surveyed,
American native-born.

Many Americans are c¢oncerned over the
trade imbalance between the U.S., and
Japan. Many Japanese products, are
dominant in the market where once Ameri-
can companies owned major shares., (Kon-
rad, 1984) Why is it that the Japanese
can market their products successfully
in the United States while American com-
panies do not seem to be able to do the
same in Japan? Several explanations
have Dbeen offered for this phenomenon.
These include trade barriers put up by
Japan, policies of assistance to export-
ers offered by the Japanese government
or Japanese government agencies, such as
the Ministry of International Trade and
Industry (MITI), a lower labor rate, the
superiority of Japanese management or
the gquality of Japanese products.

None of these explanations are necessar-
ily the case. American ccmpanies may
well have superior products but not the
know-how to sell them in the Japanese
market,

Some think that the problem may be with
advertising. {Advertising wWorlid, 1985)
American advertisements are often seen
as aggressive in Japan. For example,
comparative advertising is infreguent in
Japan. American advertisements may ask
for the sale...now. Japanese advertise-
ments are less likely to do so. Other
forms of "hard sell" concepts in adver-
tising which work effectively in the
U.5. are often shunned by Japanese ad-
vertisers,

Japanese advertisements generally appeal
to positive emotions in a very under-
stated fashion. They seek toc promote
teelings of "tranquility and happiness"
without going directly for the sale., In
other words, successful Japanese adver-
tising campaigns are usually based on
"subtle-sell™ rather than "hard sell".
(Merrill, 1981}

Why the difference? It could be mere
cultural preference, but some research-
ers give another reason. This has to do
with the fact that there may be a dif-
ference in brain hemisphere dominance
between the two cultures. According to

One hundred brain-dominance questionnaires were distributed to 50 native-born
The results demonstrate that, for those

native-born Japanese tended to be less left-brain dominant than the

Dr. Tadanobu Tsunoda, the working of the
Japanese brain is not identical to that
of Americans. (McKean, 1985} Unlike
Americans, who are often found to be
dominant in their left brain hemisphere,
the Japanese tend to be more dominant in
their right brain.

As you might expect, the left brain is
verbal, legical, guantitative and ana-~
lytical (Miller, 1985) whereas the right
brain is creative, holistic, and spat-
ial. (Boulgarides, 1985}

Simple translations of ads intoc foreign
language have been successful in Europe,
Latin America, and parts of Asia. (Kon-
rad) But translations alone almost
never work well in Japan. {Advertising
World) This research will explore dif-
ferences in left and right brain domi-
nance in Americans and native-born from
Japan. Its existence, as theorized,
will offer some confirmation that Ameri-
can ads for the Japanese market must be
specially developed and that standardi-
zation is not possible for this market.

Methodology

A modified questionnaire developed for
brain dominance study by Ivan Muse, a
professor of education at Brigham Young
University, was wused to conduct the
research, The original gquestionnaire
had three sections with a tectal of 34
questions, However, the last two sec-
tions were excluded from this study
because of potential language difficul-
ties and ambiguities for Japanese res-
pondents,

The revised gquestionnaire consisted of
20 guestions regarding attitudes and
behavior given a particular situation,
For each question ({except one}, the
respondents were asked to select only
one answer.

Responses to each question were allo-
cated 5, 3, or 1 points. Five points
were given to answers that expressed
left-brain preference while one point
was assigned to those answers that
showed preference for right-brain use.
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Three points were given to those answers
with no preference. The total sum was

then calculated and interpreted to show
brain-hemisphere preference for each
respondent. (Muse, 1986) Because one
guestion (14} required two answers,
maximum point score per qQuestionnaire
was 105 points and minimum 21 points.

One hundred questionnaires were distri-

buted., Fifty were given to native-born
Americans and 50 to native-born Japanese
living in the U.S. The gquestionnaires

were color-coded to separate the two
sample types. ©Of the 50 distributed to
each group, 49 (n = 49) from the Ameri-
can sample and 31 (n = 31) from the
Japanese sample were completed and
included in the analysis.

The repondents were allowed as much time
as they needed to complete the question-
naire. The mean time was approximately
15 minutes.

Results

The responses to many gquestions showed
little differences between Japanese and
Americans. For example, the answers to
gquestions 4, 10, 15, 16, 17, 18, and 20
demonstrated ieft brain dominance in
both groups and questions 6, 7, 11, 13
and 19 right brain dominance in both
groups {Table 1). The answer to
guestion 9 showed a clear preference for
Japanese being left brain dominant and
Americans right brain dominant rather
than the reverse, However, questions 6,
7, 11, 13 and 19 supported Dr. Tsunoda's
contention that Japanese are right brain
dominant while Americans are left brain
dominant. When Dr. Muse's methodology
was followed (Tabie 2), the 49 Americans
surveys resulted in 3402 points and the
31 Japanese surveys 1917 points. Ad-
justing these results for equal number
of respondents from both groups, there
is an approximately 10% difference in
response., Using a chi-squared analysis,
this difference is statistically signi-
ficant at a level of ,05. However, from
Figure 2 it can be seen that neither
American nor Japanese have a preference
which can be determined from the re-
sults., Therefore while the Japanese
respondents were less left brain domi-
nant (more right brained dominant} than
the Americans surveyed, they were not
right brained in an absolute sense.

Limitations

There were a number of limitations to
the research which must be considered.
Due to the lack of time, the sample was
collected on a convenience sampling
technigque basis in a limited geographi-
cal area and the sample consisted mostly
of students. Therefore, the results may
not represent all Americans and all
Japanese accurately.

T A A

Question 14 asked the respondent to pick
two answers., However, some of the res-
pondents chose only one answer, An
examination of guestiocnnaires indicated
that about equal percentage of Japanese
respondents did this as Americans.
Therefore, the decision was made not to
exclude the results of this question
from the analysis. While this could
conceivably influence the results in
parts, it could not affect the overall
point score significantly.

Another limitation was that all of the
Japanese respondents lived for at least
sometime in the U,S. While brain domi-
nance is unlikely to shift totally,
influences from the Western culture
could distort the results of the study.
In fact this may be one reason for less
of a right brain preference among Japan-
ese than was anticipated.

Yet another limitation was the fact that
the questionnaire had expressions which
may not have been understood completely
or accurately by some of the Japanese
respondents, This might also affect
results. For more accurate results, the
questionnaire would have had to been
translated into Japanese.

This abbreviated study does not confirm
that Japanese are right brained domi-
nant, It does however indicate that
they tend to be less left brain dominant
than Americans. It therefore suggests
that BAmerican advertising translated
into Japanese with no other <changes
would probably be less successful than
the original ad in the U.5. However,
because of the limitations inherent in
the study, it should be replicated using
a larger population sample, with a cross
section of Americans g¢eographically and
demographically compared with a geo-
graphical cross section of Japanese in
Japan. Further the survey qgquestions
should be translated into Japanese for
this purpose. It is likely that such a
study would demonstrate a greater pre-
ference for right brained dominance than
would be indicated by this research.
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TABLE 1

QUESTIONS ILLUSTRATING VARIOUS BRAIN
DOMINANT RESULTS

BOTH JAPANESE AMERICAN BOTH
LEFT LEFT, LEFT, RIGHT
BRAIN AMERICAN JAPANESE BRAIN

DOMI- RIGHT RIGHT DOMI-
QUES. NANT NANT
1 X
2 X
3 X
4 X
5 X
6 X
7 X
8 X
9 X
10 X
11 X
12 X
13 X
14 X
15 b4
16 X
17 X
18 X
19 X
20 X
FIGURE 1
AMERICANS
(N = 49) Min Score 49 x 21 = 1029 Pts.
Max Score 49 x 105 = 5145 Pts,
Actual Score 3402
Adj. Score 3402 Adj. Max 5145
-1029 ~1029
2373 4116
2373 / 4116 = 57.6% of Total
JAPANESE
{N = 31} Min Score 31 x 21 = 651 Pts.
Max Score 31 x 105 =

3255 Pts.

Actual Score 1956
Adj. Score 1956 Adj. Max 3255

- 617 - 651
1305 2604

1305 / 2604 = 50.1%

Japanese {50.1%)
2mericans (57.6%)

K=—m————- K XX-mX———m———— X=m=————— X
0 25% 50% 75% 100%
Abso- 5light Unable Slight Abso-'
lute Right to Left lute
Right Brain Deter- Brain Left
Brain Pre- mine Pre- Brain
Pre- fer- fer- Pre-
fer- ence ance fer-

ence ence

£

RESULTS PROM SURVEY

TABLE 2

QUES. AMERICANS JAPANESE
0 % PTS T % PpTs
1a 08  16% 40 0z 06% 10
b 07 1t 07 05 16 05
c Iz 102 24 78 72
2a 26 53 130 12 39 60
b 23 47 23 18 61 19
3a 26 53 130 12 39 60
5 23 37 23 19 61 19
4a 18 37 is 11 35 1l
h 11 63 155 20 65 100
Sa 27 55 1135 10 32 50
b 22 45 32 21 68 21
6a 25 21 25 18 58 18
5 24 49 120 13 a2 65
7a 03 06 15 01 03 05
b 02 04 10 00 00 00
c 02 04 02 05 16 05
a 42 86 42 25 81 25
8a 2¢ 59 145 12 39 60
b 05 10 0% 06 19 06
c 15 31 45 13 42 39
94 26 53 26 14 45 14
b 23 46 115 17 - s5 85
10a 29 59 145 20 65 100
b 20 41 20 11 35 11
a 06 12 06 03 10 03
b 26 53 78 17 55 51
¢ 17 35 85 11 35 5%
12a 01 0z 03 01 03 03
b 06 12 18 03 10 09
c 34 70 170 13 42 65
a 08 16 08B 14 45 14
13a 00 00 00 02 06 02
b 35 B0 195 20 65 100
¢ 10 20 30 09 29 27
l4a 30 61 150 00 29 45
b 10 20 1o 14 45 14
c 16 33 16 12 39 iz
a 14 29 42 06 19 18
e 69 18 45 08 26 40
£ 02 04 02 04 13 04
15 i 37 {45 1§ 33 &2
16a 28 57 140 21 68 105
b 21 a3 21 10 32 10
17a 13 27 13 10 32 10
b 16 73 180 21 68 105
18a 41 84 205 23 74 115
b 08 16 08 08 26 08
19a 14 29 70 07 23 15
b 23 471 23 14 45 14
c 12 24 3% 10 32 3D
20a 21 43 21 15 48 15
b 2657 140 16 52 80
5502 1956
A = 49 7= 1
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ABSTRACT

TOTAL DESIGN METHGD FOR MAIL SURVEYS:
OVERVIEW AND APPLICATIONS

Bruce J. Walker, Arizona State University

OVERVIEW

Given the frequent usage of mail surveys by mar-
keting educators and the problem of low response
rates in business surveys, the purpose of this
paper is two-fold: (1) te discuss the Total Design
Method (TDM), an approach intended to maximize the
quantity and quality of responses in mail and
telephone surveys, and (2) to illustrate the ap-
plication and effects of the TDM in two marketing-
related maill surveys of business populations.

Tlie TDM was developed by Don Dillman, a rural so-
cliologist at Washington State University, who was
concerned about the increasing costs of surveys
and the problems of low response rates and poor
response gquality in mail and telephone surveys.
Dillman (1978) reports an average response rate of
747 for 4B surveys that used elements of the TDM.

THEOQORETICAL BASIS OF TDM

TDOM {s based on the theory cof social exchange,
which simply says that people make decisions based
on a cost-benefi: evaluation. The TDM administra-
tive plan bullds on the notion that recipients of
survey questionnaires engage in some form of cost-
benefit analysis in deciding whether to respoud.

Three inputs to this cost-benefit analysis are
costs, rewards, and trust, The researcher's chal-
lenge is to minimize the respondents' costs and
maximize thelr rewards, while establishing trust
that the rewards will be received.

TDM ADMINISTRATIVE PLAN

The intent of the TDM procedure is to optimize the
three researcher-controlled variables of content
development, questionnaire coustruction, and sur=
vey implementation to improve response rates and
quality. This paper focuses on selected aspacts
of the latter two variables, paying partlcular at-
tention to procedures that are somewhat
controversial.

Questionnaire Construction

Since the mall guestionnaire comes under the
respondent’'s complete control, Dillman emphasizes
the need for careful construction. The paper con-
taing a summary of Dillman's recommendations
related to questionnaire format and printing,
formulating pages, and designinpg the questionnaire
cover. Several of his recommendaticns are
discussed in more detail.

Survey Implementation

Dillman emphasizes that poor response rates can
occur for reasons other than a questionnaire’s
appearance or content, Among these problems are a
respondent discarding the questiocnnaire as "junk”
mall or only partiallv completing it.

A table in the paper summarizes Diliman's recom-
mendations regarding the basic appeal, cover let-
ter, identifying the questionnalre, other contents
of the questionnaire packet, the transmittal enve-
lope, mailing procedures, and follow-up mallings.

Dillman reports that the [irst follow-up
(involving a post card) generates about as many
returns as the initial mailing. Furthermore, the
third fellow-up (involving certified mail) in-
creases the response rate about 13 percentage
points.

APPLICATION OF TDM IN MARKETIRG SURVEYS

No TDM surveys discussed in Dillman's book were
directly related to marketing or business in gen-
eral. As a step toward answering the question of
whether the TDM can be effective in marketing-
related surveys, the paper describes two surveys
of business populations that emploved the TDN in
large part.

The first survey (Walker 1986} was applied in
nature while the second {Conant 1986} was academic
in crientation., These two researchers applied
many TDM elements; a tabie in the paper reports
deviations from the TDM. Conant and Walker
achieved vesponse rates of 377% and 657,
respectively. Considering the surveys' samples
and complexlity, both response rates were
comparatively high.

CONCLUSION

The TDM holds substantial promise for helping to
overcome the persistent and serious problem of low
response rates in maill surveys. Just as a ques-—
tionnaire recipient basically decides whether to
respond follewing an implicit or explicit cost-
benefit analysis, a marketing educater can--and
should--conduct a cost-benefir analysis in decid~
ing whether it would be worthwhile to use the TDM
in a mail survey.
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PUBLIC POLICY AND JUDICIAL REASONS FOR HOLDING SERVICES MARKETERS STRICTLY LIABLE

Fred W. Morgan, Wayne State University

INTRODUCTION

Services sectors of many economies are growing at
unprecedented rates, indicating the increased im-
portance of services marketing. Concurrently, the
U.S. service sector is facing much greater levels
of 1iability exposure for harmful services (Time

1986; U.S5. News & World Report 1986), leading to

demands for liability reform.

Perhaps the most ominous trend in services law is
the growing possibility that marketers of services
could be held strictly liable when their output
harms consumers. Services providers are generally
held to a negligence standard, but a few courts
have found ways to rationalize the imposition of
strict liability when product-service combinations
have injured people. Marketers should be aware of
these legal developments so they can plan their
services offerings accordingly.

PUBLIC POLICY BASES FOR STRICT LIABILITY

Eight publie policy reasons have been developed to
justify the use striet liability for faulty goods.

These reasons, from Lechuga v, Montgomery (1978),

could also be applicable to services marketers:

expertise of manufacturer regarding its goods,
distribution of risk across customer base,
deterrence of the manufacture of faulty goeds,
responsibility of manufacturer to bear costs of
injuries due to its products,

responsibility of distributoer to bear cests of
injuries due to products it carries,

6. limited consumer knowledge relative to seller,
7. consumer reliance on marketing practices, and
8. complexity of manufacturing process today
relative to many years ago;

£ R
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Services marketers seer to be very similar to man-
ufacturers with regard te 1-7, Services providers
are pgenerally presumed to be experts concerning
their offerings (#1). 1In addition, they are more
knowledgeable about their work thar their custom-
ers (#6).

Services sellers can allecate the costs of custom-

ers’ injuries, both damage claims and insurance
premiums, to their customers (#2) through price
increases. Marketers of services also appear to

be in the best position to deter the selling of
faulty services (#3).

Manufacturers (#4) and distributors (#5) are
posed to compensate injured consumers because
societal notien of responsibility. If this
cept holds, it alsc seems to apply to service
keters. And users of services seem to rely
the claims of services marketers (#7).

sup-
of a
con-
Mar -
upon

product
Users

The final reason for strict liability,
complexity (#8), may mot apply to services.
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of services often have clear knowledge of the
service because they are often co-producers,

THE JUDICIAL VIEW OF SERVICES

U.S8. courts have heard hybrid cases, dealing with
both products and service, for 72 years (Merpill
v, Hedson 1914). The important case of Newmark v
Gimbels (1969) marked the beginning of the current
trend to hold service defendants strictly liable.

The wvarioug principles operationalized by courts
in product-service cases can be stated as follows:

the essence of the transaction being examined,
the benefits offered to the consumer,
professional versus commercial defendants,

the vulnerability of the plaintiff,

the consequences of the defendant’s actions,
the importance of the defendant’'s activities to
consumers, and

7. the position of the defendant in the distribu-
tion chain.

oy LB W b

The transaction is treated as & service if its es-
sence involves the rendering of a service (#1).
Otherwise, the transaction is considered to be the

sale of a product (Bonebrake w,  Cox 1974).

Courts have been confused when trying to determine
what benefits (#2) consumers are receiving in ser-
vices-based transactions. Commercial defendants
are more likely to be held strictly liable than
professional defendants, who are considered to be
practicing inexact sciences (#3).

1f the consumer of a service is very dependent
upon the provider (#4) or if the service can be
quite harmful (#5), the services marketer is more
likely to be held strictly liable. A defendant
providing a vital service (#6) or occupying a
prominent position in the distribution channel
(#7) is also more likely to be held to a striect
liability standard.
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STRATEGIC PRODUCT WITHDRAWALS:
AN EXAMINATION OF PRODUCT RECALL REQUIREMENTS

George L. Jackson, Wavne S5tate University
Fred W. Morgan, Wayne State University

INTRODUCTICN

Product recalls seem to occur with familiar regu-
larity in the United States. Some recalls can be
traced to the terrorist acts of persons tampering
with products in stores (U,S, News & World Report
1986; Advertising Age 1986). Recalls are also due
to companies’ produciten and design errors (Auto-
motive News 19B6; Viscusi 1985).

Regardless of the cause of recalls, they can be
quite expensive to conduct, especially if the firm
has not planned in advance for such a contingency.
Marketers should develop programs for the immedi-
ate withdrawal of their products should such a
move become necessary.

A LEGAL PERSPECTIVE ON RECALLS

Recalls have occurred since about 1900, although
these product withdrawals received little public-
ity and were strictly voluntary con the part of the
cempanies involved (Levenson 1979). Over the next
85 years, recalls have become more commonplace and
a number of federal agencles have emerged to mon-
itor product withdrawals.

The Food and Drug Administration (FDA) was estab-
lished in 1906 and was additionally empowered with
the passage of the Food, Drug, and Cosmetic Act in
1938, The FDA can seize faulty products or obtain
court injuctions to prevent goods from being dis-
tributed. Since the FDA's court requests are al-
most always granted, FDA recall experience should
be studied by firms which could come under their
scrutiny.

The National Highway Traffic Safety Administration
(NETSA) was organized in 1966 with its own recall
powers. Instead of having to get court approval
like the FDS, the NHTSA can order a recall based
on its own review of & situation. Since the NHTSA
can force a recall, companies usually recall their
products "voluntarily" when so urged by the NHETSA.
The effectiveness of NHTSA-sponsored recalls has
been debated (Tobin 1982); moreover, auto manufac-
turers may encounter product liability exposure
because of the recall process when previously un-
informed congumers find out about product defects
{Reaves 1983,

The Environmental Protection Agency (EPA) can also
mandate recalls by aute manufacturers based on its
administrative authority. Thus, the EPA is simi-
lar to the NHTS5A in that it does not have to go
through the courts to recall products.

The Consumer Product Safety Commission (CPSC) is
dependent upon marketers to report dangerous prod-
ucts, The CPSC has experienced wvaried rates of
success for product recalls (Tobin 1982). In
addition, CPSC recalls, like NHTSC actions, can
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lead to product liability litigation for involved
companies.

The Federal Trade Commission (FIC) is the most re-
cent federal agency with recall powers (Krulwich
1984). The FTC's recall history is brief and may
expand substantially. FTC activities should thus
be studied carefully by marketers.

RECAIL STRATEGY

Marketers must be highly concerned with product
quality to minimize product recalls. By offering
reputable goods the company will aveid most recall
situations. The firm must alsce be prepared in
advance to initiate a product withdrawal. Recalls
carried out spontaneously will be costly and unre-
liable compared tc planned recall programs.

The firm must therefore assign recall planning re-
sponsibilities to a team of executives. As a part
of this plan, a program for tracing products cur-
rently in the marketplace must be developed. And
a communications strategy for contacting consumers
must also be devised. ’

REFERENCES

Advertising Age (1986), "Combating Drug Terror-
ism," (February 27), 54.

Automotive News (1986), "Ford Recall Covers 42,000
Aerostars," (January 20}, 1, 12.

Krulwich, Andrew 5. (1984), "Recalls: Legal and
Corporate Responses to FDA, CPSC, NHTSA, and
Product Liability Considerations,” The Business
Lawyer, 39 (February), 757-780,

Levenson, Mark (197%), "Recalls: Tracing Them
Back to the Turn of the Century,” Dun's Review,
(January), 117, 119.

Reaves, Lynne (1983), "Riskv Business: Recall
Itself Unsafe, Prof Says," Amevicap Bar
Association Jourpal, 69 (July), B&7-88&,

Tobin, Richard J. (1982), "Recalls and the Remedi-
ation of Hazardous or Defective Consumer Prod-
ucts:! The Experiences of the Consumer Product
Safety Commission and the National Highway Traf-
fic Safety Administration," Journal ¢f Consumer
affairs, 16 (Winter), 278-306.

v.8. News & World Report (19861, "Tampering with
Buyers' Confidence,” (March 3), 46-47.

v

“iscusi, W. Kip (1985), "Consumer Behavior and the
Safety Effect of Product Safecy Regulations,”
Journal of law & Economics, 2?8 {October), 527-
553,




ABSTRACT

WHAT 1§ THE FACE OF ADVERTISING IN CHINA?

Helena Czepiec, California State University, Hayward
Gail Summerfield, California State University, Hayward

The advertising scene in China has expeilenced a
revelution of its own over the last ten years.

There has been a proliferation of outdoor signs,
print ads and even television commercials in the
People's Republic of China (Holton, 1985; Stevenson,
1985; Bonner, 1986; and Seligman, 1986). However,
very little research has been conducted on the na-
ture of Chinese advertising.

OBJECTIVES OF RESEARCH

This exploratory study analyzes a sample of Chinese
advertising to confirm whether the following tru-
isms which have developed about Chinese advertising
are valid:

1. Chinese advertising boeth domestically and inter-
nationally is uncreative and amateurish (Reaves,

1985, p. 76). Most ads consist of poorly painted
pictures of heavy machinery. Most lack pictures
of people.

2. Advertising should emphasize product specifica-
tions and performance, not subjective factors. Re-
ferences to sex and humor should be avoided (Selig-
man, 1986; Reaves, 1985, p. 74).

3. Advertising should use graphs and drawings
which show the product off to its best advantage
(Seligman, 1986).

4. Emphasis in the advertising should be placed cn
the benefits the product will confer on the con-
sumer (Seligman, 1986).

METHODOLOGY

A sample of 921 ads were examined from the Chinese
editions of the PEOPLE'S DAILY from 1980, the first
vear ads started to appear, to 1986. Of the 921
ads, 60.2 percent were classified as announcements
and did neot undergo any further analysis. The
PEOPLE'S DAILY, with a circulation of five million
and an estimated readership of 50 million is China’s
largest circulation daily newspaper.

For the vears, 1980, 1981, 1983, and 1985, all the
ads which appeared during the first week of Janu-
ary, April, July and September were analyzed.

1980 was substituted for 1979 since 1980 was the
first vear a significant number of ads appeared in
the newspaper. September was substituted for
October to determine the impact of a holiday sea-
son on advertising., Examination of ads found no
significant difference in the number of ads in
September versus the other months. For the remain-
ing years, ads appearing in the first week of
September, 1982; Januvary, 1984; and April, 1986
were examined,

The ads were content analyzed by a three member
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panel of Chinese speaklng members, two of whom were
native speakers.

FINDINGS

The ads were evenly distributed among the four
months included in the sample and among the seven
days of the week.

The majority {83.4%) of ads were placed by Chinese
producers. Among domestic producers, those locat-
ed in Beijing dominated with 16.6% of the total ads,
followed by concerns in Jiangsu (9.5%Z) and Zhejiang
(6.8%). Among foreign advertisers, Japan dominat-
ed with 7.0% of the ads, followed by Iltaly (2.7%)
and the United States (2.1%).

The ads were relegated to the last two pages or
pages seven and eight of every issue and started
from the bottom of the page up. The larger, pro-
duct oriented ads were generally found on page
eight. The announcements were conceatrated oun
page sevenmn.

As commonly believed most of the ads were indeed
quite basic with respect to copy and laycut and
focused on heavy machinery. Of the 367 non-an-
nouncement type ads, 71,67 advertised industrial
type products. Another 24_.5% were for products
like light trucks that had both consumer and in-
dustrial applications. Only 3.9% of ads were for
products that could be c¢lassified as strictly con-
sumer goods. The most heavily advertised categor-
ies were: special industrial machinery, 19; non-
electrical machines, 19; motors and generators,
15; and office machines, 12.

Most of the ads were small and crowded, supporting
the commonly accepted notions that ads (1) are not
very creative and {2) should emphasize product
specifications.

Fifty-five pefcent of the ads analyzed contained a
line drawing of the product; 18,87 a photograph;
1.0% both a drawiag and a photograph; and 24.4%
neither a photograph nor a drawing. Most of the
ads (65.1%) simply showed the product alene.

Despite their small size, many (75.0%) of the ads
contained more than one photo or line drawing.
This contributed further to the clutter within the
ads.

Only 6.8% of the ads showed the product in use.
An even smaller propertion (3.2%) showed people.

In sum, the advertising in Chinese newspapers ad-
heres to a very rigid, basic style.
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ABSTRACT

MAKING USE OF "DUAL" MESSAGES
IN THIRD WORLD MARKETING

Jeffrey A, Fadiman, Ph.D.
San Jose State University

Third~world business practices often pose unique
dilemmas for U.S. marketers. This paper explores the
need for those who dea) with certain "third-world™ {Arab,
Asian, African) nations to explore a potentially "hidden"
dimension of their relationships with foreign
counterparts, one that may prove especially important
during the initial stage of market entry. The problem
may be most acute among non-Western peoples still in
transition from communal tc capitalist values, for In
these areas, aspects of their commerce may be based
on earlier traditions of which we may be unaware.

In consequence, businessmen within these cultures may
follow a "dual" logic that differs from our own, yet
must be grasped to penetrate their markets. in
ecommercial dealings, consequently, it may sometimes
seem as if they operate on two dimensions. One reflects
their individuality; the other, their communal heritage.
We cope easily with individual behavior. Communal
concepts, however, may have nc U.S. analogues, thus
could form & second level of the loeal marketing
message to which we might not properly respond.

Consider, for example, the moment of initial contact
among Japanese businessmen. Even greetings have dual
messages that relate to business. We know, for instance,
that Japanese make contact with a bow. At one level
—obvious to foreigners—it simply sighals recognition of
another individual. At a second—Iess obvious—it signals
social, eommercial, and (nowadays) corporate status.
When groups assemble within corporate settings, "bowers
use peripheral vision" (Miller 1962), observing the depth
and number others give to determine relative status.
As each perceives his "proper" standing, he modifies his
speech—superiors adopting certain nuances, subordinates
others—thus reflecting their awareness that both aspects
of the greeting have been understood.

Missing the second aspect, however, may indirectly
damage U.S. marketers, and thus affeect their hope of
U.S. market entry. We often hesitate to bow. Unaware
that it has dual meanings for our colleagues, we
mistakenly equate it with personal subservience, rather
than communal (and corporate) status. On being taught
both meanings, however, we may prove willing to adjust,
even symbeolically, by bowing on appropriate occasions.

Even symbolism, of course, may please our foreign
counterparts. No Japanese expects U.S. executives to
be so cognizant of local status as to bow appropriately.
Notwithstanding, they may approve of U.S. colleagues
whose symbolic but sincere participation implies
awareness and respeet for local ways. Such approval
may be a critical first step to market entry. To earn
it, however, we must first become aware that even
business greetings may hold dual messages.

Consider an alternate business/sociel situation, the
invitation to a foreign colleague's home. In Eastern
Afriea, such invitations may also have dual meaning.
At one level, your local host may simply wish to make
you welcome, introducing you to influential (male)
members of his social network. Often, the foreign guest
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is seated at the center of the room, thus both
immobilized and honored, since everyone must come to
him. Gradually, the local notables arrive, to sit in
gradually expanding circles around the foreigner and
grow acquainted with him in their turns.

The second aspeet of the invitation, however, may only
grow apparent as the visit ends. Each guest (including
foreigners) incurs unspoken obligations, some of which
may have no U.S. analogue. Having accepted hospitality,
for instance, they ere expected to provide it—not only
to their host, however (as in Ameriea), but to all other
members of his social cirecle who may drop by. Of
course, if unaware of these unspoken expectations, we
may embarrass our commercial colleague, offend the
men he hoped would become useful contaets, and
jeopardize a means of local market entry. Conversely,
if we are told that local invitations have dual meanings,
we may prove able to adjust in ways that satisfy both
foreign collesgues and our corporations.

But who interprets "duel messages" for U.S. marketers
in third-world markets? Perhaps the most effective
answer is reliance on ourselves, for many people know
the answers—if we ask the guestions. Three steps should
therefore be considered before seeking third-world
market entry. The first is simply to decide that hidden
levels can exist in third-world marketing situations, and
therefore must be actively investigated to be
understood. The second—before leaving the U.S.—should
be consultation with those ares experts—academie and
commereial, U.S. and foreign born, with knowledge of
the peoples with whom you intend to deal. The third
—on arrival abroad—is to seek feoreign mentors, who
will not only answer gueries but act as expert guides,
leading you with ever more finesse into the intricacies
of local commerce.



LEARNING FROM EXPERIENTIAL TEACHING TECHNIQUES IN MARKETING
COURSES AS PERCEIVED BY STUDENTS

William A.

Cohen, California State University,

Los Angeles

ABSTRACT

This paper examines experiental teaching techniques as by perceived students.

Stu-

dent evaluations of learning in four experientally enhanced marketing classes are

compared with five classes in the same subject,
It was found that experiential teaching increased student perception of learning

er.
in several important dimensions.

There are four basic teaching tecniques
(Hof fman, 1980):

l. Lecture

2. Discussion

3. Experiential

4., A combination of the first three

The lecture method is probably the old-

est Iin use. The prefessor speaks, the
student listens and takes notes. Pri-
mary learning comes from what the stu-

dent hears and/or sees and studying his
or her notes outside of the classroom.
With the discussion method, the profes-
sor attempts to elicit specific res-
ponses from the student., It ig the stu-

dents' own in-class responses and group
discussion which may follow through
which most of the learning occurs. Note

that in the discussion method there is a
much higher level of student involve-

ment. Finmally, we have experiential
techniques., O0f the three methods, this
method requires the highest level of

student involvement. The student learns
primarily from this own experiences
rather than something he hears from the
professor, that the professor has en-
couraged him to say, or from a discus-
slon in the classroom. Examples cof ex-
periential teaching 1in the marketing
classroom ificlude role playing, simula-
tion games, and projects.

Most marketing professors, in fact most
university professors, probably use some
variation of lecture and discussion,
with a reduced amount of time, if any,
devoted to experiential techniques. Yet
there {5 considerable evidence that lec-
ture and discussion may be less effec-
tive than experiential techniques, es-~
pecially for marketing students. Sever-
al marketing educators have described

success with experiential techniques
(Cohen, 1986; Deegan, 19B4; Goretsky,
1984; Madden, 1983; Sensback and Adler,
1986)., Learning by marketing students

may occur more effectively with experi-
entlal techniques due to the fact that
learning occurs more effectively where
there has been an attempt to simulate
the conditions and skill needs that are
encountered 1in the ultimate learning
gituation (Madden). This conclusion is
supported by research which categorizes
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taught by the same instructor earli-

different styles of learning preferred
by students in different disciplines.

Four different styles of learning have
been 1dentified through the use of a
self-administered, self-scored instru-

ment Chat allows learners to be classi-
fied by their predominant or preferred
learning styles {(Korb and Fry, 1975):

accomodator
COnNVveTrger
diverger
assimulator

Research demonstrated significant dif-
ferences In these styles {(Polnick 1971).

Au accomodator's greatest strength is in

doing things, carrying out plans and
experiments. An accomodator has an
amazing ability to adapt readily to

immediate circumstances are
encountered. Marketing students tend to
be accomodators. A converger tends to
be unemotional. 4 couverger prefers to
deal with things rather than people and
tends to have a narrow technical focus.
Engineering students would fall 1into
this group. A diverger excels in situ-
ations that c¢all for generation of ideas
and a background of bread cultural 1in-
terests. There are many history stu-
dents in this category. Finally, we
have the assimulator. This style of
learner has considerabdle abllity in gen-
erating theoretical models. The assimu-
lator is less concerned with the practi=-
cal, and more concerned with the ab-
stract. As you might expect, this cate-
gory includes economists.

whatever

Students have been found to choose
fields of interest that are consistent
with their learning styles (Fry and
Kelb). 1f there is a mismatch between
the fleld's learning norms and the in-
dividual's learning style, the student
will frequently leave the field rather
than change styles (Polnick).

Where did the styles come from? Most

individuals develop learning styles that
emphasize certain abilities over others.
In a classification system of abilities
which includes concrete experience,

re—
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flective observation, abstract conceptu-
alization and active experimentation,
marketing students tend to prefer teach-
ing techniques assoclated with c¢oncrete
experience and active experimentation
(Polnick), in other words experiential.

Like many marketing professors, the
author has uwtilized all four teaching
techniques Iin the classroom.

In an undergraduate marketing capstone
course, experiential teaching technigues
were {increased by more then 4002 as a
percentage of total class time over the
time allocated previously. A compariscn
was made between four experientially en-
hanced courses and five courses of the
same subiect taught earlier. The in-
crease 1n experiential teaching con-
sisted of the addition of marketing sim-
ulation games, formal presentations, and
role playing by students. To examine
the learning from experiential teaching
techniques as percetved by students, the
answers to four questions were analyzed
from post course student questiomnaires
before and after the introduction of
increased experiential teaching. The
analysis included the mean score
achieved on a five-part scale as well as
percentile rank compared with other mar-
keting courses. (See Table 1)

The four questions examined were:

l. Course was intellectually chal-
lenging and stimulating.

2. Learned something considered to
be valuable.

3. Increased interest in subject as
a consequence of course.

4. Learned and understood subject
materials.

For all four questions, mean scotes and
percentile ranking increased after ex-
periential teaching techniques were imn-
creased. A statistical analysis was
performed couwparing total points awarded
before and after the experilential tech-
nique increase. The increased scores in
questions 1, 2 and 3 were found to be
statistically significant at a level of
.05, question 4 was not.

Therefore, as perceived the students,
increased experiential teaching was more
intellectually challenging and stimu-
lating, resulted more in learning some-
thing considered to valuable, and re-
sulted in increased interest in the sub-
ject as a consequence of the course. If
as perceived by the students, they only
tended to understand the subject mater-
tals better, they also understcod them
no worse.

0f course, perception of learning by the
students is not the whole answver. A
crucial question is whether the material
was actually learned and wunderstood
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better Wwhen experiential methods were
used. Because different methods of
evaluating the students were used prior
to introduction versus after the intro-
duction of increased experiential learn-
ing, an accurate analysis of real learn-
ing comparison could not be accomplished
in this study. This must await future
research. But it does seem c¢lear that
increased experiential learning is pre-
ferred by marketing students. This 1is
probably due to the fact that this style
more ¢losely matches accomodators--the
learning style most preferred by market-
ing students and more closely simulating
the conditions and skil!l needs that are
encountered Iin the ultimate petrformance

sttuation.
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Table 1

Prior to Introductlon of Increased Experlential Teaching

Course No. of % Completing Question 1 Question 2 Question 3

No. Students GQuestionnaire Mean/Percentile Mean/Percentile Mean/Percentile Mea.r?; gzx:gtzle
26 82% 3.79/46 L,07/56 3.95/67 4,37/92
30 7% 3.86/50 4,00/49 3.79/5% 4,13/75
3 17 51% 3.93/50 3.75/26 3.81/44 4.17/76
4 31 78% 4.15/60 4.38/62 4,12/64 4.15/73
5 Tg% 95% 4,20/56 4,42/61 4,15/61 4,20/72
After Introduction of Incr;ea.sed Experiential Teachlng
1 35 B2% 4,58/87 4,76/89 4,56/90 b 47794
2 24 g0% 4.53/83 4.69/85 4, 40/82 4.50/93
3 a7 73% 4.61/89 b4,76/92 4.47/86 4.47/92
4 1_?_% 7% 4.53/83 - 4,73/88 4.50/87 5.42/91
Chi-square 4.8 4.6 4,0 1.0
Questions:
1. Course was intellectually challenging and stimulating.

= W

B TR T

Learned something considered to be valuable.
Increased interest in subject as a consequence of course,

Learned and understood subject materlals.
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EMERGING PATTERNS OF COUNTERTRADE AS A COMPETITIVE REQUIREMENT IN WORLD TRADE

Larry LeDoux, Chapman College, Orange, CA

ABSTRACT

It is projected that countertrade will involve 50Z
of all international trade by the year 2000. Pre-
sently, over half the trading nations participate
in countertrade which accounts for approximately
35% of current international trade. Its causes,
alterpatives, advantages and disadvantages, and
pedagogical implications are discussed and recom-
mendations for defusing its growth are presented
and evaluated.

INTRODUCTION

In 1972, only 15 nations were involved in counter-
trade (CT}. Eight years later the number jumped

to 28, with Europe represgnting the majority, fol-
lowed by South America and a few Pacific Rim na-
tions. By 1986, more than 90 countries requested
some form of countertrade arrangement before agree-
ing to buy U.S5. exports (see Table }). Major ad-
ditions were from lLatin America, the Continent of
Africa, the Middle East, and Pacific Rim Countries.

TABLE 1
COUNTERTRADE

Countertrade: A contractual agreement that com-
mits the seller to take payments in goods and
services,

Computers and growing monetary instability have
boeosted barter (countertrade) to about 307 of
the world's $2.2 trillion annual business!

88 Countries

P
715 Countries | |28 Countries

1872 1980

Number of countries requiring barter as part of
trade arrangment.

1984

These figures from James Walsh, Senior Interna-
tional Economist at the U.S. Department of Com-
merce, International Trade Administration, Wa-~
shington,D.C.

Over half of the trading nations of the world rely
on CT as & way of maintaining or initiating the
flow of goods across their borders. Every year
the U.S. Government "offsets' amount to billions
of dollars in the sale of weapons systems to other
developed countries. CT and offset arrangements
for the obligatory exchange of goods and services
are truly reshaping the pattern of international
trade.

Many countries, especially Latin America, are deep-
1y invelved in CT out of necessity, not choice. As

S A R A
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debt repayment problems have grown and persisted,
the importation of foreign goods has declined dra-
stically. Countries simply lack the cash to pur-
chase goods from abread. Few, if any, U.S. expor-
ters enjoy selling products or services, no matter
how unique or mecessary, to these hard-pressed
countries when the latter are not willing to re-
lease their limited foreign reserve funds without
requesting some offsetting obligation from the U.S.
supplier.

Countertrade is not seen as a specific term, but
as a generic one, and it includes any internaticn-
al sale in which any seller, in addition to safe
delivery, must agree fo engage in ap additiomnal
activity which economically enhances the status of
the buyinrg country:

Countertrade Includes:

1) Barter - a one—time exchange; no cash payment,

2) Counterpurchase - exporter agrees to purchase
or market a percentage of export value in the
form of imported goods.

3) Compensation - purchase of a preduct produced
from exported technolegy, facility, etc.

4) Offset - military or government-to~-government;
includes licensing, co-productien, subcon-
tracting and counter—purchase.

Countertrade Excludes:

1) Bi~lateral Treatv Trading - no funds; bal-
anced accounting of imported goods between
nations.

2) Commodity Interchange - ores, metals, petro-
leum products, etc.

Excluded also from the aforementioned definitions
are those goods exchanged under government-to-gov-
ernment bilateral trade treaties and items common-
ly exchanged between oil and other commodity com-
panies for their own convenience, or to reduce un-
negessary transportation, etc.

CAUSES OF COUNTERTRADE

The growing disparity between national resources
and the productive ability of various areas of the
world are the cause of CT. Many countries are
virtually broke. The uniimited credit previously
provided to the Third World Countries and Eastern
Europe in the 1970's is no longer available. As a
result, many nations seek CT as the only way to
maintain international trade in the 1980's and be-
yond. Table 2 depicts the phencmenal growth of
countertrade. Immense international debts, in-
creasing trade imbalances and depleted rTeserve
funds occur when the free exchange of goods and
services is severely hampered by the lack of na-
tural resources, outdated and non-competitive pro-
duction facilities, little or no marketing skills
and inadequate economic structures. Endemic poli-
tical and social instabilities exacerbate the di-
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TABLE 2
THE PHENOMENAL GROWTH OF COUNTERTRADE

50%
337
20%
| 2%
1976 1981 1984 2000

Countertrade, now covering mnearly one-third of
international trade in goods and services, is
projected to involve one~half (50%) of all trade
by the year 2000.

lemma. Until the deeply imbedded causes of econo-
mic inequality between nations has been eliminated
CT will persist. The obligatory exchange of goods
is the only recourse many countries have with which
to cope in a world of haves and have-mots. CT may
also offer the only way for a country to obtain
the technology it so desperately needs to upgrade
its manufacturing capability. Relaricnships are
formed wherein a western nation provides the tech-
nology and the manufacturing equipment, or the fac-
tory, and then agrees to buy back the resultant
product under a linked agreement.

It is estimated that the indebtedness of developing
countries currently totals an equivalent of $850
billion and, at its present rate of growth, will
break the trillion-dollar barrier within the next
four years. Developing nations find it difficult
to make interest payments and have been forced to
reschedule debt, seeking additional credit from
commercial banks of the industrial world which are
more and more reluctant to extend extra credit
lines to debtor countries. As a result, many deb-
tor nations have turned to the International Mone-
tary Fund for assistance. In order to be eligible
for IMF aid, a debter country must agree to strict
guidelines which are intended to improve the in-
ternational balance of payments and reduce trade
deficits. These restrictions have a tendency to
lead, instead, to a sharp reduction of exports and
shortages of hard currency, thus creating high in-
flation and high unemployment.

Domestic pressures on these debtor governments
make them less and less willing to sacrifice their
own currency to pay interest on debts incurred by
previous leaders. Countercrade offers an escape
from this precarious scenario.

NEW ALTERNATIVES

To halt the continuing deterioration of the balance
of U.5. trade, exporters must accept the CT obli-

gations in international sales. We, as a nation,

must develop a satisfactory response to the ques-

tion: "What will you accept in exchange besides
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cash?" Competitors in other countries have made
this commitment to enhance their own balance of
trade. Further, duplicating the effective CT sup-
port systems that already exist in other industri-
alized lands is needed along with mutual coopera-
tion among all U.S. exporters, plus judicious and
restrained assistance from Washingten.

Many countries, including France, Austria, Italy,
Germany and Sweden, have established national CT
support systems offering an array of assistance teo
their exporters., Only a few large U.S5. multina=-
tionals, such as Sears, GM and GE, have been able
to develop support systems through subsidiaries or
a CT department. The U.$. is losing export sales
and suffering reduced market opportunitites and
reduced profits to foreign competitors who receive
government assistance and support. Little of this
help is available from the U.S. government.

Indeed, CT is in direct conflict with the U.S. po-
licy of supporting multilateral trade through ac-
tive membership in the General Agreement in Ta-
riffs and Trade (GATT) and the Organization for
Economic Cooperation and Development (OECD). GATT
has 91 contracting countries and its codes apply
to behavior of governments, not individual busi-
ness entities or military trade. Opinions differ
in the relationship of the various provisicns of
GATT to countertrade. The general view, however,
is that CT, per se, does not constitute a viola-
tion, but that, depending upon the circumstances
of a particular case, CT imposed by government
law or regulation can be inconsistent with GATT
and tend to defeat the primary goal which is to
maintain an open, multilateral world trading sys-
tem. OBECD member—country governments are not en-
couraged to engage in CT, either officially or
unofficially. OECD recognizes the economic prob-
lems of widespread CT, but member countries have
not been able to agree on how to effectively deal
with this growing practice. The issue of CT will
be addressed this fall when GATT will embark on a
new round of multilateral trade negotiations aimed
at improving and expanding its rules in an effort
to strengthen and further liberalize the interna-
tional trading system. Thus, each company depends
on its own resources for handling compensatory ob-
ligations.

The debt problems of developing nations could be
alleviated through countertrade loans wich differ
from conventional loans in that they are not re-
paid in hard currency, but in the form of goods
or 2 traded commodity. The interest on the loan
would be paid in hard currency. An added protec-
tive clause could regquire that the nation or com=
pany cannot pledge more than 60%7 or 707 of its
projected exports to countertrade loams, allowing
for a corresponding cushion. The loan repayment
would establish that the principal be repaid {(in-
dexed to the variation in price) with the coun~
try's product or commodity. The index clause as
a hedge against inflation and future price fluc-
tuations will not affect the ability to pay off
the lecan as the principal is reduced by selling
the commodity on any futures market. Both bank
and investor are protected and the interest rate
can be substantially lower.

A number of options are available, but depend on
industry's willingness to unite to solve a mutual
problem. An organization like France's SODICOMEX,



a newly-established French countertrade exchange,
could offer American companies the same support
and counseling it provides for over 200 French ex-
porters competing abroad.

Another option is a countertrade cooperative con-
sisting of major U.5. companies helping one ano-
ther discharge their obligatory compensations
through individual efforts, or, more effectively,
through membership in a CT association/clearing
house.

Most U.S. corporations share with the U.S. govern-
ment a strong concern for this growing restraint
on free, multilateral trade and the effect it is
having on our trade deficit. Beth industry and
government need to carefully identify the real is-
sues at stake in CT. Over-reaction and unilateral
legislation by Washington alone may prove to be a
constraint rather than a benefit to U.5. exporters
who compete with sellers in other countries not so
constrained by their own governments. Long-range
consequences must be measured against short-range
benefits along with the impact of transferred tech-
nologies. There is, therefore, & strong need for
industry and government to develop & workable po-
licy to assure the competitiveness of U.S. firms
in a world of growing countertrade,

PLUSES AND MINUSES

Some of the major benefits reported by U.S. expor-
ters are: increased exXport sales; locating new
and lower-cost materials/parts; and developing new,
long-term supply sources for c¢ritical materials.
Other advantages include the freeing of blocked
funds and maintaining emplovment levels. On the
negative side, at least cne billion dollars in
foreign sales has been lest through CT by U.S. com—
panies over the last five years. However, Iin most
cases, the lost revenues were attributed either te
their unwillingness to accept the principle of CT
or to their inability to find acceptable counter-
trade goods. Many CT proposals are just non-com-
petitive, going to foreign competitors, nat to
other U.S, firms. The major reasons include the
strong support cffered by other geovernments, re-
gardless of GATT and OECD and their CT associa-
tions. A greater agility of foreign sellers to ab-
sorb or dispose of the required CT goods was another
reason reported. -

U.S. firms that accept CT g¢bligations have found
that it will allow them tc retain their present
market shares or, in some cases, even enjoy addi-
tional business in new markets. The most heavily
requested demands for countertrade are a country's
exports with joint-venture/co-production agree-
ments, transfer of technology, buyback ¢f products
produced from machinery purchased from the U.S.
supplier, goods-for-goods barter, and equity in-
vestment in buyer's country. These growing re-
quests come from over 65 countries, with mest
originating in 15 Latin American nations or ir the
Pacific Rim/Asian Countries.

MEASﬁRES TCO DEFUSE COUNTERTRADE GROWTH

A few domestic recommendations are: the establish-
ment of a national Clearing House/Countertrade Re-
source Center/Association; the development of a
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centralized data bank, and the furpishing of gov-
ernment assistance to U.S5. firms to fully equip
them to compete in CT proposals. On the interna-
tional side wouid be the creation of a restraining
internaticnal code of conduct followed by standar-
dized countertrade terms, acceptable contracts and
procedures, agreement on the intermational limit
for the percentage buyback allowed, and the esta-
blishment of arbitration procedures.

SUMMARY AND PEDAGOGICAL IMPLICATIONS

Countertrade is now an accepted way of conducting
business with over half the trading nations of the
world and stems from the inability of countries to
offer hard currency to sellers in exchange for
their goods and services. The reascns for this
paucity of hard cash are many anrd often beyond the
control of the many nations involved, especilally
the Less-Developed Countries (LDC's). Therefore,
it becomes necessary to seek out trading partners
who are willing to meet cbligations with other
than hard money.

In using CT effectively for national purposes, a
government may wish tc employ -the services of a
state-trading agency or establish same. This
strategy is increasingly being used by major U.S.
firms in crder to complete successfully in a coun-
tertrade environment. Any attempt to control or
restrain the growth of CT must be achieved through
multilateral agreements (GATT), not unilateral le-
gislation., To do otherwise will sharply limit the
competitiveness of U.S. exports.

Countertrade will continue to spread, particularly
into more LDC's, adding to the need to develop new
marketing strategies. Any anti-countertrade or
protectionist legislation affecting the ability of
U.S. companies tc compete overseas must be drafted
with great care and in clese cooperation with in-
dustry.

Finally, U.S. firms need a forum where they can
freely examine mutual CT problems...a forum that
increases access and availability to ever-changing
information on the economic, political and regula-
tory restrictions on countertrade...one which will
help create a support system equal to that in for-
eign competitor countries, Otherwise, countertrade
will continue teo affect our balance of trade un-
favorably.

if students are to understand the emerging patterns
of how our international trade will be conducted
and the impact it will have upon marketing managers
in planning strategies, then the concept of coun-
tertrade and the growing popularity of barter with-
in our country must be addressed in our marketing
courses.
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UsING CORPORATE ROLE MODELS TO TEACH MARKET SEGMENTATION:
A SLIDE SHOW IN THE MARKETING CLASSROOM

Mary Cullinan, California State University, Hayward

ABSTRACT

Companies are increasingly using psychographic indicators to help pinpeint specific target markets. The
slide show and exercises outlined in this article use VALS categories to help students understand market
segmentation and to evaluate the images companies develop through the use of role models.

INTRODUCTION

In 1957, Eleancr Roosevelt scld Gold Luck marga-
rine on national television. In the 196G's, Joe
Namath rocked the world by shaving off his Fu
Manchu moustache in a commercial for Schick's
electric razor. More recently, the appearance of
Dallas star Larry Hagman in 2 bedsheet commercial
brought about a torrent of enthusiastic calls that
broke down the customer service telephone at Can-
non Mills.

In a sometimes frantic effort, companies vie with
each other to find role models that will both
capture the fleeting attention ot the American
consumer and embody qualities of their corporate
images. Every company hopes to find a spokesper-
sen who will transmit qualities as enduring as
those of the Marlboro cowboy or the Joliy Green
Giant. At the same time, companies gamble that
their spokespersons wiil attract specific target-
ed consumers.

As advertising becomes ever more sophisticated,
companies are increasingly using psychographic as
well as dewographic indicators to nelp pinpoint
specific target markets. For example, after
studying the Values and Litestyles (VALS) typology
developed by SRI International, Dr. Pepper deter—
mined that its product should be aimed at inner-
directed consumers.

To heighten students' awareness of such sophisti-
cated marketing strategies and to i1llustrate the
application of psychographic segmentation, a

slide show can be used in conjunction witn in-
class exercises. This approacn enables students
to study corporate images that they have previous-
1y taken tor granted and to evaluate the effec-
tiveness of those images.

The siide show and exercises aise help students
perceive how companies use psychegraphic segmen-
tation te target particular consumers. Since the
VALS categories provide a simple, up—-to-date, and
comprehensive typology, they are a useful model
for these exercises,

The following exercises may be used together or
separately; if usea togetner, they will take up
at least 90 minutes of class time. Instructors
may use these exercises while discussing market
segmentation or, later, in classes on promotional
strategies.

BENEXITS TO STUDENTS

The two exercises cutliped here are both education-
al and exciting for students.

1. Students lLearn tne basics ot psychographic seg-
mentation.

2, They learn the VALS system in depth and assess
its utility and drawbacks.

3, They sense the subtle tonal qualities that mar-
keters want consumers to associate with com=
panies and products.

4. They assesSs the strengths and weaknesses of a
number of advertisements.

5., They perceive which market segments are most
heavily targeted by marketers.

6. They learn how marketers use aspiraticnal and
associative elements to target precise groups;
they may also perceive flaws in some companies’
choices of role models.

7. They analyze themselves as consumers and dis-
cuss what marketing approaches might work for
them.

CLASS PREPARATION

To prepare for this class, imstructors should col-
lect at least fifteen advertisements that uSe real
or fictional characters to represent products.
Choosing these advertisements from a range of pub-
lications--Newsweek, Seventeen, Sports Illustrated,
People--ensures that a variety of consumer types
will be targeted.

At the same time, instructors should collect at
least twelve pictures of well-known people who are
not representing a product {at least in that
photograph}. Both sets of pictures should be made
inte slides.

When preparing a lecture for this class, instruc-
tors should complie examples of pecple who have
become closely and successfully identified with
their products—-like Lee Iacocca with Chrysler and
Dennis Weaver with Great Western Savings. Also,
since students alwavs enjoy hearing about market-
ing mistakes, instructors might want te discuss
errors such as Marlboro's early advertisements
using women models to target female consumers.

Instructors should also describe the connections



between VALS categories and specific advertisiag
campaigns. For instance, the U.§. Army's 'Be all
You Can Be" slogan can be cited as an exampie ot a
strategy aimed at a particular group (the VaLs'
l-am—-me category).

Handing out sheets witn the VALS typology helps
students to remember the categories and shortens
the necessary lecture time on tne subject.

PEDAGUGICAL APPROACH: EXERCISE 1

This exercise teaches students the attributes of
the nine VALS categories and introduces them to
many of the decisions marketers face as they match
psychographic profiles with aspirational corpor=
ate symools.

1. The instructor lectures on psychographic seg-
mentation and discusses tne nine VALS cate-
gories.

2. The instructor provides students with a handout
(see Figure 1) listing the VALS categories and
the fifteen companies/products illustrated in
the first part of the slide show. :

Figure 1. VALS CATEGORIES/CORPORATE IMAGES
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4. The instructor breaks the class into groups of
three or four students each and then shows
slides of the fifteen advertisements. Between
each slide, the instructor pauses while the
groups decide which VALS categories are belng
targeted.

4. The instrycror and the class discuss which
categories were chosen for each advertisement.
(The instructer may find it helpful to show
the slides again during discussion of each ad.)
While isolating qualities in the ads that led
them to their decisions, group memoers identify
elements such as color, copy, and visual ar-
rangements as Wwell as the personal qualities
of each spokesperson.
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5. The instructor then invelves stucents in a dis-

cussion regarding the efrectiveness of the
spokespersons cnosen by each company. Questions
such as 'Is Jaclyn Smith an appropriate image
for K-Mart?" and "Can you think of a better
image for Metropelitan Life than Snoopy? lead
to lively discussions that touch on a number of
issues vital to marketers.

By the end of the discussion, students should be
able to rate the respective advertisements with
regard to their effectiveness 1n (1) atcracting
precise target markets and (2) reflecting appro-
priate corporate values or culture.

PEDAGOGLCAL APPROACH: EXERCISE 2

The second exercise demands even more creative
thipking from the students. Now, working individ-
ually ratner char in groups, they must tit a famous
figure to a product. Yo do this, they must con-
sider both consumers and corporate lmages.

1. Pass out a list of well-known people and a list

2.

of products. There should be roughly two more
names than there are products {(see Figure 1).

Figure 2. PEOMLE AND PROMCTE! N1N AND NATON

3¢ Brivesior Bisllewe ___ A. Epass hess sssputes

X Phil demabwe .. B, Sasssen haii predwets

3. bob Dylen ___ C. Tise-Lifs Biacesy sariss

4, Hikita Enreshenay ___ By sid-prise Toysia modis

5. Beryl Mwesp ___ E. Prodter ond Goable foninias

Appiena pradusis
&, Lishani 3. Foeu

P, Brauny hitshes Lewsle
P. Sumg

== &, Chamal ¥&. 3 parfuse
8. Secald Brashuen. ___
2. Fesd Lha Nunyry pregres
#. Grewe Jesss ___
1, supaanive Sddis Bauver epartia

10, Eiasnbewet wntfit foar wen

1. . Beh J. Lim Clelberse wesk suit
13, Megs Jmare

Birewtions] 1n the spatd BFHE Lo Lhe none 8f sash fessus digure.
writea Lhb letiler &f The produst Lust parsse veuld best represamt.

e propared te safssd yeur desisises.

Vhish figersa d2d pou deside PIT Lo ohesnd? WayT Coan pod CHIBR of
& predusi (wr whish thess twe figwlas PRl b effsmtive

neprassntetiveal Suplais.

Show a slide depicting each of the famous people
listed on the sheet and ask the students tc
match the person with one appropriate product.
Students snould also answer the guestions at

the bottom of the sheet: these may nhelp stu~—
dents identify qualities that companies do not
want to be associated with.

The instructor may ceollect these sheets, review
the data, and initiate a discussion of the fol-
lowing class meeting based on the students' de-
cisions and comments. Or the instructor may
choose simply to get overall responses through
informal class discussion., Debates will often
ensue as students describe advertising cam-
paigns they had imagined witn their chosen
famous person as a focus.

e
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4. As the discussion progresses, the instructoer
should begin to isolate various emerging themes
througn specitic guestions. "Why did nobody
choose Dr. Huth for the Toyota ad?" "why isn't
Gerald Stockman a popular choice for marketing
kitcnen towels:" '"why did sc few of you choose
Ringo tor one of your products?”

The answers to these questions will help stu-
dents to ldentify qualities that marketers con-
sider when formulacting both aavertising cam-
paigns and corporate images.

Instructors may chooSe to have students develop
their ideas further in a homework assignment.
For example, students could be askea to design
an advertisement or commercial based on one of
the people/product combinations they chose.

[

Ur students could write a prief paper based on
tne exercise and the ensuing discussion.

Papers could focus on issues such as the re-
lationship between corporate imagery and target
markets or the role of aspirational or asso-
ciative groups in a marketer's decision-making.

A final homework assigmment could ask students
to determine their own places in the VALS
categories and evaluate advertisements that
most chiosely target that segment, This assign-
ment leads to questions concerning the validiry
of the VALS categories and helps students see
both the strengths and the limitations of
psychographic segmentation itself.

CONCLUSION

While generating enthusiasm and debate im the
classroom, these two exercises deepen students'
understanding of the complex strategies involved
with choosing corporate images that match a com-
pany's targeted consumer. In addition, they
bring to life the nature of a marketer's choices
and decision-making during the entire promoticnal
process.



STUDENT TESTING:
INSTGHTS FROM LEARNING AND TESTING THEORY

Stephen P. Butchens, Creighton Univeraity

ABSTRACT

Resesarch found a very low correlation between stu-
dent scores on multiple-choice and essay portions
of tests. The author reviews literature in learn-
ing and testing and describes the experiment used
to research this topic. Analysis of the findings
suggest that instructors should be aware of test-
ing methods and of their importance in assuring
that tests actually reasure what they are intended
to measure.

INTRODUCTION

Success in marketing education could be defined as
having students who understand both marketing
principles and real world marketing practice. If
marketing students are to be & "good product,”
they need to understand the basie principles and
concepts of the discipline, their gignificance and
relevance, their implications and applications.

Learning theory recognizes an ordered hierarchy of
levels of legrning. The higher levels involve
putting together the principles of a discipline to
form a structure or system, evaluate and sclve
problems. Lower levels involve relation, associa-
tion, and memorization. Competency in today's
highly competitive job market necegesitates that,
for the best jobs, our students need the higher
levelg of skill in mastering warketing.

This paper reviews education theory in the areas
of learning and evalustion and suggests that, per-
haps, we should be more aware of the relationship
between the chosen means of student evalustion
{(testing) and the type of learning that various
means of testing measure most effectively. It
looks at learning theory and develops suggestions
to possibly assist in giving our students better
tests of what they have learned. It concludes by
suggesting that we, as marketing educetors, must
acknowledge the importance of testing our students
to assure that they understand the basic concepts
of the marketing discipline.

CAUSE FOR CONCERW

The concern is periodically voiced that marketing
education should be made more relevant to the
world of business, The argument suggests that
marketing education too often stresses memoriza-~
tion of concepts and shortchanges understanding
principles and problem solving. This theme ap-
pears periodically in both popular press and
academi¢ journals. As expressed in Business Week
(1979, p. 190): "A growing concern inside univer-
sities and the business community {is) that B~
School instruction should be tailored mere to fit
the experiences of the real werld.” The 1976
president of the American Marketing Association,
John Keane {1976), expressed the concern zs fol-
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lows: "Optimum marketing education depends upop
understanding both principles a&nd real-world
practice"” {p. 1). Artbur Done finds that "Busi-
nessmen (employers) are looking for graduates
which evidence some development of managerial
skills rather that subject-matter mastery (Done
1974)." The conclusion of Berding and Hopkins
(1974) is that "Students must be able to apply
their knowledge and technigues to practical
sitvations” (p. 19).

The author's experience with business recruiters
seeking to fill merketing positions suggests that
underatanding the basics of the marketing disci-
pline and having the ability to communicate and
utilize them effectively in new situations are two
quite important abilities. Perhaps a statement by
David Hardin (1972), 1972 president of the Ameri-
can Marketing Associstion, summarized these con-
cerns well: "What the marketing field needs is a
ouch better way of putting business pragmatism and
academic professionslism together” (p. 1).

WHAT CONSTITUTES LEARNING?

Learning theory and the objective requirements for
learning have been extensively discussed by Bloom
(1965) and Gagnes (1970). Relevant for the con-
cerns of this paper are the learning domains these
authors discuss. They develop several levels of
mental learning abilities and describe correspond-
ing levels of performance that are evidenced at
each level. These are presented in Table I.

Gagnes appears to concentrate on describing lower
levels of learning. He begins his description of
learning domeins with the most basic reflex and
stimulus-response types of learning, progressing
to & level which involves linking a series of
stimilus~response activities in series. It is not
until he gets to his sixth level, concept learn-
ing, that he describes a level appropriate for
upper-level merketing education. This seems tec
correspond to the lowest level Bloom describes,
knowledge or recall,

Where Gagnes drew finer shades of differentiation
in lowetr levels of learning, Bloom appears to draw
finer shades in higher levele. Bloom's typology
is interpreted as adding three levels (comprehen-
sion, mpplication, and analysis) before the two
acales agein correspond., The highest twe levels
of each author are approximate equivalents.

I1f we look et the combined list as presented in
Table I, we see that the upper half are appropri-
ate objectives in our teaching. Jerome Reed
(1979} summarizes the work of Bloom and Gagnes for
purpeses of marketing education, finding that
their higher Jevels of attainment are appropriate
for university course objectives. Combining in-
sights from these two lists, Reed describes three
levels of learning that would be appropriste lev-
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els of atteioment for a university course. Hig
summary is presented in Table II.

TABLE 1

LEVELS OF LEARNING
(HIGHEST TO LOWEST)

BLOOM

EVALUATIOR
Judgements and
standards

SYNTHESIS
Putting together of
elements to form a
structure or & system

ANALYSIS
Breaking down into
elements

APPLICATION
Use in concrete
situations

COMPREHENSION
Relating and
association

KNOWLEDGE
Recall and properties

NOTE: While an attempt
has been made to corre-
late the work of these
two authors, the levels
of learning do not
necessarily correspond
in side-by-side compa-
rison as in this table

SOURCE: Bloom (1965)

GAGNES

PROBLE¥ SOLVING
Combining old princi-
ples into new ones

PRINCIPLE LEARNING
Chaining of two or
more concepts or
relationships

CONCEPT LEARNING
Memorizing names

MULTIPLE-DISCRIMINATION
Choosing among & ¢lass
of possibilities

VERBAL ASSOCIATION
Verbal chaining

CHAINING
Linking & series of
of stimulus-response
events

STIMULUS-RESPONSE
Voluntary response to
a signal

SIGNAL LEARNING
Involuntary reflex
response

SOURCE: Gagnes {1970)

The learning hierarchies of Bloom and Gagnes and
their adaptation to marketing education by Reed
can aid ug in defining our role in the marketing
education system and in reftecting on how well our
student evaluation toels measure the performance

level of our students.

We can use this insight te

aid ur in forming cbiectives for our testing and
in designing methods to attain these objectives.

TEST CONSTRUCTION

McKeachie (1978, p.

154} introduces the topic of

testing by stating that as students tecome more
experienced ard enter the larer years cof the edu-

TABLE IT

ACCEPTABLE LEVELS OF LEARNING IN A
UNIVERSITY MARKETINC COUNRSE
(HIGHEST TO LOWEST)

PROBLEM SOLVING

The ability to make an integrated whole of the
materia]l learned and then apply this to sclve new
and unique problems

INTEGRATING THE IDEAS

The ability to integrate the ideas, to chain them,
to synthesize them, to make principles, to see the
course content in a holistic manner

UNDERSTANDING OF THE SPECIFIC IDEAS

The ability to understand the specific ideas and
concepts and how these are used

SOURCE: Reed (1979)

cation process, they should be "wean(ed) ... frow
studying for tests to become lifelong learners.”
He suggests that this may necessitate examinations
that require '"broader integration and more de-
tailed analysis.™ This is consistent with the
higher levels of learning &s summarized by Reed.

We are all familiar with the problems of testing
and, while it is sometimes assumed that essay
testa are more appropriate for evaluating higher
levels of learning, we are aware of the testing
paradox: the inverse relationship between ease of
test preparation and difficulty of test grading.
Subjective tests can be made up quickly but re-
quire a long time to evaluvate; objective tests,
particularly quality ones, require lengthy prepa-
ration but can be evaluated quite quickly. At
times we mavy feel that clase size takes priority
over educational goals, directing the method of
testing to be used: large classes may receive
easy—-to-grade objective exams while smezll classes
may receive rore essay based tests.

McKeachie discusses appropriate testing technigues
for college teachers and suggests that, for
evaiuating higher levels of learning, the quality
of test question is more important than the type.
He discusses briefly each of the major types of
exams, pointing out some of the strengths and
weaknesses of each type.

AN EXPERIMENT WITB SUBJECTIVE
AND OBJECTIVE QUESTIONS ON A TEST

The Experiment

At the beginning of his career in marketing educa-
tion the author observed that some students ap-
peared to prefer subjective tests while cthers
preferred objective tests. His testing procedures
evolved to include both types of questicns cn
tests. The subjective questions made up approxi-
mately half of each test and were designed to
evaluate higher levels of ltearring. A!! required
understanding of concepts and principals. FMany
required integrating and applying ideas and prob-



lem solving. The other half of exams generally
consisted of objective questions from the
instructor's manuel accompanying the course text.
Questions selected called for understanding in as
far as possible, although a number relied heavily
on recall. They were perceived as being relative-
ly difficult and representative of material cov-
ered in class.

It was hypothegized that, despite student prefer-
ences as to test type, those who would do well on
subjective tests would also do well on objective
tests. In order to test this hypothesis, data
were collected from ten sections of upper division
marketing courses over a period of two years. 202
students in ten marketing classes were given tests
with both subjective questions (essay and short
answer) and objective questions (multiple-choice
and true-false). Grades were totaled separately
for each half of each exam. Class means were cal-
culated for both subjective and objective portions
of individual tests and were standardized to a
common mean in order to control for potential dif-
ferences in difficulty in the two portions of each
test. Correlation analygis was used as &n appro-
priate test of the strength of the relationship
between the scores on the two types of tests and
to test the hypothesis.

The Findings

Figure 1 presents a plot of the scores of these
202 students on both subjective and objective por-
tions of tests. Considerable dispersion or scat-
ter is evident in the plot. The correlation was
+310, indicating an unexpectedly weak relation-
ship. Individual sections of classes in the ex-
periment had correlations ranging from .064 to
.669 (see Figure I1).

FIGURE 1

PLOT OF SUBJECTIVE AND OBJECTIVE
SCORES ON INDIVIDUAL TESTS
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106 students performed better on the subjective
portions of tests, with scores averaging 8.28 per-
centage points above their corresponding objective
portien scores. 33 (16.3%) had essay scores ex-
ceeding their multiple choice scores by 10 points
or more. Of thease, 12 did so by 15 to 19.99
points and 7 by 20 points or more.

The 97 students who performed better on the objec~
tive portions of the exams averaged 9.053 percent-
age points above their corresponding subjective
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portion score. 39 (19.2X) had multiple choice
scores exceeding their essay scores by 10 points
or wore. Of these, 9 did so by 15 to 19.99 points
and 9 by 20 points or more.

Exams of 36 students who took two éxams wWere Com-~
pared to see if they consistently did better on
one type of exam. 11 did consistently better on
essay, 9 were consistently better on multiple
choice, and 16 were inconsistent. Of those who
performed consistently better on essay tests,
three did sc by an average of over 10 points, and
one by over 20 points. Of those who performed
consistently better on multiple choice tests,
three did so by 20 points or more (average 25.8);
the others averaged 5.0,

FIGURE 1I

RANGE OF COFRELATIONS IN EXPERIMENT
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Conclusions

Referring to Figure TII, a sumrary of Figure T,
students in a band from the lowver left quadrant to
the upper right quadrant performed as hypothe-
sized, approximately as well on one portion of a
test 88 on the other. Those outside of thisg band
toward the upper left quadrant performed signifi~
cantly better on essay portions of tests. It is
suggested that they probably understood the
material but had poor recall of details from the
text., Those cutside this band toward the lower
right did significantly better on multiple choice
portions of tests. It is suggested that they
probably recalled the details of the text but
didn't clearly or thoroughly understand the con-
cepts and principles involved or, perhaps, lacked
the ability to comounicate them. The ability to
communicate in written form may be a contributing
factor in these score differences and future
studies of this phenomenon should contrel for this
factor.

FIGURE III

SUMMARY OF SUBJECTIVE AND OBJECTIVE
SCORES ON INDIVIDUAL TESTS
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SUMMARY

If our task as marketing educators is to prepare
our students with the marketing skills they will
need for the job market, is it possible we could
do & better job through better testing? Several
sources and this study suggest that we might.

The sources cited in this paper indicate that per-
haps one place to start is to loock at learning
theory and, from it, gain an appreciation of the
different types of learning and how these various
levels relate to the requirements of marketing po-
sitions. With an understanding of the types of
gkills we need to help our students attain, we are
much better positioned te assist them in attaining
these skills.

We obviously want to avoid putting our product
(students) in the marketplace with a lower level
of learning than they are capable of. None of the
authors cited in this paper found concept learning
(memorizing names and properties) to be adequate
for the needs of the business world. Synthesis
and problem solving should be our objectives.

Based on the essay portions of the exams, this
study found a significant number of students who,
in the opinion of the author, did not have a thor-
ough understanding of the subject matter. Almost
20X of the students did significantly better on
multiple choice portions of tests. This, plus the
low correlation between the essay and multiple
choice, suggests looking more ¢losely at the
composition of tests. Close obgervation leads the
author to believe that these students were scoring
on recall rather than understanding.

Ve want to avoid stressing quantity of information
covered to the detriment of quality of information
understood and reteined. Without doubt, some of
the proposed testing methods fit individuals and
situations better than others and there is room
for individuality in sccomplishing the task. Cme
key to determining our success is designing exams
that call for higher levels of learning for higher
grades regardless of type of question utilized.
The essential part of helping students attain the
highest levels of knowledge involves testing for
higher levels of learning. The quality of the in-
dividual test question is more important than the
type of question, Avoiding testing for recall of
specific facts would discourage wmemorization, and
questions that necessitate predicting an outcome
rather than labeling & phenomenon would be appro-
priate. Quality tests, designed to evaluate high-
er levels of learning can be developed using both
sub jective and objective types of questiona.
Likewise, both can also be poor.

Measurement and evaluation of comprehension are an
essential part of helping students attain the
kighest levels of learning., Combining appropriate
methods of increasing the relevance of marketing
concepts with evaluatior instruments that reward
higher levels of learning instead of memorization
would certainly be a step in the right direction.
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AN EDUCATION PARTNERSHIP:

Paul Renshaw,

APPLYING MARKETING CONCEPTS

Ph.D.

ABSTRACT

A brief degcription of an experiential learning technique to correlate marketing course concepts with

present business practices., The article answers

what, and does it work.

the questions of what is it, why use it, who does
Included are a list of each participant's roles and responsibilities and

an example of course requirements for cut-of-class student activities.

WHAT IS IT?

An Education Partnership is a commitment by

a business firm to actively assist in the educa-
tion of college students. The business firm
agrees to participate in the education process

by providing opportunities for a student or

team of students to utilize the firm in much

the same way that a laboratory is used for

the sciences. The firm provides for the observa-
tion of its operations: provides personnel

to respond to students' questions and rto discuss
their observations, analyses and recommendations;
and reads and acknowledges the students' final
report of their observations and analyses in
relation to classroom concepts and generaliza-
tions.

WHY USE IT?

Schools of business marketing faculty have

and continue to utilize a variety of approaches

to infuse current business practices with the
marketing concepts of the classroom. Impetus

for their efforts has come from a number of
sources, not the least of which have been numerous
articles and speeches admonishing business

school faculty for not placing increased emphasis
on current application of academic content.

Marketing educators have responded tc those
requests and have implemented a number of concept
application techniques. On-campus approaches
include case analyses, readings, reports, simu-
lations, and outside speakers. Off-campus
approaches to concept application include case
problem development, Small Business Institute
cases, full-time and part-time internships,
cooperative training programs, field trips,

and specific process observations,

The Education Partnership program was develop-

ed to provide students a quarter or semester

long integrated series of specific observations
and analyses relating marketing concepts te
business practices. The program was devel-

oped a5 an alternative to other possible approach-
es 50 as Lo:

1. utilize business community resources
in their environment;

2., provide students a first-hand know-
ledge of a variety of current operation-
al applications of course concepts; and
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3. maintain the academic integrity and
control of the cff-campus experience.

Business Community Resources

By and large, the available educational resources
of a business community, whether of a large
metropolitan area or of a small city, are under-
utilized as a supplement to the on-campus educa-
tion process. The technique utilized those
available resources in their own eanvironments

on an extended basis without the financial
requirements common with internships and coopera-
tive on-the-job programs. The concept of the
business community being offered the opportunity
to assist in the process of educating students
for business has great appesal to business people.

First-hand Knowledge Through Application of
Course Concepts

The application of concepts by students in

a structured manner for analysis and problem
solving has long been an instructional methodology
for marketing education. The more true-te-life
the applications are, the more educationally
stimulating and productive are the activirties.

The approach provides for concurrent devlopment

of concept knowledge and business environment
applications, rather than assume that concept
application will be made at some later date.

Academic Integrity

The faculty's coordinating and countrel functions
for the integration of on- and off-campus activic-
ies provide for the academic integrity of the
technique. The degree of academic correlation

and rigor of the technique, as with any methodol-
ogy, resides with the faculty. The depth and
extent of the students' business laboratory
experiences and the relation of those experiences
to course content and emphasis are determined

by and contreolled by the marketing faculty.

WHO DOES WHAT?

Each of the three parties inveolved; the faculty,
the business firm, and the students, has specific
roles and responsibilities in the Education
Partnership (Exhibit 1).
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Faculty

The faculty is the catalyst for the partnership
as well as providing the direction and control
for the academic integrity of the program.

A number of planning and organizational steps

are required before the businesses are contracted
to obtain their commitment to participate

in the partnership.

Having used internships, cooperative on-the-

job training, SBI-type projects, short-term
observations and analysis as well as simulations,
case analyses, on-campus laboratories, and
so forth, my experience has been that the
Education Partnership approach requires no
more faculty energy than any of the other
approaches. In fact, the faculty "time cost
was well within the usual time commitment
expected for course preparation, up-dating,
grading, etc., A caveat is that faculty occu-
pational knowledge is most beneficial.

An initial step is the faculty's decision

to seek the aassistance of the business com-
munity for specific educational purposes and
outcomes. This step determines what in gen-
eral is to be undertaken in a business envi-
ronment laboratery as well a& why business
firms are to be utilized. Subsequent steps
include specifying in written form the roles
and responsibilities of each partner and the
learning activities of the students, both
on~ and off-campus. Exhibit 2 is an example
of activities used for a Retail Management
course.

The specified roles, responsibilities, and
learning activities also serve as progress
reference points during the course and as
outcome evaluation criteria. The faculty

should use the lists not only for securing
verbal or written commitment by management

to participate in or sanction the activities

of the partnership and as course information

for students, but also te inform other publics
of the program. The broader the distribution

of information about the program, the more
supportive are business and university personnel
and the easier it becomes to secure participation
for subsequent courses.

Assurance of the academic relevance of the
off-campus activities requires faculty dir-
ection and control. For example, I have found
that the selection of the firms to participate
in the partnership during & term for a course
was best determined by the faculty so as to
obtain a variety of organizational structures,
sizes, operational procedures, etc. that

I felt were necessary to achieve the intended
educational goals for the course. Such variety
facilitates in-class directed discussions

and team presentations of the similarities

and the differences of business practices

in relation to the course concepts. In addition,
coordinating in-class and out-of-class learning
calls for guiding the business laboratory
learning for the timely completion of assigned
observations. The use of scheduled readings,
discussion topics, and presentations in ¢onjuc-
tion with periodic on-site visits and
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conferences with the firm's personnel and with
the students, as well as written progress reports
and periodic activity evaluations promotes
academic integrity and educational relevance

of the Education Partnership.

In addition to providing a learning delivery
system, the partnership provides professional
opportunities for the faculty through case
writing possibilities, research, presentations,
and consulting work, to name a few added beni-
fits.

Business Firm

The business firm serves as a laboratory for
observation, information gathering, and analy-
sis of business practices. The commitment

of top management to aseist in the education
process should include not only their partic-
ipation but alsc parcticipation of other person-
nel in the firm. A variety of involved person-
nel spreads the time commitment to the program
as well as provides students both breadth and
depth of exposure to operations and informstiom
sources. While there is a time commitment

for the firm, there are no financial obliga-
tions other than the possible loss of productive
time while assisting the student team to obtain
information and when discussing the team's
analyses and recommendations.

The business' review of the student report,
and the acknowledging signature, preomotes and
adds to their sense of participation in the
education process. While their role does not
include grading the report, I have yet to re-
ceive a& report that did not contain one to
two pages of assessment comments regarding
the correctness of contents and the feasibil-
ity of the students' recommendations.

Student

The student has a number of responsilities

in the Education Partmership. The student's
role has similaricies to the role of a consult-
ant. The observations and information gather-
ing activities are preceded by the accumulation
of academic knowledge in order to know what

to look for, what questions to ask to obtain
specific information, and as a basis for anal-
ysis of the accumulated information. In order
to accomplish the overall task within the time
constraints of an academic term, the schedul-
ing of activities and time management are es-
sential. While a highly motivated student

can meet the course requirements, student teams
are more efficient in information gathering

and analysis. When organized inte teams, the
dimension of team goal setting, responsibil-
ity delegation and team consensus are added

to the learning experience. The student's
responsibilities also call for opportunity

and constraint analyses as part of the problem
solving task. And, like a consultant, a re-
port of findings, assessment of alternative
courseg of action, and recommendations and
implementation strategies is given to the
management of the firm for their consideration.



DOES 1T WORK?

Follow-up evaluations of the Education Partner-
ship, both sclicited and unsolicited, by busi-
nesses, students and university personnel have
been very positive from my experience. Busi-
nesses appreciate the opportunity te aid in
the education process, especially of individ-
nals interested in their line of work and who
may be potential employees. They viewed the
individual reports in much the same light as
consultant's reports, as objective analyses

of their firm. An added benefit at institu-
tions where 1 have used the Education Partner-
ship has been a more positive image of the
total business program and its student popula-
cion.

Evaluation ratings by participating firms re-
sulted in sssessment on a &4 point scale, 1
being poer and 4 being very good, that the
overall experience with the students was as-
sessed at a 3.5. The perceived value of the
student team's final report to the firm receiv-
ed the lowest rating at 3.25. The highest
rating of 3.68 was given for the studente'
interest and enthusiasm during the project.
Informal assessment of participating firms'
opinion of the Education Partnership was also
made from the number of firme seeking informa-
tion about or future participation in the part-
nership due to their contacts with personnel in
firms that participated in the partnership.

Student assessment and support of the program
has been much more positive than I initially
anticipated. The anticipated levels of in-
volvement and achievement were, in the main,
exceeded due to student motivation and commit-
ment to the partnership concept. The overall
evaluations of the in-class and out-of-class
activities and requiremente rated a 3.83 on

a 4 point gcale with 1 being no value and &
being very worthwhile. The on-site observation
and analysis activites were rated at 3.97 and
the ability of the required report to bring
together text information and businesses' oper-
ational practices was given a rating of 3.73.

While the students assessed the program as
quite rigorous and time demanding, their com-
ments and recommendations to other students
were reflected in increased enrollments and

in subsequent course enrcllees’ positive com-
ments and enthusiasm. At the end of each term
the students' course evaluation form included

their recommendations for size of teams, assign-

ment to teams and to firms, and team task as-
signments. Team size recommendations were
66.7% for three person teams and 33.3% for

two person teams with no one recommending indi-
vidual invelvement. Assignment into teams
showed 63.3% favored self-selection, 20% favor-
ed instructor assignment, and 16.7% favored

a combination of inmstructor and student deter-
mination of team membership. Team assignment
to a firm by the instructor was the recommenda-
tion by over 95% of the students. A possible
reason for such a high response was the in-
structor's use of the results of an interest
survey at the beginning of the course and
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early knowledge of participating firms. The
other major organizational consideration was
the responsibility for making task assignments
within a team. Students preferred to handle
that role by a margin of 77.3% to 22.7% for
instructor agsignmented tasks.

In addition, a variety ofuniversity person-

nel and other businesses expressed their opinion
on the Education Partnership technique's posi-
tive public relations benefitg te the marketing
department, the School of Business, and the
institution.

From a personal perspective as a marketing
educator and a former business persom, I have
utilized a broad range of education techni-
ques, and while I continue to use them as they
seem most appropriate for a situation, I am

a staunch advocate of the Education Partmership
for off-campus directed application of academic
learning.

TRY IT! YOU MAY LIKE IT!

EXHIBITS
Exhibit 1.
The Education Partnership

To form an Education Partnership

of the business community and the
marketing program so as to provide
current operational applications

to academic learning. The involve-
ment of the business community will
provide marketing students with practi-
cal knowledge to augment their colle-
giate program.

Purpose:

Firm's Obligation:

To provide opportunites for a student team,
2 to 3 students, to cobserve and an-
alyze the firm's operations.

To provide opportupities for the firm's
personnel to discuss the student
tear's analyses when appropriate.

To review the student team's term report
before submission to the faculty
for assessment.

To be in-class resource participants.

IT IS NOT-~-to provide student employment
or an internship.

Students's Obligaiton:

To observe and analyze the host firm's
practices and procedures in relation
to texthook theory.

To discuss observations and analyses with
the host firm's personnel for ac-
curacy.

To discuss nonconfidential matters in class
sesgions, All such discussions
are to be factual, analytical and cons-
tructive learning inputs.
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To prepare a detailed analysis of the host
firm's practices and procedures
in relation to course theories.

To be professional in appearancte and manner
when in contact with the host firm.

Faculty Obligation:

To obtain commitments of business firms
to participate as host learning
laboratories.

To be the contact person in all matters
relating to the organization and
operation of the program.

To provide a list of observation and analy-
sis activities to host firme and
students.

To be responsible for academic aspects
of the program.

Exhibit 2.

An abbreviated example of term project and
repert obgervations and analyses for a course
in Retail Management (designed to coordinate
with Duncan, Hollander and Savitt, Modern
Retail Management, 10th ed., Richard D. Irwin,
Inc., 1983.)

TERM PROJECT: Following areas are the minimum
requirement.

Section I

A. Background description of the retail
area, prior economic¢ and historical
impacts, and trade area demographics.

B. Describe current economic conditions
and their impact on the firm.

C. Describe the direct indirect competition
to the firm by others by their type
of firm, merchandising, location, pricing
ing, promotion, etc.

D. Specify the firm's marketing philosophy
and objectives.

Section II

A. Describe the firm's store ambiance.
B. Diagram the firm's existing layout
on graph paper; using sufficient de-
tail to show departments/divisions
furniture, fixtures, traffic patterns,
work areas, storage, ete.
1. Superimpose on the diagram in red
ink/pencil your recommendations
for change.
2. Describe the anticipated advantages
for each of your recommended changes.

Section III

A. Diagram, or include a copy of, the firm's
formal store organizational chart.
Outline position responsibilities.

B. Describe the firm's existing human re-
source management processes and specify
the area(s) that might be improved and
your recommendations for improvement,

€. Analyze one first level job and write
job task analyses, job description,
and job specification for that job.
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Have your host review the description
and specification for compliance with
current labor legislation and contract
provigions.

D. Propose employee evaiuation systems for
two first level jobs, one sales position
and the other a sales support position.
Have you host review your proposals for
compliance with current labor legislation
and contract provisions.

(CONTACT AUTHOR FOR THE COMPLETE TERM PROJECT
ASSIGNMENT)
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LESSONS LEARNED IN AN INTERCOLLEGIATE MARKETING COMPETITION

Jens Blermeier,
Susan Shochat,

This paper describes an intercollegiate marketing competition,
in which the authors participated.

Motors,

California State University,
California State University,

The organization,

Los Angeles
Los Angeles

ABSTRACT

sponsored by General
procegs, and problems

encountered are presented along with suggestions for future competitive efforts.

Background of the Competition

The GM Intercollegiate Marketing
Competition was {initiated in 1976 to
encourage crestive student thought about

the principles of marketing and
advertising and to provide realistic
experience to students of those

disciplines.

In January, 1986, our university was
invited by General Motors Corporation to
participate in the General Motors
Intercollegiate Marketing Program.
Student teams from eight leading
universities, operating under a $6
million budget celling, were challenged
to develop, based on current market and
soclo-economic conditions, a six-month
marketing and advertising campaign to
market, sell and to "build excitement”
for the 1986 Pontiac Sunbird.

Project Outline

Student entries were to be presented in
treatise form (not to exceed 50 pages)
accompanied by an executive summary. In
addition, each team would make a
one-hour presentation to a General
Motors judging team during Spring campus
visits.

The participants for the 1986

conpetition were:

Baruch College - The City University of
New York

Univergity of Massachusetts

Duke University

Florida State University

Fordham University

Howard University

University of Oregon

California State University, Los Angeles

The following is a representation of the

tasks to be performed in the course of

the proiect:

Part 1. Research

o The target market for the project had

to be outlined and justified.

—~
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o The design of research had to be
described. A description of 1its use to
test the identification and explanation
of target market attitudes and behavior
was also necessary.

[ Marketing and advertising objectives

and the marketing wmix were to be
cutlined.
-] The media selected had to be

described and justified in terms of the

advertisging/marketing objectives.
had to be

[+] Budgetary compliance

demonstrated.

Part I1. Creative Exercise and

Execution

o It was lamportant to state and support
creative strategy and rationale,
in¢cluding a statement about theme
consistency throughout the campaign.

o Creative suggestions had to be
submitted including:

At least one print layout,

An ad for the school's
newspaper,

At least one TV storyboard,

At least one radio script.

student

0o Additional submissions may include
such items as:

Cutdoor billboard layout,
Dealer and other
materials.

merchandiging

The extent to which art was finished was

left to the discretion of individual
teams. Judging was to be based upon
plans and executicn of 1ideas -- wnot

proficiency in art.

ITI. Presentation

Part On-Campus
o An up-to-one-hour presentation of the
team's findings in Parts I and II had to
bhe presented in a logical and persuasive

manner to the on-campus judging panel.

o Material presented then had to be
defended during a2 Q0 & A session with
on—-campus iudging panel.
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Scoresheets, which were to he used by
the judges during both the on-campus and
treatise evaluatlon, were distributed to
all participancs. Studenut teams were
ureced to organize their oral and writren
presentaticuns with reference to these
scoresheets.

Even though the authors made sure that
this requirement was totally fulfilled
by the various student groups, it turned
out (sadly) that the on-campus judges
did not even have scoresheets with them
during the on-campus presentation and
were completely unfamiliar with the
scoring weights of the various judging
criteria.

Project Calendar

Official Program Initiation -- January,
1986

GM On-Campus Visits -- April 14=-25, 1986

Treatise and Executive Report Due -~
April 23, 1986

The Organization

The organization guidelines, giveu by
General Motors, were as follows:

1) The program may be administered
through a regularly scheduled class, a
special projects class, a marketing or
advertising club or as an
extracurricular activity.

2) The 1ideal team size 1s about 25
students.

3) It i{s permissable to have a number of
teams within the college or university
compete against one another. Only one
entry from each school may be submitted
te General Motors.

4) Although the teams may be composed of
undergraduate or graduate students, or a
combination of both, in the past, teams
composed solely of undergraduates have
been at a disadvauntage iIin the final
{fudging. (This final admonitlon from GM
can be partialily confirmed by the
authors.)

The Process

The choice was to build a single team
organized as an extracurricular
activity. The university where the
authors teach, operates on a quarter
system, so in January, at the beginaning
of the Winter quarter, a team of
marketing students was recruited. In
February, participation from graphic
arts and broadcasting students was
gsolicited. This task was accomplished
through the use of flyers aud class
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presentations. The team conslsted
entirely of undergraduate students.
This 1s customary at our universitly were
the majority of masters students are
working professionrals who attend classes
only in the evening and whose
extracurricular activicies are very
Iimited.

One of the authors, a full-time graduate
student was detailed to be the
coordinator of the team. It was declded
that the team be structured as an ad hoc
“advertising firm.”

The intent of this organization was to
perform market research, formulate
conclusions based on the research,
develop an advertising campaign based on
those conclusions and then to produce
that advertising campalgn for
presentation to the judging team from
General Motors.

The Communications Group was staffed by
marketing students. Their task was to
keep the entire team informed of each
group's activities, progress,
intentions, update the program bulletin
hoard centrally located in the business
school and to keep and distribute the
minutes of the team meetings which were
conducted every Saturday for the
duration of the project.

The Treatise Group was also staffed by
marketiug students. Its purpose was to
design, conduct and analyze mar ket
research and to write the treatise for

the project.

The Presentatien Group was comprised of
marketing, graphic arts and breoadcastiug
students. This group was to design and
present the presentation of the research
and advertlsing campaign produced for
the competition.

The Audio-Visual & Graphic Arts CGroup
was staffed with graphic arts and
broadcasting students. Their assignment
was the production of the advertising
campalgn components: magazine,
newspaper and billboard layouts, a
60-second radio commercial and a
30-gecond video commercial.

Group leaders were chosen for each group
and they reported directly to the
program coordinator who acted as liaison
between the team and the faculty

advisor.

Competition Activities

Januaryv. During the first month of the
competition the coordinator worked in
conjunction with a member of the
economics faculty and the treatise group
to design and conduct the primary market
research. A class of statistics
students then input the raw data for



computer analysis. Initiated as a

time—-saving step, the decision to
integrate the input of data 1lnto the
curriculum for this statistics class

actually caused much delay and some loss
of data. Participation had been offered
on a volunteer basls, as a substltute
for another class project, 1in hopes of
garnering student enthusiasnm and
thereby, quality work. However, studént
adherence to instruction was very
spotty.

The limitations of the undergraduate
team became apparent during this period.
There were no members of the group with
sufficient knowledge of statistics to
econtribute to the analysis effort. All
analysis was performed by the authors.

Results of the analysis and their
possible significance were disseminated
and discussed at the Saturday team

meeting.

conducted during
all marketiug
well as by

research was
this same time period by

students on the team as
selected marketing classes not directly
involved in the competition. This
research consisted mostly of on—campus
library work though some research was
dealer

Secondary

carried out in-person at the
level. Again, the undergraduate team
encountered great difficulty in

discerning items which were appropriate
for the topic at hand and those which
were of little value.

February. Conclusions based uvpon the
research data started being formulated.
At this poilnt the coordinator approached
professors in the broadcasting and
graphic arts departments to enlist their
students for patticipation in the
competition.

In cooperation with a graphlce arts
professor, the authors, supervised an
independent study sectlon of
undergraduate art students whose
assignment would be to design and
produce the newspaper, magazine,
dealership pamphlet and billboard
layouts for the oral presentation in
April. It was agreed that the
coordinator would address an advanced
graphics class and try te recrult as
many students as vere juterested.
Twelve graphlc arts studeuts joined the
team. Three later dropped and the

remaining uine completed all assigned
WOT K.

The artwork was the most putstanding
feature of the opresentation and ' the
conduct of the art students was
professional and dedicated.

${x undergraduate hroadcasting students
were chosen to participate in an
independent study section to design,
cast and produce a 30-second video

and a 60-second radfo
presentation to the GM

commercial

commercial for
judges 1o April.

The broadcasting studeuts were
thoroughly professional and showed preat
resourcefulness and imagination 1in the
completion of their contribution to the

competition effort.

March. In this mounth the treatise group
began wotrk on the treatise.
Fifty-percent of the team grade in the
competition was to be based on the

quality of the treatise. General Motors
had provided an outline for this 50-page
document.

compiling the
outline failed.
team lacked

Successive attempts at
research based on this
The undergraduate marketing

the skills needed to transform separate
pleces of research, secondary and
primary, into a unified written
interpretation. With the exception of
the media plan, it hbecame evident that
the authors would need to write the
treatise {f it were to be completed by

the program deadline.

the presentation was also
begun during this cCime. Half of the
competition points avallable were based
on the quality of the presentation. It

Planning of

indeed transpired that our presentation
received the highest rating. Duriung
Saturday meetings the presentation team
members where urged to envision the
arrival of the GM judging team; then the
alm was to make the influence of the
team felt for the duratien of the
judges' visit. Evidence of preparation
and pre-planning were to be pervasive.

April. As stated, all sections of the
project were completed in a timely
fashion. The hour-long presentation i1n

April was a multi-media event attended
by approximately 100 faculty, students
and administtrators. The judging team
was impressed by the amount of
preparation evidenced and the quality of
the art aud video work presented.

The treatise and accompanyling executive
summary were shipped in time for the
April 23rd deadline.

Major Problems

Several problems existed with the
portion of the team composed of

marketing students.

method used to recrult students
in the business school was the issuance
of a blanket iuvitation ro participate.
It was anticlpated that this would yield

1} The

a participating population whose
individual abilities were normally
distributed. As it turned out, the
distribution was wmore skewed to the

right.
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2) The independent study format of the
nroject was too unrestricted for many
students. They lacked self-direction
aud may have performed better in a more
structured atmosphere.

3) Constructive criticism was net
gracviously received by the marketing
students (as compared to art and
broadcasting students). Much time was

spent during group discussious with
defensive posturing aund hurt feelings.

4) Approximately half of the business
students were members of the marketiug
fraternity which has been plagued by
much infighting and power struggle.
These clashes were ¢arried over luto the
Saturday morning meetings causing them
to be less productive than they might
have been.

Other Problems

The only problem encountered with the

broadcasting students wasg a direct
result of not involving them at an
earller stage of the competition. The

time pressure under which they were
forced to operate caused anxiety which
could have been avoided if the
broadcasting students had started thelr
involvement sooner.

General Motors was derelict on two
counts: 1) in not providing background
information which they had pledged
during the Introductory phase of the
competitions and, 2) in delivering the
automobile for research purposes one
month after the promised delivery date.
This caused delays in primary reseatch.
The Pontiac district manager was
supposed to be our main company liziscun.
In fact, he never returned telephone
calls and only once provided promised

materials.

Recommendations

The authors believe that most of the
problems involving the business students
could have been avoided {f recruitment
methods had baen different. The
following are recommendations for future
marketing competition efforts.

1) Publicity and student screeaing for
team membershlp should begin as soen as
a commltment to the competitionm has been
made . In our case this mneans that
student screening would have started at
the beginning of December instead of the
beginning of January.

Instructors should approach thelr best
students to discuss the project
requirements and rvrecruit those students
who show incerest. Selectivity is
absclutely necessary.

a5

2) ALl interested students would then
meet with the faculty advisor for the
projiect and class meetings scheduled,
previous to the ag¢tual start of the
competition.

3) Graduate students should be actively
recruited since it is assumed that thelir
capabilities Iin the field of research
would be superior to those of
undergraduates.

4) Although 25 was recommended as the
ideal team size by General Motors, we
believe a larger team slze would
precipitate a a more finished product.
Five qualified graduate students, 10
undergraduates (as the team's "arms and
legs” )}, 10 qualified art students and
seven hroadcasting students would have
been optimal, in our opinion.

5) Although cooperation frem the schools
of fine arts and communication was
generously and enthusiastically given,
it should have been sought at an earlier
stage and at a higher level. When the
deciston to undertake an
interdepartmental proiect is being made,
the chairs of the different departments
involved sheould couvene and discuss the
level and strugture of departmental
involvement.

6) The interdepartmeutal approach 1is
strongly recommended. Although
proficiency in art and broadcasting was
not supposed to be part of the judglng
criteria, the judges admitted to being
very moved by the quality of the
advertising executlons presented. They
made comments which suggested that,
owing to the high caliber of artist
execution, their regard for our
presentation was greatly enhanced.

7) A team teaching approach, drawing
upon the expertise of variocus marketing
faculty memhers in such areas as
research and advertisiung, might eohance
the project end-product and reduce the
stress experienced by a single faculty
advisor and a single team coordinator.

Experience gained in this event was
ranked by every oparticipant as very
valuable.. Art and breadcasting students
augmented their portfolios not only with
very commercial work but with
certificates of Involvement from General
Motors. Marketing students {(who also
received certificates) galined not only
realistic experience Iin marketing but
an interesting life experience as well.



ENTREPRENEURSHIP:

BUSINESS PRCPOSALS AND
"EXPERT" JUDGES = INTEGRATION AND APPLICATION OF KNOWLEDGE

Debra A. Haley, University of Northern Iowa, Cedar Falis

OVERVIEW

Corporate executives, Small Business Development
Center consultants, local entreprepreneurs, and
financial experts were introduced as judges of
student business proposals in an entrepreneurship
class, The inclusion of "outside" experts served
to provide a more realistic assessment of the
business proposal while underscoring the impor-
tance of communication, organization and self-
discipline to the student. In addition, students
began to understand that the application and in-
tegration of knowledge from various disciplines
was crucial to the success of their proposal.

INTRODUCTION

Integration and application of knowledge to spe-
cific marketing problems are vital and most desir-
able objectives that various educators would like
to see students achieve. Although good objective
examinations may assess knowledge acquired, few
adequately measure the application of knowledge
and even fewer address the integration of various
discipiines. As a capstone course, Entrepreneur-
ship offers considerable opportunity to redress
these shortcomings and provides the student with
an opportunity to display creativity and inge-
nuity while integrating knowledge acquired from

various disciplines. The majior wvehicle which
brings about this opportunity is the business
proposal. The course requires that the student

develop, justify, and defend the business proposal
to both peers and ocutside experts.

METHODS

Two different textbooks were required in this
course, one emphasized a classical text approach
and the other a hands-on-approach. In additien,
an unusually heavy load of reading was required
during the first 8 weeks of class. Fully 70% of
the text material was covered before mid-term with
a simultaneous emphasis on developing both =&
screening guide and the flrst draft of the busi-
ness proposal. Three essay exams were developed
to assess the student’s knowledge of the text
material. The screening pguide was due at the end
of the fourth week and the rough draft of the bus-
iness proposal was due at the end of the eighth
week (before spring break). These early deadlines
provided some room for false starts and proded the
student into searching for information at the on-
set that may have taken some lead time to acquire,
The business proposals were judged during the last
four (4) weeks of class by a panel composed of
three "outside" experts...the type of experts one
would normally have assess the business proposal.
They included:

13 consuitants from the Small Business De-

velopment Center at the university,
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2) a banker experienced in the evaluation
of business proposals, and
3) & local entrepreneur, or possible in-
vestor in new ventures completed the
team of judges.
Each judge completed two evaluation forms that
were later given to the student after the inter-
viewing process. The students were expected to
fleld questions pertaining to their business pro-
pesal as one would in a "real®™ situation, The
Judges were free to ask any questions and then
glve a brief synopsis of their evaluation orally.
This allowed the student to receive immediate
feedback. In addition, it provided an opportunity
for the spectators (other students in class) to

match wits with the "experts" and improve their
decision making skills by assessing ctheir
classmate's projects.

DISCUSSION

Students profited perhaps the most in observing
that all members of the panel, repgardiess of their
background/expertise often had converging cpinioens
on vague or erroneous assumptioms, overly opti-
mistic forecasts, and the overall feasibility of
the business proposals. The "expert" panel of jud-
ges provided a realistic assessment that was at
times simultaneously encouraging {i.e. good idea)
and brutal (1.e. financial plan needs a great deal
more work or assumptions are "too rosy"}. This
type of honest evaluation allowed the student to
see both what was good in the plan as well as de-
ficiencies that must be overcome in order to
attract venture capital. Perhaps one of the most
positive outcomes was the opportunity of the com-
munity members ({(bankers, investors, and local en-
trepreneurs) to participate and share their font
of knowledge with the university students. In
addition, the generous support of the consultants
in the S$BDC provided a much needed anchor on each
team, The diverse viewpoints of the panel,on
some occasions, enabled students to see the im-
portance of understanding and writing feor your
target audience. Though marketing academicians
may belaber the point of the needs of the target
market through a wvariety of classes, it is a
lively exchange of perspectives that often
triggers insight in students. This appreach to
teaching entrepreneurship, while demanding the
integration of knowledge from diverse disciplines
also provides a "final test" preparation for
senior or graduating students.

author’'s Note:

Special thanks to Dr. James Burrow, Associate Pro-
fessor of Marketing, for his comments and contri-
butions to this paper.

L e
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A NEW PRINCIPLES OF MARKETING DELIVERY SYSTEM

Gerald 0. Bryan, California State University, Fresno
Richard D, Nordstrom, California State University, Fresno
Charles 5. Sherwood, California State University, Fresno

ABSTRACT

This is a descriptive report on the pilot offer-
ing of a new design for an introductory marketing
course which attempts to address {1) the growth
within the discipline which as expanded the con-
tent to be covered in such courses, (2) the in-
creased risk and compliexity of marketing decision
making which is requiring a more experientially-
based pedagogy, and (3) the increased demand for
business options that has made it difficult to
hold the line on class size.

BACKGROUND

In recent times, the dynamics in the field of
marketing have become particularly significant.
In additien to the information explosion occur-
ring in all business disciplines, marketing edu-
cators must cope with the widening scope of mar-
keting applications as well as the increasingly
pivotal role marketing plays in the strategic
planning process in organizations. The rapid
growth in the use of marketing concepts in not-
for-profit and service organizations is now ac-
companied by an increasing emphasis on interna-
tional marketing issues. Also, deregulation of
several key industries, an increasing focus on
entrepreneurship, and a myriad of new technologi-
cal applications have thrust marketing into the
forefront of business activity.

If these changes were not enough to cause market-
ing educators problems, they are taking place at
a time when there is pressure for the implementa-
tion of a more experientially based pedagogy.
Simultaneousty, schools of business are being
challenged by rising enrgliments and administra-
tive pressures to keep within existing budgets.
As a result, marketing educators are being asked
to teach more material to more students using a
more interactive pedagogy while staying within
the confines of standard budget Timits and the
traditional three-semester-unit course in basic
marketing.

In an attempt to address this complex problem,
the marketing faculty at California State Univer-
sity, Fresno (CSUF}, undertook the task of rede-
signing its Principles of Marketing course, This
course was selected because it is the onily mar-
keting course in the CSUF business core required
of all business students., The result was a four-
semester=unit class which could be offered with
large enrolliments, could be team taught, and in-
cluded a lab component to meet the need for more
experiential learning,

The following paper identifies the needs which
support the politically sensitive issue of in-
creasing the number of required units in the
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business core, outlines problems which led to the
new course design, covers the educational concerns
addressed by this design, and describes the pilot
effort complete with feedback from students and
faculty.

THE CHANGING ENVIRONMENT

ATl business disciplines can point to an informa-
tion explosion which has expanded the material to
be covered in the classroom. However, few face a
problem of the magnitude that exists in the mar-
keting discipline, For proof, one only has to
Took at the titles of texts available today com-
pared to those available ten or more years agc.
0lder texts used operative words such as "princi-
ples", “fundamentals", or "concepts". More recent
texts demonstrate the need to go beyond the teach-
ing of concepts by adding words such as "applica-
tions", "strategies", "decisions", and "prac-
tices". An examination of these more current
texts indicates that marketing educators are faced
with an expansion of knowledge as well as an ex-
pansion of marketing applications.

Growth of the marketing discipline has been ac-
companied by a new prestige in many businesses

and organizations. More and more traditional
business firms are adopting a marketing orienta-
tion in the corporate planning efforts., As a re-
sult, the scope and jurisdiction for marketing
decision making has been expanded from the narrow
operational concerns of a functional department

to the strategic planning issues affecting the en-
tire firm, Marketing managers must cope not only
with the effective operation of marketing activi-
ties, they must assist in the strategic planning
of the entire organization as well as manage the
integration of marketing activities into these
strategies. Business Week, Fortune, and Harvard
Business Review have al] carried articles in the
past year to inform their readers of the new role
of marketing., This modern focus creates a need
for a greater integration of business disciplines
within the marketing classroom. Future marketing
managers will be called on to understand how busi-
ness disciplines are interrelated and will be ex-
pected to know how to deal with those interrela-
tionships in a decision making and strategic pian-
ning arena.

In conjunction with the expanded role of market-
ing within the organization, new orientations
have led to further applications of marketing.
The most important of these orientations include:

1. International {Global) Orientation. More
firms are dealing in international markets and
facing increased competition from foreign compan-
jes in both domestic and international markets.



2. Not-for-Profit Orientation, Few areas have
seen a greater growth of marketing in recent years.
One value of this orientation is the appeal mar-
keting has for students majoring in such non-busi-
ness areas as recreation, fine arts, political
science, and health sciences,

3. Service Orientation. As the economy becomes
more service oriented, special attention must be
paid to the unique nature of service marketing,

4, Entrepreneurial Orientation. The "rebirth" of
entrpreneurship on university compuses requires
schools of business to address one of the major
problems facing the practicing entrepreneur; mar-
keting,

5. Free Enterprise Orientation. Deregulation of
transportation, financial services, and communica~-
tions has thrust previously non-marketing oriented
firms into a highly competitive environment.

Al1 of the above translates inte the first of
three major trends to confront the marketing edu-
cator. The content that must be taught in the
marketing classroom has grown exponentially.

In addition to these expanded applications, a se-
cond trend marketing educators face is the frag-
mentation of consumer markets, Together, these
two trends make the marketing decision process it-
self more difficult and subject to greater risk,
To function in this more demanding environment,
graduates will be called on to show their oral and
written commupication skills, their analytical and
qu?%em-so1ving skills, plus their interpersonal
skills,

The current perception is that many business grad-
uates do not possess these needed skills. For ex-
ample, recent diagnostic tests of students in
Quantitative Analysis I courses in the CSU and UC
systems showed a mean score of 20.4 out of 45 at
the intermediate algebra level, In addition, due
to a perceived lack of writing ability, CSU, Fres-
no adopted a policy reauiring writing competency
as part of the evaluation for every upper division
business course,

Therefore, the {ssue facing marketing educators is
how to adopt a more experientially-based pedagogy
in order to produce graduates capable of demon-
strating application as well as possession of know-
ledge. Exposure to more experiential techniques

is encouraged by Standard V of the American Assem-
bly of Collegiate Schools of Business (AACSB),

The Assembly also encourages the intreduction of
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The basic marketing course, at most universities,
is required of all business students, Thus, the
course serves as a source of recruitment for ma-
Jjors and as the sole exposure other students may
have to the field of marketing, This highlights
an important concern for marketing educators; how
to meet budgetary constraints and still have a
comprehensive course that develops enthusiasm for
the discipline of marketing.

It is evident, when one combines the environmental
changes outlined above, the net result is a troub-
lesome set of circumstances for marketing educa-
tors, Figure 1 summarizes the problems the mar-
keting faculty at California State University,
Fresno saw evolving from this set of circumstan-
ces. The new course design was based upon these
identified problems. Figure 1 also previews the
design solutions that were adopted.

Flgure 1

REDESIGRING TH[ PRINCIPLES OF MARKETING CDURSE
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THE DESIGN

The first design issue was to find a means to ex-
pand the content of the basic or introductory
marketing course. The choice selected was to ex-
pand the traditional three-credit-unit course in-
to a four-credit-unit course; one component of
which would be an experiential lab. Students
would attend three weekly Tecture sessions, each
of which are fifty minutes long. In addition,
they would attend & two-period lab for a total of
five class periods each week. This format made
it possible for an instructor to cover more ma-
terial per week.

The schoolt's traditional, three-credit-unit
course had typical enrollments of about 40 stu-
dents. To increase the number of students served,
lecture sessions were scheduled into a classroom
which would accomodate as many as 120, However,
to maintain student-faculty contact, labs were
limited to a maximum enrollment of 20. The net
result was greater student-faculty contact since
labs were the personal responsibility of the fa-
culty. Graduate assistant coverage, sc common
for quantitative or computer labs, was specifi-
cally rejected as inappropriate. Since each
class of 120 students called for six labs, fur-
ther efficiencies were acheived by employing a
team~teaching approach, With two faculty, each
person was responsible for half the lectures and
three labs, The work Joad for each assignment,
at CSUF, is 3 work load units for the lecture and
3.9 work load units for three labs.
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The non-teaching team member took care of adminis-
trative details leaving the lecturing team member
free to concentrate on the presentation of content,
This division of labor also permits each person to
capitalize on the academic strengths each has.
Students are given a variety of presentation sty-
les. And, the collaboration and synergism between
two colleagues tends to result in a higher guality
performance. Of course, this is also a function
of the fact that more time can be devoted to pre-
paration since there are fewer lectures for each
to present.

THE LABS

The nature of the lab component in this introduc-
tory marketing course was different than most of
the labs offered in the CSUF business school. Many
of the labs found in statistics, finance, and ac-
counting are adjuncts. In other words, professors
teaching the course need not be present in a lab
where students are using equipment to solve prob-
lems assigned as homework, They commonly have
"open" attendance policies and are a way of insur-
ing that students complete their application as-
signments. These labs are commonly staffed with
student or graduate assistants who simply aid stu-
dents who have problems completing their assigned
homework ,

In contrast, the marketing applications labs being
discussed here were designed as an integral part
of the course to address the following educational
needs:

1. To invelve students more directly in their own
tearning process.

2. To integrate the business concepts learned in
other classes.

3. To promote an appreciation of the importance
and relevance of the lecture material by demon-
strating the relationship between classroom theory
and business practice.

4. To develop skills which can be used in the
more advanced business courses.

5. To provide greater opportunity for the devel-
opment of both written and oral communication
skills.

6. To develop the students' analytical and prob-
Tem solving skills,

In order tc address these needs, specific learn-
ing objectives were identified and specific learn-
ing experiences were selected as outiined in Fig-
ure 2. The Tearning activities selected were lec-
ture, business simulation, case, individual and
small-group presentation, written report, outside
reading assignment, weekly quiz, and the use of
team assignments, It was the design of the
course, as shown in Figure 1, which permitted the
application of the pedagogy summarized in Figure
2. Traditional lecture-discussion or straight
Tecture could not be used to attain the education-
al pbjectives described in Figure 2.

Lectures were used in the traditional manner to
reinforce the students' reading and to enhance
their learning by providing current examples i1l
ustrating the application of marketing principies.
Because the large tecture, which lacks extensive
interaction, tends to lull students into a false
sense of security, a series of weekly quizzes were
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given to encourage students to keep up with their
reading.

Figure 2

LEARNING OBJECTIVES, ACTIVITIES, AND REACTIONS

-+
LEARNING LEARN NG STUDENTS»
OBJECTIVES ACTIVITIES SCORES
Learn to identify probiems Cases (primary) 8.1
and establish & process for| Simulation {secondary)
determining possible solu-
tions
Learn to tntegrate finance Stmulation {primary) E |
and accounting data into Cases {secondary)
marketing dectsion making
Reinforce text readings Quizzes (primary} 8.1
Outside readings (se-
condary)
Expose students to market- | Qutside readSngs (pri- 7.0
ing 1iterature and 1ibrary nary
resources Library lab (secondary)
Improve oral communication Oral presentations 7.4
skills
Improve written communica- Case reports {primary) 7.4
tien skills Readings reports (se-
condary)
Develop an appreciation Team assigrments (pri- 7.4
for the importance of co- mary}
operation
Develop a spirit of compe- Simulation {primary) 7.7
tition Teans (secondary)
|

*Indicates student assigned score based on extent to which
they felt the activity contributed to the accomplishment
of Sthe stated objective on a scale of 1-10 (10=High to 1=
Low

A semester-long, computer simulation was selected
2s a team asSignment aimed at teaching the use of
coest, financial, and marketing research data in
making marketing decisions in a dynamic environ-
ment. Teams were required to develop a strategic
plan for the simulation and produce financial
statements and ratios from the decision results
they received. This emphasis on integrating the
knowledge gained in other courses was one of the
key values of this experience. In addition to
improving analytical skills and decision making
techniques, the team concept represented an at-
tempt t¢ develop & spirit of competition as well
as an appreciation for having to work toward a
common goal with people who may have 1ittle else
in common, 7o stress the impertance of this co-
operation, a portion of each student's grade was
based on a peer evalyation of their contribution
to the team effort. The simulation culminated in
an "activity log" which contained all the firm's
decisions, rationales, predictions, justifice-
tions, records, and a report to the next manage-
ment team indicating what the relaying team had
learned.

While case analysis is used extensively in many
upper division marketing classes, its use in
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introductory courses is often limited. Students
in these marketing application labs were required
to complete an analysis of six cases, some of
which were individual while others were team ef-
forts., Video cases were also inciuded to provide
extensive background into marketing problems faced
by "real world" firms. These cases provided stu-
dents with an opportunity to develop their problem
solving and opportunity analysis skills, practice
oral and written communication, and experience
group involvement and interaction,

Students were also required to prepare two written
reports on the application of marketing principles
in today's business world, These applications were
drawn from readings in current periodicals and pro-
fessional journals, Oral presentations provided
the entire class with additional examples and an
opportunity for students to further develop their
communication skills.

Other activities included one lab session devoted
to an introduction to the use of library facili-
ties, specifically for marketing research. A por-
tion of another session was devoted to exploring
career opportunities in marketing and some tips on
effective career preparation. Finally, portions
of several labs were used to review exams so that
students could obtain maximum benefit from the ex-
amination process. It should be noted that an at-
tempt to integrate computer technology ran into
problems because of a lack of current computer fa-
cilities. The building of a new business school
designed specifically to accomodate labs in the
near future will alleviate this problem.

Individually, these activities have a1l been used
in other classes. ABSEL has encouraged the use of
and developed many experiential exercises for many
years, However, it is the combined lecture/lab
format, its faculty staffing, and its mix of learn-
ing involvements in an introductory class that make
this a unique zttempt to provide a truely basic
integrative and experiential learning experience.
It provides a more realistic coverage of the mar-
keting discipline for all business students and a
richer beginning experience for the marketing ma-
jor.

THE REACTIONS

The pilet effort produced reactions from three
groups; administrators, participating faculty mem-
bers, and the students themselves. These reac-
tions indicate the perceived value of this effort
and provide some input for improving its design
and delivery, A post survey was conducted to so-
licit the students' reactions to this experience.
Specifically, they were asked to rate each class
activity on a scale of 10 and comment on the ex-
tent to which they felt its stated objectives were
accomplished, Summarized results from that survey
are presented in Figure 2.

indicate, the overall reaction was
positive. In fact, over 50% of the students gave
each activity a score of eight or above. MWritten
comments associated with these activities indicat-
ed that the usual problems were experiénced with
the team oriented tasks. However, there was defi-
nitely a feeling of competition and cooperation
which resulted in a generally positive overall

As the scores

~ to prepare the course.

experience. The activities which required exten-
sive individual effort were not perceived as posi-
tively. These activities included individual pre-
sentations, reports, library research, and the
preparation of financial information for the simu-
lation, The two activities which appeared to best
achieve their objectives were the quizzes and the
cases., Students had a love-hate relationship with
the quizzes but did realize that their ability to
gain from the lectures was enhanced by this forc-
ed preparation. The cases generated substantial
support with respect te teaching and illustrating
problem solving and opportunity recognition, Stu-
dents who began the semester in a daze, completed
the course feeling confident they were now prepar-
ed for more advanced work.

Finally, the students were asked to rank the five
major learning activities in terms of how well
they contributed to the student's learning. The
students ranked the lecture first, the cases se-
cond, the quizzes third, the simulation game four-
th, and the outside readings last. Unfortunately,
most students tend to view only the familfar me-
thods as positive. They also tend to view what
they have learned in terms of the short run, The
principies of marketing were primarily learned in
the lecture. However, the value of what they
learned in terms of library research, cooperation,
decision making, competition, and integration will
rot be realized until later on in their college
and business careers.

There were three circumstantial factors which may
have an impact on these student perceptions, First
this pilot effort was implemented with very little
lead time, As a result, most of the students were
assigned to this class rather than choosing to
participate. This was compounded by the fact that
this was the only four-unit introduction to mar-
keting class offered during the pilot semester.
A11 other business students were able to satisfy
their marketing requirement by enrclling in a
three unit class. Second, the G.P.A.s for stu-
dents in this class ranged from a high of 4.0 to

a Tow of 1.0. The average was 2.5, which is be-
Jow the mean for the school, The third factor was
a large number of foreign students with language
difficulties. They typically try to avoid class-
es such as this.

Reaction on the part of participating faculty was
very positive. The gains from team teaching dis-
cussed previously were all realized. Increased
student contact within the labs resuited in a
better understanding of student needs and permite
ted more individualized attention. Lecture mater-
ials were expanded and sufficient time was avail-
able for more extensive treatment of new marketing
appiications. Such positive results, however,
come at a price. It was obvious from the outset
that substantial set up and lead time is reguired
While lecture time was re-
duced, it was more than offset by the additional
contact hours required to handle three, two-hour
labs per week., Also, lab exercises and activities
require more time to design, implement, and evalu-
ate than do Tectures. Team teaching also recuires
some additional time for consultation and for co-
ordination of effort. However, offsetting this
additional time commitment was the feeling of be-
ing involved in something worthwhile and important.
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AN APPROACH TO DISCUSSING PRODUCT LIABILITY IN A BEGINNING MARKETING COURSE

Craig A. Kelley, California State University, Sacramento

ABSTRACT

It is generally acknowledged that the legal
environment influences marketing decisions.
However, a discussion of product liability may be
overlooked in a beginning marketing course. This
paper reviews the various legal theories of pro-
duct liability and relates their application to
the marketing mix.

INTRODUCTION

The legal environment of marketing can have pro-
found effects on marketing activities. For this
reason, marketing students should become aware of
the legal doctrines that are relevant to marketing
activities, Since only about 8% of university
marketing departments offer a course in the legal
aspects of marketing in their curriculum (Kelley
and Brown 1986; Murphy and Laczniak 1980), the
beginning marketing course would be one place to
provide this discussion,

Product liability is an area of law that can have
a major impact on marketing strategies and consu-
mer choice. Yet many of the marketing textbooks
pesitioned toward a beginning marketing course do
not mention the legal remedies possible in product
liability actions (Felley and Brown 1986), The
billions of dollars in liability claims filed
against A. H, Robins (Dalkon Shield IUD} and the
Manville Corp {asbestos), and the exodus of
competition from the manufacture of diphtheria,
tetatus, and pertussis (DPT) vaccine support its
inclusion in a discussion of the legal environment
(Fortune 1986).

Several reviews of specific product liability
implications of marketing decisions already exist
in the marketing literature, For example, Morgan
(1982) discussed the liability concerns of the
promotion, product and distribution decisions of a
single firm. The product liability implications of
personal selling (Morgan and Boedecker 1980) and
advertising (Morgan 1979) also have been examined,
Intra-industry liability has been addressed by
Sheffet (1983) and Roedecker and Morgan (1986).
However, a synthesis of all of the product
liability areas does not exist in the literature.
Furthermore, the educational perspective has not
been explicitly presented. The purpose of the
present paper is to correct these shortcomings by
integrating the various product liability theories
and discussion their application to the marketing
mix.

IMPORTANCE OF PRGDUCT LIABILITY

Although the legal doctrines of product liability
are not new, many businesses have only recently
acknowledged the magnitude of the impact that
these doctrines have on their marketing decisions
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(McInturff 19B1). Marketers have responded to
this heightened level of liability awareness by
redesigning or dropping product lines, raising
prices, educating consumers, and lobbying for
state and federal liability reform legislation.
Sometimes the response has been successful as in
the case where industry-wide training standards
and improvements in product design reduced
injuries resulting from exploding truck wheel rims
by B0 (Fortune 1986), In other cases, the
response has hurt American business, For example,
the decision to drop a product line has Ieft
foreign competition as the sole provider of some
products.

Business students, and specifically marketing
students, need to be made aware of product
liability developments and how a firm might deal
with these developments, if they are going to
learn to incorporate liability risk into decision-
making, This awareness begins with an
understanding of the basic theories of product
liability.

PRODUCT LTABILITY THECRIES

Product liability cases usually involve physical
injuries to ¢onsumers, but may involve property
damages. Negligence, strict liability, breach of
warranty, and misrepresentation are individual
firm liability theories that may be applied in
cases where the cause of an injury can be traced
to the actions of only one firm at a given channel
level. Intra-industry theories -~ altermnative
liability, concert of action, enterprise liability
and market share liability — may be applied in
cases where the cause of an irnjury is traced to
two or more possible firms at the same level in a
channel of distribution, Constraints on paper
length preclude a comprehensive legal discussion
of each of these theories together with a detailed
review of case law as offered in the articles
referred to earlier, However, a synopsis of each
liability theory is highlighted below.

Individual Firm Theories

Individual liability theories are rooted in con-
tract and tort law. Breach of warranty is a
contractual theory that could inveolve an express
or implied warranty. Express warranties are
specific statements, either oral or written, made
concerning the qualities of a product. An implied
warranty of merchantability (i.e., that the pro-
duct will perform the functions for which the
product is normally used) is part of any sales
transaction according to the Uniform Commercial
Code. A breach of warranty occurs when the
warrantor does not satisfy the duties required
under the warranty.

Tort law is the other area involved in product
liability cases. Generally, there are three bhur-
dens of proof placed on the plaintiff when a tort



is involved. The plaintiff must show: (1) there
was a defect; (2) the defect was attributable to
the defendant; and (3) the defect was the proxi-
mate cause of the injury (Noel and Phillips 1981),
One additional condition was necessary for a legal
action to take place prior to and immediately
after the turn of the 20th century. This was the
rule of privity., Privity existed between only
those parties who had direct contact with each
other. Since many products moved from manufacturer
to retailer to consumer, there was no way for the
consumer to sue the manufacturer because no
privity existed between the consumer and manufac-

turer, Hence, there were comparatively few pro-
duct 1liability asctions brought against
manufacturers. This changed in MacPherson v.

Buick (1916) when the decision was made to reiect
the rule of privity and allow "a remote
manufacturer” to be held negligent. It was then
possible to bring a teort action against anyone in
the distribution channel,

Neglipence is a breach of duty to exercise
reasonable care in the design, 1labeling,
packaging, distribution and promotion of g product
when it is within the control of the marketer. In
essence, a marketer can be negligent in developing
all aspects of the marketing mix except price.
For example, salespeople can be negligent in not
fully disclosing the characteristics of a product
and advertisements can be negligent by creating
unfulfilled product design responsibilities,

Strict Liability is liability for injuries caused
by defective products placed on the market. Pro-
duct defects can occur in the design and quality
of the product (e.g., safety shields) or in
marketing communications (e.g., labels, warning
messages, and advertisements). Since negligence
on the part of the marketer is not involved, the
igsue in a strict liability action is the adequacy
of the design, label, warning, or advertisement.

Strict 1liability does not imply ahsolute
liability. The plaintiff is still responsible for
the burden of proof discussed previously,
However, product design cases may differ somewhat
in that once the plaintiff has shown that the
design was the proximate cause of the injury; the
defendant may have to prove that the benefits of
the product's design outweighed the risks of the
design (Barker v, Lull Engineering Co., Inc,
1978).

Misrepresentation is liability for injuries caused
by reliance on false statements concerning the
nature or quality of a product. Misrepresentation
is a tort arising from salesperson or advertising
claims that are more than product puffery. To
date, a finding of misrepresentation has only held
when a large number of buyers are involved.
However, misrepresentation is still developing as
a separate theory and marketers must keep abreast
of any changes in its application.

Intra-industry Liahility Theories

The individual theories of product liability dis-
cussed in the previous section require the plain-
tiff to identify the defendant whose defective
product caused the injury, What if the plaintiff
is unable to make a positive identification he-
cause the products of all manufacturers in an
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industry are the same (e.p., generic products)?
Furthermore, what if the identification problem is
made more difficult by an extended period of time
between the consumption of a product and the dis-
covery of an injury? These questions are
addressed by the intra-industry tort theories,
Marketers need to consider these theories when
making marketing decisions since there is a trend
toward more joint efforts in industry-wide
testing, design and promotion of products.

Concert of Action is joint liability where two or

. drug while they were pregnant.

More participants in an activity may be held
jointly and severally liable for an injury
resulting from the activity, even though each did
not directly cause the injury (Bays 19813, In
product liability cases, concerted action may be
found when manufacturers collaborate in: (1}
testing or marketing products; (2) lobdying; or
(3) creating industry standards or warnings
(Mallor 1981). An advertisement sponsored by a
state dairy council would be an example of &

¢concerted action.

Alternative Liability differs from concert of
action in that only one defendant caused the
plaintiff's injury. It is applied in cases where
the individual actions of two or more defendants
cannot be separated and the theory shifts the
burden of proof to the defendants to show that
they did not cause the injury (Summers v. Tice
1948). In product liability cases, alternative
ligbility may be found when only two or three
defendants are negligent in their marketing
activities. This theory has not heen extended
heyond a few defendants presumably to avoid
penalizing firms where there was only a remote
chance they could have caused the injury.

Enterprise Liability is essentially an extension
of alternative liability. ¥t weuld be applied in
cases where the plaintiff proves that there is a
"high probability" that one of a few defendants
were negligent in marketing the a product which
caused the injury {e.g., in Hall v. Bu Paont de
Nemours & Co., Inc. 1972, there were six manufac-
turets).-_igain, the burden of proof under enter-
prise liability is shifted to the defendants to
show that their product did not cause the injury.

Market Share Liability may be applied in cases
that involve manvy defendants whose individual
product offerings cannot be identified. lUnder
this theory, each defendant would be liable for a
proportion of damages awarded equal to his market
share unless he could prove that he did not pro-
duce the defective product that caused the injury
(Sindell v. Ahbott Lahoratories et al., 1980). The
Sindell case was one of thousands that alleged
Diethyslilbestrol (DES) caused cancer. 7TES was a
prescription generic drug that prevented
miscarriages but was found to cause cervical
cancer in female offspring of mothers who took the
The identification
igsue was confounded by the fact that there were
over 200 potential defendants {some cf which had
gone out of husiness) and the length of time
between consumption of the product and the
discovery of the injury (10 to 12 years).

It is too early to tell whether the Sindell deci-
sion will be applied by all of the states since
many unanswered questions of the decision have yet
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Distribution

Since the Macpherson v, Buick decision all channel
members may face some liability under the indivi-
dual firm theories, It is less clear whether the
intra-industry theories would apply vertically
within a channel as well as horizontally.
However, it is important to note that a product
liability action may seek redress under a combina-
tion of individual firm and intra-industry
liability theories,

Price

A case that has involved the liability of a price
decision could not be found. It could be that
many liability theories are still developing and
have focused on more tangible aspects of the mar-
keting mix, However, students may be asked to
speculate or the liability of price decisions to
complete the liability concerns of the marketing
mix discussion,

CONCLUSION

Product liability is an important area of the
legal environment, However, this topic is not
covered in many marketing texthooks positioned
toward a beginning marketing course. Through
personal experience, the approach presented ahove
has resulted in a lively discussion of the product
liability implications of marketing decisions. In
all cases, the individual insiructor ceuld do some
additional reading of articles dealing with sepa-
rate liability theories. The discussion may he
capped by hrainstorming ahout future product
liability developments and a final question; what
reredies are fair to marketers and consumers?
discussion.
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DISCIISSING ANTITRUST IN A BEGINNING MARKETING
COURSE: A SUGGESTED APPROACH

Craig A. Kelley, California State University, Sacramento

ARSTRACT

The Federal antitrust acts are usually discussed
in a beginning marketing course. However, most
marketing textbooks positioned toward a basic
marketing course usually do not discuss these acts
in encugh depth for the student to understand what
marketing activities are effected by the acts.
This paper summarizes the antitrust acts and evo-
lution of judicial standards in selected areas of
antitrust. The paper also highlights antitrust
application to marketing decisions and suggests
questions to stimulate class discussion.

INTRODUCTION

The Federal antitrust acts can have profound
effects on marketing decisions. Some recent exam-
ples of this influence include the opposition of
the Federal Trade Commission to the acquisition of
Tup by Pepsi Co. and Dr Pepper by Coca Cola. Yet
many marketing departments do not provide their
students with the opportunity to discuss the depth
and breadth of the antitrust implications of mar-
keting in a separate course of the legal
environment of marketing (Kelley and Brown 1986;
Murphy and Laczniak 1980). The bheginning
marketing course is one place that this discussion
could be incorporated.

Most of the beginning marketing textbooks
positioned toward a beginning marketing course
introduce the antitrust acts, but only
occassionally address the details of how the acts
apply to marketing decisiens. Although
instructors of basic marketing courses may supple-
ment the textbook material with one or more of the
several articles that have been published on
selected aspects of antitrust (e.g., Cady 1982;
Garfield 1983; Ostrom, Xelley and Jackson 1986;
Scammon and Sheffet 1986; Sheffet and Scammon
1985; Werner 1985), the amount of information
contained in these articles may overwhelm someone
without a background in the legal environment of
marketing.

The purpose of the present paper is tc correct
these shortcomings by: (1) reviewing the
antitrust acts; (2} highlighting the evolution of
the judicial standards in selected areas of
antitrust; and (3) suggesting a way of discussing
antitrust in a beginning marketing course. The
paper is not intended to be pedagogical. Rather,
the paper provides additional information that may
supplement an instructoer's discussion of
antitrust.

AN OVERVIEW OF THE ANTITRUST ACTS

All of the Federal antitrust acts are concerned
with market power and restraint of trade, Figure
1 illystrates how the antitrust acts are related.

Selected sections of the Sherman, Clayton and
Federal Trade Commission (FTC) Acts form the hasis
of most of the antitrust litigation. Section ! of
the Sherman Act states that monopolies and
conspiracies are illegal where the result is to
lessen competition. Section 2 of the Sherman Act
addregsses attempts to monopolize by an individual
firm or a combination of firms.

FIGURE 1

RELATICNSHIP OF ANTITAUST LEGISLATION
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The Sherman Act has been amended by the Miller~
Tydings and Clavton Acts. The Miller-Tydings Act
exempted interstate fair trade laws from federal
antitrust enforcement. The Act was later repealed
by the Consumers Goods Pricing Act (19753},
Section 3 of the Clayton Act expressly prohibits
tying arrangements. Sectien 2 of the Clayton Act
(i.e., the Robinson-Patman Act) forbdids price
discrimination among buyers of goods of "like,
grade and quality." Comparatively few actions
have been brought under the Robinson-Patman Act in
recent years as the Act was writtem primarily for
the conditions which existed in depression-era
agricultural markets. Section 7 of the Clayton
Act {i.e., the Celler-Kefauver Act) prohibits
stock and asset mergers where the result was to
lessen competition,



The Sherman Act is complemented by the FTC Act.
The FTC Act seeks to correct all unfair business
practices that substantially reduce competition,
The Act is usually applied in cases where there is
not an exact fit between the Sherman or Clayton
Act and the alleged anticompetitive business
practice being reviewed.

The McGuire Act and Wheeler-lea Acts amended the
FTC Act. The McGuire Act dealt with nonsigner
provisions of interstate fair trade pricing
programs. This Act also was repesled by the Con-
sumer Goods Pricing Act (1975), The Wheeler-Lea
Act strengthened the FIC Act by making unfair
methods of competition and deceptive business
practices unlawful.

JUDICIAL STANDARDS IN
SELECTED AREAS OF ANTITRUST

A comprehensive review of all of the areas of
antitrust (e,g., patents, mergers, etc.,) would
require a paper of c¢onsiderable length.
Therefore, this paper will discuss only the areas
that have direct implications for the marketer:
the monopoly problem; horizontal restraints; and
vertical restraints. This section provides a
brief trace of major court decisions that have
resulted in the present judicial standards in each
area.

The Monopoly Problem

The monopoly problem includes established
monopolies and attempts to monopolize. Cases that
have dealt with the existence of monopoly power
are more prevalent than attempt to monopolize
cases, The evolution of a judicial standard in
monopoly cases began with Standard 0il Co of NJ
(1911) and American Tobacco Co. (1911). In both
cases, the Federal government argued
unsuccessfully that Section 1 of the Sherman Act
literally meant all restraints of trade were
illegal. However, the Supreme Court (hereafter
referred to as the court) decided that the Act
only meant unreasonable restraints. This rule of
reason standard was clarified in U. S, Steel Co.
(1920) when the court held that mere size was not
enough to prove a monopoly existed, a firm had to
take overt action to achieve monopoly power,

Later, the judicial standard was changed to cne
that emphasized market structure and apparent
market power as evidence of a monopoly position
{Alcoa 1945). The Alcoa decision was important in
that monopolies were presumed illegal and the
burden was shifted to the defendant to show it had
not abused its position or that its position was
the result of "superior skill, foresight and
industry.” The interpretation of this decision
clearly indicates that more than monopely power
alone was necessary to viclate Section 1 of the
Sherman Act, The behavior of the monopolist had
to be instrumental in keeping its monopoly posi-
tion,
Shoe [1954) where the decision stated that a
causal link had to exist between conduct (hy it-
self not illegal) and the continuance of monopely
power,

In judging monopolv cases the court must determine
whether a firm possesses monopoly power ana

The Alcoa standard was reaffirmed in United
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whether the power is sipgnificant. Monopoly power
depends on the price elasticity of the product
where elasticity is a function of the availability
of substitutes. In Cellophane (1956), the court
addressed the power issue by focusing on the ques-
tion of in what product market should power be
measured (flexible wrap versus cellophane). Tn
Grinnell (1966), the court focused on the
geographic market (national versus local)} as the
measure of market power., However, the court in
the Grinnell decision apparently realized that
product and geographic markets are inter-related
since the standard that emerged from the Grinnell
decision is monopely power in a relevant market
(composed of the product and gecgraphic markets)
plus some purposeful act to maintain the power
which is not the result of a superior product or
business acumen. Cases since 1966 have been
judged relative to this standard.

Horizontal Restraints

Section 1 of the Sherman Act also addresses
conspiracies to restrain trade. The most liti-
gated horizontal restraint involves price fixing.
The two essential points needed to prove
competitors agreed to fix prices are (1) that
there was an agreement and (2) that the agreement
resulted in anticompetitive conduct,

In Interstate Circuit (1939), the court ruled that
actions "beyond parallel action" were needed to
show that there was an agreement. The action in
this case was a letter of correspondence among
motion picture distributors which suggested film
rental prices be fixed. The decision that more
than conscious parallelism was needed to infer an
agreement was reinforced in Theatre Enterprises
(1954).

Turning to the question of whether the agreement
resulted in anticompetitive conduct, the court has
always viewed price fixing with suspicion. In
Trans—Missouri (1897) the court declared price

Potteries 1927),

fixing was per se illegal. This has remained the
judicial standard, although some defendants have
tried to use the argument that the fixed price was
reasonazble (e.g., Addyston Pipe 1898; Trenton
A stronger per se standard
resulted from the Socony Vacuum (1940) decision
when the court ruled that the defendants did not
have to possess the power to effect price. The
per se illegality of the action could be inferred
from the mere agreement to fix prices.

Concerted refusals to deal (i.e., hoycotts) is
another heavily litigated horizontal! restraint.
Boycotts alse are covered by Section 1 of the
Sherman Act and are per se illegal. The main
issue in a boycott case 1is whether the bovcott is
in the industry's self{-interest or is it designed
to protect consumers. 1n Fastern States Retail
Lumber Dealer's Asscciation (1921% an illegal

_conspiracy was inferrved from the agreement of the

dssopriation to exclude certain wholesalers from
the retail market. However, the court stopped
short of declaring all bovcott's to be illegal.
The decision indicated that only heycorts without
justificarion should be illegal.

The per se standard was established ‘n Fashion
Originator's Guild of America (1941) when the
court determined that the purpose of the Tuild was
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to eliminate competition by serving an extra
governmental agency with the power to police and
punish, The argument of the court was that the
Guild's power could hinder the "freedom of
traders,” and therefore, shcould not he allowad.

Interpretation of the per se rule was softened
somewhat in subsequent bovcott cases. A movement
toward allowing reasonable rules that are
ancillary to the operation of a group or
association can be found in the language of
Associated Press (1945). In Klors Ine. (1959),
the court found that a boycott would viclate Sec-
tion 1 of the Sherman Act if there are less
restrictive alternatives available that would
achieve the same objective.

Vertical Restraints

Vertical restraints differ from horizontal
restraints in that the former only involves the
decisions of one organization (usually the
manufacturer). However, vertical restraints have
attracted a fair amount of antitrust scrutinv.

. Section 3 of the Clayton Act, Section 2 of the

Sherman Act, and the FTC Act are applicable in
cases involving vertical restraints.

Maximum and minimum resale price maintenance {RP¥)
programs have heen ruled per se illegal. This is
despite recent economic arguments that suggest the
rule of reason would be a better standard.
Possible reasons for implementing a minimum RPM
program include the need to: {1) subsidize ser-
vices offered by distributors; (2) police
freeriders:; and (3) recruit dealers for a failinp
firm. However, the potential reduction in
intrabrand competition (i.e., competition hetween
distributors of the same manufacturer's brands)
which results in higher prices and the restriction
of the freedom of traders argument are two reasons
that the court continues to use in judging RPM
programs.

Early on the court decided that individual
manufacturers should not control the prices
charged by independent middlemen and retailers.
In Dr Miles (1911), the court ruled that any
restraint is invalid where the purpose is to des-
troy competition by fixing prices.
(1968), maximum RPM programs fell under the per se
rule even though a maximum price should stimulate
intrabrand competition by keeping prices low,

The fact that the court has not looked at the
economic arguments of RPM was most recently demon-
strated in the Monsanto {1984) decision.
was found guilty of conspiring with its distribu-
tors to fix the price of its herbicides. The
court acknowledged the right of the manufacturer
to unilaterally suggest a resale price, but said
it would be a violation if: (1) a distrihutor was
terminated at the request of a competing distribu-
tor; and (2) the termination was designed to
eliminate intrabrand competition,

The judicial! standard in cases involving
territorial restraints and exclusive distributor-

Tn Albrecht

Monsanto

ships is the rule of reasop based on economic
analysis {GTE Sylvania 1977). The rule of reason
was originally set down in White Motor (1963), but
was changed radically in the Schwinn (1967) deci-

sion to a per se illegal rule, The per se rule
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was based on the argument that once title had
passed from the manufacturer to semeone elge in
the distribution channel, the manufacturer could
not exercise any control over anv of the condi-
tions for its resale, The GTE Sylvania decision
stressed the need to look at the economic effects
of the restraints, such as the effect on inter-
bhrand versus intrabrand competitiocn,

Refusal to deal is another distribution decision
that also has antitrust implications. 1In Colgate
(1919), the refusal to deal with certain distribu-
tors was alleged to he a mechanism to enforce a
RPM program. However, the court decided that a
refusal to deal was presumed legal if the decisgion
was unilateral. If there was an expressed agree-
ment between the manufacturer and its distributors
which restricts competition, then the refusal to
deal would not be allowed (Park, Davis and Co
1960),

A final area of vertical restraints where there
has heen a significant amount of litigation
involves the use of tying arrangements (i.e.,
tying the sale of one product to the sale of
another product), Under the Clavton Act, tying
arrangements involving goods are per se illegal.
Tying arrangements that involve services are
covered by Section 1 of the Sherman Act. In these
cases, the standard is the rule of reason.

The argument that the seller is able to foreclose
competitors from the tied good market if he has
monopoly power in the tying good market is the
basis for holding tving arrangements illegal
(International Business Machines 19036;:
Internationai Salt Co. 1947). However, this argu-
ment is faulty from the standpoint that it is not
possible to get a second monopoly profit in the
tied good market because consumers view tying
arrangements as the purchase of only one product,
not two.

In Jerrold Electronics (1960), the plaintiff was
required to show that a tie existed and that the
seller had economic power in the tying good mar-
ket. Jerrold argued successfully that due to the
technical nature of commercial television
antennas, the requirement that the buyver also
purchase a service contract was necessary to nain-
tain customer goodwill. The court avoided the
goodwill defense by declaring the sale of the
antenna and service contract one product instead
of two. Hence, there was no tying arrangement.
Tn U, 8. Steel Corp (1977} the court decided that
U, S, Steel tied two products (prefabricated
houses and credit), but it did not violate the law
because it did not have economic power in the
credit market (tied product). The end result of
these cases was that the per se rule has not
changed, but the issue of two products and proof
of power has been added. In a practical sense,
the judicial standard now stands as a "narrow"
rule of reason,

APPROACHING ANTITRUST IN 4
BEGINNING MARKETING COURSE

Typically, marketing textbooks cover antitrust in
the chapter on the macroenvironment of marketineg.
This chapter usually appears early in the book.
It is suggested that the antitrust acts be



presented after pricing and distribution have heen
covered, The reason is that a basic understanding
of these mix variables is helpful in achieving a
fuller understanding of the impact of the
antitrust acts on marketing decisions. Hence, a
resequencing of chapters may be necessary.

The monopoly problem is best presented as part of
developing a marketing strategy since the issues
correspond to a strategic level of decision-
making. Many class discussion questions are
suggested by the monopoly judicial standard,
Starting with Alcoa, what does skill, foresight
and industry mean? Heow much market share
constitutes market power? What kinds of
competitive hehavior should be fostered and what
kinds of behavior should be deterred? What kinds
of remedies should be implemented if a firm has
monopoly power? How practical is divestment as a
remedy?

Figure 2 illustrates the potential antitrust
problems of the marketing mix. As the figure
illustrates, every element of the marketing mix
has potential antitrust problems. For example, in
the area of promotion, recent prohibitions of
profession to advertising have been eliminated
trough the antitrust acts (e.g., the result of the
Rates v. Arigona (1977) decision was to allew
attornggs more freedom to advertise). However,
the selected areas of antitrust discussed in this
paper have greater application to product, pricing
and distribution decision. The antitrust treat-
ment in these areas of the marketing mix, together
with suggested discussion questions are
highlighted below.

FIGURE 2

AREAS OF ANTITRUST ANHD THEIR
RELATIONSHIP TO THE MARKETING MIX

HORIZONTAL PRICE FIXING
VERTICAL RESALE PRICE MAINTENANCE

PRICE

CONSUMER

PRODUCT
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TYENG ARRANGEMENTS
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DISTRIBUTION

T

HORTZONTAL CONCERTED REFUSALS TO DEAL

VERTICAL REFUSALS TO DEAL,
EXCLUSIVE TERRITORIES &
DISTRIBUTORS

Product

The major issue that should he discussed is
whether a tying arrangement constitutes one pro-
duct or two. Supplement questions include; (1)
what are the economic harms and henefits of a
tying arrangement; and (2) what if the tied good
is patented?

Price

Horizontal price fixing and maximum .and minimum
RPM programs are examples of pricine decisions
that are per se illegal under the antitrust acts.
In discussing horizontal price fixing, students
may bhe asked what the remedy should be if an
industry fixes prices. Is a monetary fine suffi-
cient to deter price fixing or should people be
held criminally responsible for price decisions?

Discussion of RPM may be approached by listing the
benefits and harms of such a pricing program.
Also, should RPM programs be judged on the rule of
reason? If so, what is reasonable when it comes
to setting a price that is not directly based on
market conditions?

Nistribution

Horizontal and vertical refusals to deal and
vertical restraint decisions related to granting
exclusive territories and/or distributorships also
fall within the scope of the antitrust acts. Tn
discussing boyecotts, a guestion may be asked con-
cerning how a freerider problem cculd he handled
legally. Also, the students may be asked to
speculate why reasonable and ancillary trade group
rules may mitigate the potential of the group te
abuse its power,

Several questions alsc become apparent when verti-
cal restraints on distributors are discussed. For
example, are unilateral decisions to terminate
distributors really effective if no agreement
(implicit or explicit) exists between the manufac-
turer and other distributors? What methods can a
manufacturer use to police exclusive territories?
Finally, what happens to the other elements of the
marketing mix if vertical restrains on distribu-
tors are not allowed?

SUMMARY

Due to paper length constraints only an overview
of the antitrust aspects of marketing could be
presented, The marketing educator should add to,
and update, the information provided in thisg
article as s/he deems necessary. The essential
point is that business students in general, and
specifically marketing students, he exposed in
more depth to the antitrust implications of
marketing decisions. The basic course in
marketing is the most logical place to provide
this discussion,
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A tying arrangement is an example of a product
decision that could have antitrust implications
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A RESEARCH CONSORTIUM PLAN JUXTAPOSED WITH 4 MODIFICATION TC THE MARKETING RESEARCH COURSE

Arthur Saltzman, California State University, San Bernardino

ABSTRACT

There are twe related thrusts of
this paper. First, is the suggestion
that the inclusion of a large scale
survey in the marketing research
course heas substantial pedagogical and
practical benefits. The second ides,
which builds upon the first, is that
ingtructors of marketing research
should ferm consortia to share data
derived from surveys collected by con-
senting students. Each of these con-
cepts is discussed and then a plan for
their implementation is propoced.

RESTRUCTURING THE MARKETING
RESEARCH COURSE

Virtuvally every instructor of
marketing research complains about the
difficulty of covering #ll the impor-
tant subjects in 8 one quarrer or omne
semester course. In order to provide
students with hande-on experience in
the research process most have used
some version of the live-case or team
projeet approach discusesed by several
authorse (Browne 1979; Dandurand 1986;
de los Santos and Jenegen 1985; Dom-
meyer 1986; McCain and Lincoln 1982).
But if we do a thorough job of teach-
ing the steps that comprise the re-
search process, then there is little
time for students to do a complete re-
search project. We often settle for
small groups of students each develop-
ing a recearch design with perhaps a
pilot data collection effort, Espe-
cially at schoole ueing the ten week
quarter, the students are rarely in-
volved in a significent data collec-
tion effort.

When the live-case approach is
used a problem which often surfaces
during the later parts of the project
is that students develop unrtealistic
recearch designs because they have
never been exposed to the realities of
data collection {Dommeyer 1986)., How
often have our students, after con-
ducting several interviews, commented,
"I wish I had some interviewing ez-
perience before I developeéd this ques-
tionnaire." .

In response to these problems I
propose a basic modification to the
market research course:

At the beginning of the course
students shculd participate in a
structured large scale dara
collection and coding effort.
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Berefits of the Modificetion

There are at least two major
benefits to this approach. First is
the experience and practical knowledge
that come from being involved in a
real rather than contrived deta col-
lection effort. No amount of lectur-
ing can convey the problems involved
in implementing & random sampling
design in a4 ehopping mell envirohment
or teach student interviewers how to
hendle rejection in a personal inter-
view situation. The time pressures,
logistics and other problems as-
sociated with coordinating many inter-
viewerg simply c¢annot be simuiasted in
g meaningful wey.

The second benefit comes from
doing the practicum in data ceocllection
before the other research steps. We
currently teasch the marketing reseatch
subjects in the order im which they
are performed ino practice. For help-
ing students learn the substantial
body of knowledge encompacssed by
marketing research this is probably a
reasonable structure and is the
sequence used in virtually all texts
on the subject. However, for the ex-
periential -aspects of the course there
are substantial benefits if we require
students to be part ¢f a team which
conducts interviews and codes data
early in the course.

This data collection experience
will give added meaning to the cother
aspects of the course. Students who
have dealt face-to-face or at least
over the phone with dozens of recal-
citrant respondents will be knowledge-—
able about respondents reacticne to
the length of the questiconnaeireg and
to sensitive questions. Students who
have struggled with codiong a batch of
questionpaires will be especially con-
cerned with decisions asbout whether
questions are to be closed or open-
ended. Having aiready been involved
in real data cellection, students will
have much more ineipght, involvement,
and motivation af they learn about
defining the problem, establighing ob-
jectives, and designing the question-
neire.

Instructors who adoept this con-
cept will still want to have students
involved in experiential activities
after they complete the data gathering
and cocding. Depending on the time
available, students should be assigned
individual or team projects which get
them involved with the early steps in
the research process including problen
definition, research design, and ques-



tionnaire development. In a graduzte
level course or & one gemester under-
graduate merketing research course
there may be encugh time remsining to
also have students conduct the dats
gathering, anslysis, and report
preparation tasks, However, as I sug-
gested earlier, many of us who teach
marketing research already cram too
much into the course.

Other Time Saving Technigues

To ameliorate this time crunch
problem I suggest an approach used by
several television shows which provide
instruction on how to prepare compli-
cated gourmet meals. I call this the
"Julia Child-Galloping Gourmet™ ap-
proach. Julia mixes her ingredients,
places them in an oven and in an in-
setant a cooked version is ready to be
garnished and served. We do not bave
to wait for the oven to do its work
beceuse & fully cooked version is
waiting in the wings. The time con-
suming wait for the over to do its
work is eliminated. 1In a similar
vein, aren't there some time saving
sleights of hand we could use to
compress the time taken in some parts
of the marketing research process?

Several steps in the research
Process are very time consuming and
could easily be shortened. The
"cleaning" or editing of the coded
data is often a substantial bottleneck
in the process. The advent of user
friendly Computer Assisted Telephone
Interviewing (CATI) software offers a
partial solution. For pre-coded ques-
tions these CATI systems eliminate the
data editing step by generating a
machine readable data file from each
interview (Dandurand 1986). Although
the time required to teach students
how to use this tool may offset some
of its time saving benefite, CATI is
becoming a standard element in the
data gathering industry and ies there-
fore one in which our students should
receive hands-on experience.

My other candidates for time con-
densing are the multiple revisioms and
pilot tests of the survey instrument.
Certainly students need to understand
the importance of pilot testing every
questionnaire. But do they need to
devote several weeks to this process?
A refined survey instrument could be
available as the class began.

But where would this ready made
questicnnaire come from so this data
collection effort could start as soon
as the students have been trained in
interviewing techniques. Of course
one option is for the imstructor to
prepare 2 viable survey instrument
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based on his/her own research agenda.
This has been done, but the practice
of using Btudents in our courges to
collect our research data is often
frowned upon by university administra-
tion.

In the following section of this
paper, I present another option which
may allow us to overcome some of the
ingtitutional problems associated with
this practice. My propeoeal is that
the responsibility for developing the
questrionnaire should be relegated to =
marketing research consortis.

ESTABLISHING MARKETING RESEARCH
CONSORTIA

Although there are many posseible
variations. the basic consortium con-
cept is gimple. Two, three, or more
faculty from different institutions
agree to have the gtudents in their
marketing research course collect data
using the same questionnaire and re-
search design. They then share the
data which has been coded and put on
floppy disks. There replicated data
sets would then forw the basis for
jointly authored papers.

While marketing faculty often
collaborate in the writing of research
papers, we rarely coordinate our data
collection efforts so that we have
comparable results from different
geographic areas. The potential
benefits of replication are substan-
tial (Mackay 1979; Ostheimer 1977).
There would be larger data sets which
could lead to more confidence in our
results., We alsc would be able to
compare results from different cities
and regions. Perhaps most important
would be the opportunity for extended
interaction with another researcher on
a subject of mutual interest.

Developing the Consorria Secretariate

My suggestion for a successful
consortium plan would start with the
establishment of a coordinating
mechanism in the form of & secretar-
iate whose objectives would be to
stimulate the formation of marketing
consortia and sssist consortia in
their research tesks. This secretar-
igte would be established at an
academic imstitution which is willing
to provide some released time and sup-
port for a faculty member to manage
the consortium concept for a two to
three year period. An advisory board
consisting of faculty and practicing
marketing research professiconals would
also be created.

In its initial stage this

o SRR,
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sBecretariate would focus on providing
matching or brokerasge services to in-
terested faculty. Acnnouncements about
the gervice would be placed in tar-
geted media such as the Marketing News
and several marketing journals. The
secretariste would also provide advice
on how to operate the consortia. Once
a congortium was established and its
members had decided on a topic they
would perform the following tasks:

I. Prepare & research design and
survey inetrument. Member
faculty would meet to agree on &
common plan for conducting the
research., This effort would start
early enough to insure that a
pilct test could be performed
with the questionnaire before the
data collection phese.

2, Collect data in several
geographic settings. Students in
the marketing research course or
some other student group at esch
consortium institution would ad-
minister the questionnaires to
respondents.

3. Code and c¢lean data and put
on floppy disks. Students would
code the data they ccllected.
The faculty would be responsible
for "cleaning™ the

survey dats and putting it on
floppy disks.

4. Share the data and
develop research papers. Col=~
laborative efforts would evolve
from the previous activities,
Papers which compared the results
of surveys from several
geographical areas would be the
most likely outputr of this tvask.

Flexibility in the way each con-
sortium operarces would be essential.
In several different situations the
secretariate would facilitate the for-
mation of consortia by matching
faculty with similar research inter-
ests. Some consortia would start with
a faculty member with a complete re-—

search design who would like to repli-

cate the study in several areas.
Another situation reguiring & matching
function would be a faculty member who
teaches the marketing research course
and is trying to develop a new re-
gearch area.

The congortium concept may not be
especially fruitful for faculty from
the larger research institutions ot
these who already have established
networks among their colleagues.
However, it may be particularly ap-
pealing at universities which require
a reascnably heavy teeching load but
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6till expect journal publicaticons of
their faculry.

A Broadened Agends

After the secretariate has
successfully implemented a few consor-
tia a higher level of coordination
could be considered., In this more ad-
vanced phase larger consortium Teams
could be formed to collect data on
subjects suggested by the advisory
becard. To implement thie broedened
agenda for the secretariate the fel-
lowing tasks would precede the cone
which were described earlier:

1. Select topics for the

year., The advisory board would
be responeible for selecting
three or more important topics.
This would be similar te the an-
nual list of research pricrities
which is developed by the Market—
ing Science Institute (Day 1879}.
Sugpestions for hypotheses would
2lso be made by the

advisory board.

2. Develop surveys and code
books. Working groups of three
frculty would mpeet once a year to
produce & questionnaire and code
book for each selected topic.
These working sessicns could be
coordinated with & marketing con-
ference such as the annual WHMEA

meetings.

The above represent some of the
more important considerations in the
consortia concept. Lack of space does
not allow full discussion of addi-
ticnal issues such as the complica-
tions inveolved in funded projects; the
potential role of market research
firme; and legal issues. These will
be included in a proposal for the in-
stitutionalization of the market re-
search consortia concept.

CONCLUSION

This paeper presented two related
proposals for incorporating useful re-—
gearch projects into the curriculum of
marketing research courses in such a
way as to benefir both students and
instructors. First, it was proposed
that students be involved early in the
course by participating in a large
scale data gathering effort which
could be cconnected to the professors
research interests. The benefits are
numerous. The students would ex-
perience the excitement and frustra-
tions of interviewing real respondents
and tabulating real data, rather than
data from a simulated or abbreviated
research project. The students ex-
perience in interviewing would help



them design research projects and
questionnaires in subsequent parts of
the course. The students would also
benefit from the professors heightened
motivation to teech them to be excel-
lent interviewers gather his datas.

The professor is provided with »a dsta
base for his research.

The second proposal was for the
development of consortia to gather
jdentical data in several geographic
locations. This would extend the dats
bese in quantity and quality; more
‘cases would provide more statistical
significance, and geographical
simjlarities snd differences would
make the data richer. And finally,
the joint projects of the ¢onsortia
would provide an intellectually
gtimulating envirconment for faculty to
generate research designs and develop
regearch papers.
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BEHAVIORSCAN, ERIM, SCANAMERICA AND MARKETING EDUCATION

Dave Kruegel, San Jocse State University, San Jaose, Ca 95192

groups for testing different products and
pramotions. Unigue test groups for each
ABSTRACT marketing experiment are formed on the
basis of demographic characteristics and
purchasing histories., Purchases for baott
panel members and community residents are

Electronic innovation is changing the way captured . by supermarket and drogstore

market research 1s cornducted. It is now SCanners. Ihe nat result is that
practical to cambine supermarket BehavicrScan provides a method for
"gcanner” data, TV viewing patterns, cnnduct1n9 powerful marketing
package good purchase histories, and Bxperiments.

household demographics into a single data

base. Inese data can be used to stucy BehawviorScan data suitable for classrocom

the detailed gffects Lpon consumer )
- 1 o use are now becoming available. This is
pu Cha535 cau;ad b television important because accurate reparts of

advertising variables such as copy ;
weight and Flightin d 1 ! gasy-to-understand, designad marketing
1ansti ate uthsrlg l‘gﬂl an atsmt te experiments have been difficult to lozate
=] varianles important in previously. Illustrative results From

consumer purchasing decisions,
P g ang of sSEVEN raported BehaviorScan

i re presented below.
Three preoviders of this "single spurce” experiments a R

data are BehaviorScan, Ecim,  and The reportsd experimertal prosedures and
ScanAmerica. These services are reviewed results car be used either to illustrate
and compared with particular attention substantive marketing and advertising
given to BehaviorScan. Then the use of gereralizations or to illustraze
data from BehaviorScan in marketing methodalogical principles.

education is considered.
Instructors and studsnts no longer need

thaviurScan gathar; da;a from t;n small to depend excessively wpon hypothet:ical
cities, such as WUisalia, CA, dispersed examples ot & few well-known reports such
across the US. Each test city is served as Ackoff’'s EBudweiser studies. The
primarily by cable TV. The television infFormation revolution has changed
sets of pan?; hqusahnlds, about 3,0oq’par marketing research anrd also has provided
city, are "individually addressable” so an gpportunity For advances in marketing
that test commercials can be directed to education.

different “"experimental” and “control®

SHARE OF CATEGORY SALES

PERCENT

¢ : : ) P 5 8 7 5
FOUR-WEEK PERIODS
COPY A 8.8 16.4 10.4 8.2 10.8 10.5 i2.5 8.5
Cory B 8.3 14.8 ez 7.4 6.8 7.5 7.0 6.5
Scgurce: *Measuring Advertising Effectiveness with BehaviorScan: Capabilities

and Case Examples,” 21 pp. and "New Product Testing with BehaviorScan
Capabilities and Case Examples,” 22 pp. Availahls fFrom: Information Resources
Incorporated, 150 North Clinten Strest, Chicago, IL, S60B06: phone 3182 786-1221.
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SERVICES QUALITY IN TEACHING:
AN EXPLORATORY APPLICATION OF THE DISCONFIRMATION MODEL

Joseph L. Orsini, California State University, Sacramento
Melanie Meyer {student), California State University, Sacramento

ABSTRACT

Recent research in services marketing theory,
regarding services quality, proposes a model of
overall gquality based on both perceptions of
service attributes and the expectations of those
attributes. A test of this hypothesis in the
tollege teaching industry, contrasting the hypo-
thesized model with the more usually used model
based on perceptions alone, does not substantiate
the hypothesis, However, mitigating factors may
be responsible rather than weakness of the basic
theory.

INTRODUCTION

Teaching effectiveness, or quality, is one of the
most important aspects of faculty development and
promotion in higher education institutions (Bras-
kamp, Brandenburg and Ory 1984}, While various
means of evaluating teaching quality are used, the
most popular continue to be those performed by
students (McCallum 1984). The education litera-
ture has a substantial heritage of discussions of
the use of student ratings of faculty (Cohen
1981}, where concerns generally center on the
composition of the particuiar instrument being
used (Lammers and Kirchner 1985).

Interest in the field of services marketing is
much more recent, with the prepcnderance of the
literature being less than a decade old. Even
more recently, interest in services guality has
led to the introduction of a hypothesis with
important ramifications for teaching quality
evaluation, This hypothesis, generaily referred
to as the disconfirmation model (Gronroos 1984,
Parasuraman, Zeithaml and Berry 1985), states that
overall perceived service quality is a function of
the level of the perceived individual service
characteristics, mitigated by the expected level
(prior to the receipt of the service} of those
characteristics,

The purpose of this paper is to perfarm an explor-
atory study regarding the application of this
theory to the college teaching industry., The
hypothesized disconfirmation model of instructor
effectiveness will be compared to the more widely
used multiattribute model, which holds that over-
all instructor teaching rating is a direct func-
tion of the levels of perceived instructor charac-
teristics {e.g., Marsh 1982}, Should the discon-
firmation model be found to be a superior evalu-
ation method, redesign of the many existing teach-
ing effectiveness instruments would have to be
considered.
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LITERATURE REVIEW AND HYPOTHESIS

Within services industries generally the employ-
ment of user ratings of services quality is firmly
established, both theoretically (e.g., Lewis and
Booms 1983) and in application (e.g., Center for
the Study of Services 198l), The same process
also has a long history of use in the coliege
teaching industry (Cohen 1981}.

The increasing importance of services in the

American economy (Business Week 1981), together

with increasing importance of product quality in
general {Garvin 1984}, has led to efforts aimed at
generating service guality models applicable
across a wide variety of services. OQut of this
stream of research has recently come the hypothe-
ses that overall perceived quality can be measured
on ten service attributes, and that this overall
perceived guality is a function of the perceived
level of these attributes, mitigated by the expec-
tations of those attributes (Parasuraman, Zeitham?
and Berry 1985; see Fig. 1).

FIGURE 1

Determinants of Perceived Service Quality
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Source: Parasuraman, Zeithaml and Berry (1985}

These hypotheses were derived subjectively from
focus groups of consumers and depth interviews of
managers, based on discussions of four industries:
retail banking, credit cards, securities broker-
age, and product repair and maintenance (Parasur-
aman, Zeithaml and Berry 1985}. As the authors
state,

(The figure) indicates that perceived service
quality is the result of the consumer's com-
parison of expected service with perceived
service. (p. 47)



The implications of this hypothesis, if sustained
by empirical research, would be widespread, in-
cluding its application to the coliege teaching
industry., It would mean that faculty evaluations
by students, to be valid rating instruments, would
nave to include measures of student prior expecta-
tions as well as observations at the end of the
semester. In other words, the reputation of an
instructor or course would, according to this
theory, have a substantial impact on student per-
ceptions of the overail quality of the teaching.

Based on their review of teacher evaluation pro-
cesses, Braskamp, Brandenburg and Cry (1984) con-
¢lude that evaluation instruments should be used
for two purposes: overall evaluation, and faculty
development.
however, is different for each of these purposes,
For matters of retention and promotion, only glo-
bal or overall ratings are necessary.

For faculty development, however, individual items
of quality measurement should be used. The selec-
tion and measurement of these individual items is
more difficult, and it is the individual items of
faculty evaluation which are pertinent to the
disconfirmation theory. Faculty members trying to
jmprove tneir teaching guality, for example, would
find that reputations developed from previous
courses taught may mask their current efforts at
improvement and change.

Thus far, little empirical research has addressed
the concepts propesed in Parasuraman, Zeithaml and
Berry (1985), Orsini (1986) examined the ten
characteristics aspect of their model and con-
cluded that these ten performed as well as charac-
teristics developed specifically in the college
teaching industry. Empirical substantiation of
the disconfirmation mode! has not, at this writ-
ing, appeared in the literature.

The purpase of this exploratory study is to test
the disconfirmation model hypothesis by comparing
the predictivensss of that model with the more
commonly used multiattribute model based on direct
perceptions. The college teaching industry is
again used as an area of application. In particu-
lar, for overall teaching quality (Q):

Hl: The disconfirmation model Q = f(Perception -
Expectation) will be more predictive than the
direct attribute model Q = f({Perception).

H2: The disconfirmation model Q = f(Perception -
Expectation) will be more predictive than the
model of teaching quality as a function of
perception and expectation in combination Q =
f(Perception, Expectation).

H3: The disconfirmation model Q = f(Perception -

Expectation) will be more predictive than the
model of teaching guality as a function of
perception and aisconfirmation in combination
0 = f(Perception, Perception - Expectation).

METHODOL. 0GY

A correlational design was used to evaluate the
disconfirmation model as compared to the other

The nature of the rating instrument,’

models., Difference in predictiveness of the mo-
dels served to test the hypothesis of superiority
of the disconfirmation model.

A convenience sample of 5C upper-division under-
‘graduate business majors was used to test the
hypothesis. The subjects were randomly divided
into two groups: one group was asked to evaluate
an instructor of their choice they have had re-
cently who they thought was effective; the other
group was asked to select and evaluate an instruc-
tor they have had recently but who was ineffec-
tive, This procedure was implemented in order to
derive a wide distribution of service quality
perceptians,

The test instrument used for instructor percep-
tions was developed by Marsh (1982), uses & 5
point rating scale for all instructor character-
istics and the overall measure of quaiity, and is
similar to the many instruments used in instructor
evatuation, It was a self-administered instru-
ment, and completed during the class session. The
expected levels of the various items were measured
by using basically the same instrument, but in-
structing the respondents to perform the ratings
as they expected them on the first day of class in
the course. Thus the expectations evaluated were
not true expectations, but the memory of those
expectations, This issue is discussed in greater
detail below.

Analysis was by correlation and multiple regres-
sion. The individual items of the test instrument
were first grouped together in their respective
categories, e.g., Enthusiasm, Organization, etc.,
then used for correlation and regression, There
were thus seven multi-item predictors, and the
single item criterion variable: the comparison to
other instructors.

FINDINGS

In addition to bivariate correlations and multiple
regression of the models as discussed above, non-
Jinear and multiplicative forms of the regression
models were tested, None were superior to the
predictiveness of the linear additive models,
hence the latter were used in hypothesis testing.

The resutts of the bivariate analysis of overall
teaching quality and the seven combined character-
jstics is indicated in Table 1. While the p = .10
would usually be suitable for hypothesis testing,
given the probability of experiment-wise error
{multiple hypothesis tests producing significance
by chance), the p = .01 level of alpha (approxi-
mately .10/7) is more appropriate even for explor-
atory research, While the correlations of all

of the Perceived and all of the Disconfirmation
(Perceived - Expected) variables are significant

.at p < .01, only Organization of the Expected
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variables is significant at even the p < .05
level.

The multiple regression testing of the hypotheses
utilized stepwise regression for each model devei-
in the hypotheses tests, the stability of
the resulting modeis was indicated by the same
variables being predictive whether either forward
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or backward stepwise regression was used, For the
testing of Hypotheses 2 and 3, the Expected or
SJisconfirmation variables were preferentially
entered into the model first, then the Perceived
variables allowed to enter. The results of these
analyses are indicated in Table 2,

TABLE 1

Correlations of Perceived, Expected,
and Disconfirmation Characteristics
With Overall Quality

Disconfir-
mation*
Variable Perceived* Expected**  (Perceived-
Expected)
Enthusiasm .90 .22 72
Organization .89 .30 g7
Interaction .79 -.02 .75
Rapport .75 -.01 .73
Breadth .70 -.13 .65
E xams .81 -.19 .74
Assignments .73 -.17 .68
n = 50
* = a1l variables significant at p < .01

% = no variables significant at p = .0l

TABLE 2

Models of Overall Perceived Service Quality

Number of
Coefficient of Variables
Model* Determination** in the Model
Q = f{P-E} .65 2
g = f(P) .90 4ank
Q = f(P, E} .90 sk
Q = f(P, P-E) .90 4k
n = 50
* = gsaryvice characteristics:
P = pPerceived;
E = Expected,
= Qverall Perceived Quality
% = 3]] results significant at p < .0l
**x* = identical variables in gach model

It will be noted from Table 2 that all models pro-
duce significant overall predictiveness, However,
while the Disconfirmation model was significant,
it was substantially lower in predictiveness than
the Perceived model. Also, the resulting models
found significant for Hypotheses 2 and 3 are the
same as the Perceived model, i.e., contained the
'same four variables as the Perceived model. Thus,
none of the hypotheses are sustained, as the ser-
vice quality model based on orly Perceived varia-
bles was superior in predictiveness to any other
form.

DISCUSSION

The results of this study do not support the dis-
confirmation hypothesis of Parasuraman, Zeiihaml
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and Berry (1985), that perceptions of overall
service guality are a result of the difference
between observed and expected levels of provider
characteristics., The more widely acknowledged
model, of overall quality evaluation as a direct
function of attribute perceptions, provided sub-
stantially greater predictiveness. Further, it
may be speculated that the predictiveness of the
Disconfirmation model was due to the strength of
the perceptions only, and the subtractiom of ex-
pectations only served to detract from the predic-
tiveness of the perceptions.

One possible explanation regarding the lack of
Parasuraman, Zeitham! and Berry's (1985) hypothe-
sis substantiation is that, in the performance of
their qualitative research, the authors were un-
able to differentiate between consumer opinions on
service guality and consumer satisfaction with
that quality. In a contemporary article on the
same study, the authors discuss the disconfir-
mation mode] more in terms of satisfaction with
overall service quality rather than the overall
service quality itself (Berry, Zeithami and Para-
syraman 1985, p. 47)}. This would be mere in ac-
cord with the widely accepted disconfirmation

‘model of consumer satisfaction and dissatisfaction

{e.g., Swan and Combs 1976).

However, shortcomings found in the methodology of
this exploratory study are also possible explana-
tions for the results found. Inherent in any
small convenience sample is the problem of lack
of stability of the findings due to small sample
size. Further, generalizability is certainly sus-
pect, as only upper division business majors en-
rolled in the author's marketing research courses
were used as subjects. While they were free to
consider any subject matter and faculty member
they desired, extending the results to other
courses, majors, or schools should be undertaken
with extreme caution.

However, still other plausible explanations for
the findings should be considered, in addition to
shortcomings of theory and method. One of these
js the difference between the industry of applica-~
tion of the theory and the industries from which
the theory was derived. While the retail banking,
credit card, security brokerage, and product re-
pair and maintenance industries differ from each
other in some respects, they also seem similar in
many respects. Three of the four, for example,
are retated to monetary aspects of consumers'
1ives, while the fourth is retated to property.
Many other dimension of services have been pro-
posed {e.g., Lovelock 1983), thus raising the
possibility of industry specific results in both
theory and test of theory.

In this regard, other variables, possibly related
to industry, may act as covariates in effecting
the putcomes of both the theory development and
the theory test. In the consumer satisfaction/
dissatisfaction literature, for example, Oliver
and Bearden (1983) conclude that there is a pos-
sibility that the importance of expectations as a
determinant of satisfaction decreases for high
involvement products, while the importance of
performance increases. Similarly, Churchill and
Suprenant (1982} found that satisfaction with a



video disc player was only related to performance
perceptions, and was not effected by either the
disconfirmation experience or prior expectations.
Since college courses would, in all likelihood, be
considered highly involving, the weakness of the
disconfirmation model of service quality in its
applicability to the college teaching industry
may, nonetheless, still be applicable for the
‘industries of the theory development.

Sti11 another possibility involves the length of
time elapsing between the actual expectation of
guality (prior to the start of the semester) and
the evaluation of the service (the end of the
semester). Since the evaluation of expectations
was based on the memory of prior expectations,
rather than the expectations themselves, simple
forgetting is one strong possibility. With random
positive and negative memories by different stu-
dents, the results of no significant association,
as found, is plausible. However, as the actual
course/instructor evaluation process takes place
at the end of the semester, the conditions of this

hypotheses test are similar to the actual instruc-

tor evaluation situation.

FUTURE RESEARCH

The findings of this preliminary study, and their
possible explanations, have raised some important
issues for consideration in the development of a
useful model of service quality., Particularly
jmportant is the question of the effects of level
of involvement on the expectation portion of the
disconfirmation model. More specifically, at
guestion is the effect of the level of consumer
involvement on the relative importance of percep-
tion and expectation, such that higher involvement
yields higher perception importance and lower ex-
pectation importance. '

Other issues deserve investigation., One is the
effect of memory on the expectation portion of the
disconfirmation mode] for services of long dura-
tion. Also, the guestion of perception of gquality
vs, satisfaction with gquaiity deserves attention.
Conceivably there might be a very complex rela-
tionship among expectations, perceptions, and
-satisfaction with perceptions. :

Certainiy an early step in this research ought to
be to replicate the findings of this study on a
targer and more representative sample of students,
1t should be possible, in doing this replication,
to investigate the satisfaction/perception issue,
and perhaps even the memory issue, with a minimal
additional effort. At any rate, the importance of
the subject area warrants additional research in
the very near future.
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THE MARKETING RESEARCH MAJOR
COURSE RECOMMENDATIONS AND CAREER OPPORTUNITIES

Sharyne Merritt, California Polytechnic University, Pomona

ABSTRACT

A8 marketing research becomes widely accepted as
an integral component of the marketing management
process and as job requirements become more spe-
cialized, marketing departments must face the
needs of students who seek a research career. The
purpose of this study is to help meet those needs
by (1) identifying what course of study will best
prepare students for a career in marketing re-
search and (2) providing an overview of the oppor-
tunities in the field.

A survey of marketing research professionals in
the Los Angeles area was conducted in 1986. A
total of 197 deliverable questionnaires were sent
ocut with one followup. Marketing suppliers were
most heavily sampled (115); consumer companies
(such as Hunt Wesson, Carnation, Matel) next (44);
and advertising agencies third (38).

The total response of 71 completed questicnnaires
represents an overall response rate of 34Z. The
response rates for the three subsamples were:

40% for marketing suppliers, 30% for consumer com-
panies, and 32% for advertising agencies.

There is a good deal of agreement among research
professionals on the courses they would recommend
for research students, Seven courses are seen as
important by at least 50% of respondents in all
three groups. These seven courses are: Marketing
Research, Report Writing, Consumer Behavior, Prin~
ciples of Marketing, Interviewing Techniques,
Multi-variate Statistics, Research Methods in the
Behavioral Sciences, and Marketing Case Aralysis.

In addition, half of respondents in both research
firms and advertising agencies recommended Adver-
tising Principles, Group Discussion, and Infer-
ential Statistics. And over half of the respon-
dents with research firms and consumer companies
recommended Statistics for thé Behavioral Sciences.

Four traditional marketing courses —- Product and
Brand Management, Professional Selling, Advertis-
ing Management, and Advertising Copywriting --
are viewed as important only by researchers in
advertising agencies,

The data on job openings suggest that there are
entry level positions available in marketing re-—
search in the Los Angeles area. Of the 47 firms
firms responding to a question on openings ex-

pected in the next year, a total of 73 jobs were
noted as available; an average of 1.6 positions.

Among research suppliers and advertising agencies,
these jobs are likely to go unadvertised and to be
filled by word-cf-mouth. Consumer companjes are
more likely to rectruit entry level personnel
through newspaper advertisements. Advertising
agencies are somewhat more likely to positively
respond to "walk ins." None of the three types

of firms are likely to recruit on campus or
through agencies.
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Information on compensations and backgrounds of
research employees was provided by only half of
the respondents. As such, these data must be con-
sldered only suggestive.

Students with Bachelor's Degrees and minimal prior
experience can obtain positions as Junior Analysts
with salaries in the high teens and up to $20,000.
With two or three years experience as a Junior An-
alyst and possibly with the addition of an M.A. or
M.B.A., the employee could reasonably expect to be
promoted to Analyst at $23,000.

Another three vears of research experience should
bring one to the level of Senior Analyst with a
salary averaging $32,000. To become an Assistant
Director of Research, or Research Director re-
quires a broader background -- 5 to B years of
non-research experience -~ and a Master's Degree
or possibly, for Director, a Ph.D. The compensa-
tion reflects these credentials averaging $56,000
for Director.

The data on course recommendations and career op-
pertunities suggest several directions for Mar-
keting faculty. F¥First, departments offering an
undergraduate emphasis in marketing research
should design ap interdisciplinary program drawing
upon courses taught in communications, statistics,
and the behavioral sciences.

Second, faculty should encourage students who wish
to work for a research supplier or an aavertising
agency te make contacts -- through internmships,
participation in local chapters of the AMA, or
attending seminars —-- which will give them entree
to "word-of-mouth" information about job openings.
Students who wish to work for a consumer company
should bpe directed to the more conventional route
of newspaper advertisements.

Third, faculty should make it clear to research
students that in order to move up In the field,
they will have to get an M.A. or an M.B.A.

Marketing research 1s a viable undergraduate em-—
phasis for students with interdisciplinary inter-
ests, the ability to make personal contacts, a
commitment to obtaining a graduate degree, and
professional goals that do not rest on high mone-
tary compensation.
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CHEATING IN ACADEME

Gail Tom, School! of Business and Public Administration, California State University, Sacramento
Norm Borin, School of Business and Public Administration, California State University, Sacramento

ABSTRACT

The iiterature on cheating in academe suggest
that cheating is a serious problem in schools,
The Carnegie Council Report states that there is
a growing "ethical deterioration" in academic
Tife and reports that an increasingly larger
percentage of college students feel that "some
forms of cheating are necessary to get the gra-
des they want "

Ore major area of research on academic dishon-
esty include investigations to understand why
cheating occurs, This research approach deals
with the (1) personal characteristics of
cheaters/noncheaters, (2} situational factors
that affect the occurrence of cheating, and (3)
reasons for cheating. Other research on the
topic of cheating appreoaches it behaviorally and
investigates the effectiveness of various metho-
dologies to prevent cheating from occurring,

Surprisingly, for all the research attention
that cheating has received, there has been 1it-
tle research investigating the perception of
cheating as an explanatory variable for cheating
behaviors. It may well be that the frequency of
cheating behavior is related to and can be par-
tially explained by the person's perception of
the severity of committing various forms of
cheating behaviors. A major purpose of this
study was to test the premise that the students'
perception of cheating is related to their
cheating behavior,

A random sample of 149 students, representing 7%
of marketing majors, were selected from seven
undergraduate marketing classes offered at a
large western university during the spring
semester, The students' perception of the
severity of various types of cheating ‘behaviors
was measured with a 23-item questionnaire using
a 5-point Likert scale., A constant sum scale
was used to measure the students' designation of
their cheating behaviors for various types of
class assignments and examinations. It was
hypothesized that the frequency of students'
cheating is inversely related to their judgment
of the severity of the cheating behavior,

A person's judgment of the severity of various
types of cheating behavior reflects his inter-
nalization of societal norms and definitions.
Scrole's Scale of Anomia was used to obtain a
measurement of the degree of the students'
internalization of society norms. [t was
hypothesized that the greater the degree of
internalization of societal norms, the less the
frequency of the occurrence of cheating behav-
jors,
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Additionally, a measurement of the marketing
faculty's perception of cheating was obtained in
order to compare the faculty's perception of
cheating with that of the students.

The findings support the hypothesis that the
more frequently occurring the cheating beha-
viors, the more lenient the judgment of the
severity of the cheating behaviors. A student
is less likely to perform cheating behavior to
the extent that his judgment of that cheating
behavior is severe., However, the direction of
the causal arrow is not clear. It may be that
the students' judgment of severity of cheating
behavior serves as a deterrent to performing
cheating behavior, or it may be that once stu-
dents have cheated their judgment of the sever-
ity of the committed, irrevocable behavior
becomes more lenient. Certainly, attitude con-
sistency theories would support the latter
interpretation. However, support of the hypoth-
esis that students who cheat alse possessed
lower levels of anemia would suggest that the
person's judgment of the severity of the cheat-
ing behaviors precedes the occurrence of the
cheating behavior.

Given the high percentages of self-reported
cheating (49% of the -students report that they
have cheated at the University), faculty cannot
depend upon student internalization of social
norms to prevent the occurrence of cheating
behavior. The results indicating that there is
a congruency between the faculty's and the stu-
dents' perception of the severity of various
types of cheating behaviors, provide a common
starting point from which faculty should take
proactive measures to prevent the occurrence of
cheating.

The problem with cheating in University market-
ing classes is not that it is creating incom-
petents, as much as it is producing a generation
of individuals who believe that they can be
"above the law," and who do not take pride in
producing their own best efforts, but who will-
ingly accept credit for the mediocre work of
others. Educators cannot lose sight of the fact
or abdicate the responsibility that universities
serve both an educating and a socializing func-
tion.



Self-Marketing:

Bridging the Gap

Edward Golden
Central Washington University

A recent report by the Carnegie Foundation
for the Advancement of Teaching says that there
is a disturbing gap between college and the 'real
world," and that there has been a dramatic in-
crease in the emphasis on '"careerism."

What our colleges and universities have
been doing has been to respond to declining en-
rollments with offerings that raise the expec-
tations of employment after graduation. What we
have neglected to do is to teach students how to
market themselves. As a result, many students
have found their expectations to be unrealistic
and are disappointed with the career opportunit-
les available to them after graduation.

Faculty members usually assume that the
career placement centers will take care of this
problem. Except, perhaps, for the most presti-
gious schools, this does not happen. The place-
ment centers, often under-funded and under-
staffed, do help the student whose specialty is
in short supply or where, traditionally, campus
recruiting has been the channel used for entry
level positions.

Even in this instance, the number who find
this channel of value is small. A recruiter for
a Fortune 500 company told the writer that he did
four to five-hundred interviews a year, and only
had twelve positions to fill. Major comparies
use the campus interview as a public relations
ploy as much as they do for recruiting.

A recent study by the writer of last years
graduating class of an urban private University
revealed that out of 270 responses, only twenty-
8ix obtained their jobs through the placement
office. Of these, twenty were in the fields of
engineering and accounting.

The purpose of this paper is to suggest a
role that marketing educators can play in bridg-
ing this gap between academia and the "real
world." We define marketing as satisfying needs
and wants through exchange processes. Here is a
need that we can satisfy by teaching our students
how to use marketing principles to market them-
selves; how to further their own careers by
satisfying the needs and wants of an employer
through a mutually profitable exchange.

Many students look at marketing as being
synonymous with selling, an activity that most
of them do not want to be associated with. Ry
teaching them how to market themselves, we not
only teach them marketing principles in a
relevant way, but can change the perception of
personal selling as a part of the promotional
mix.

Background:

In response to the requests of many stu-
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dents, nearing graduation for information on how
to find a job, the writer developed a two
quarter hour special topics course called "Self-
marketing.'" After two years this was adopted
into the marketing curriculum as an elective.

The course is taught without a textbeok.
It consists of completing exercises that, taken
together, culminate in the development of a
marketing plan for the student.

There is a workbook that is used in the
Harvard University MBA program that contains
many activities that would be useful in a
course of this type, but does not have market-
ing principles as a background.!

The twe sources of information, aside from
marketing literature, for information for this
course are the popular press and the academic
journals. The popular press consists of how-to-
do-it books and articles based upon the opinjons
of the authors as derived from their own
personal experiences. They all contalin some
information that may be appropriate and useful
te the individual student, but neone cover all of
the areas of marketing in the depth that is
necessary for a good plan.

The academic journals, particularly those
in the area of applied psychology, are rich in
studies containing inforamtion that is relevant
to the self-marketing process. These, unfor-
tunately, rarely find their way into the popular
press. The personnel journals, in particular,
enable the student to get a glimpse of the pro-
cess from the employer's point of view,

The Normative Model.

Students usually think of marketing in
terms of the consumer model. The appropriate
moedel for this course is the industrizl model
of marketing. Many of the recommendations
contained in the popular press are more appro-
priate to the consumer market, such as the mass
mailing of resumes to lists of companies that
have not been qualified as prospects and where
the needs are unknown. The industrial model is
appropriate because:

o The buying (hiring) motives are more
rational and are more likely to be based
on product specifications (job descrip-
tions).

o There are fewer buver, and they may be
concentrated by industry. If you want a
career in aerospace, for example, vou're
pretty well limited to California, Texas,
and Washington,

o Responsibilities for purchasing (hiring)
are shared more frequently ameng a number
of individuals.
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o The demand for products {emplovees) in
the industrial market is a derived demand.
The number of employees a business
requires is directly dependent upon the
demand for their products or services by
the ultimate consumer or use.

o Industry demand may be inelastic while the
demand facing the individual seller (job-
seeker) is very elastic,

Adopting the industrial model gives sone
direction as to the relative weight given the
various part of the marketing mix and the pro-
motional mix, in particular.

Course Content,

It is assumed that the student has already
made some basic decisions as to career direction,
If they have not, this is one area where the
couseling or testing center can be of help.

Tests such as the Strong-Campbell Vocational
Interest Inventory can point out the areas that
they would enjoy working in, and therefore would
probably be pood at. Having a focus is extreme-
ly important. The students enrclled in the self-
marketing class who had a definite focus on what
they wanted to do were much more successful in
finding suitable employment, and did so in a
shorter period of time than those who did not
know exactly what they wanted to do or would do
anything.

Product Knowledge:

Since product is the heart or crux of any
marketing mix, it is essential that the student
have an in-depth knowledge of hils or her
strengths and weaknesses as well as the parti-
cular talents and abilities that they can bring
to the potential employer.

One assessment tool that has proven to be
invaluable is the Meyers-Briggs Type Indicator.
This is a self-administered test that has been
validated over many thousands of samples. It is
based on Jungian psychclogy and places everyone
in one of sixteen character and temperament
types. Used in conjunction with an interpreta-
tive book by Kilersey and Bates which specifi-
cally address temperament in management, this
instrument has provided some real insights into
individual strengths and weaknesses.

2

The students are also required to develop a
self-concept profile. This may be done by
developing a scale using di-polar adjectives, ot
using an instrument such as the Interpersonal
Style Inventory Profile used in the Clawson work—
book.% This provides a profile as they see them-
selves, ad they would like to see themselves,
and as others see them,

To ascertain specific strengths the students
are vequired to make a list of twenty personal
accomplishments, not necessarily business
related. An accomplishment is defined as some-
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thing they did, that they enjoyed deing and were
proud of. Students typically believe that they
de not have any experlence. When forced to
examine their accomplishments they are always
pleasantly surprised not only by how much
experdence they do have, but how much of it
would be transferable to the job they are seek-
ing. It is suggested that they maintain this as
a personal data base and add to it in the future
as they gain more experience.

Marketing Channels:

One of the problems that students have in
developing their marketing strategies is that
they approach the process in exactly the reverse
order that companies do when they are filling a
human resource need. The first thing that
students do is read the want-ads. The last
thing a company does is place a want-ad.

The first thing a company does is to look
internally to see if there is anyone presently
in the organization that can fill the position.
If there isn't anyone, then they will ask their
present employees if they know of anyone that
would make a good candidate. It has been
estimated that approximately eighty percent of
the jobs, and most of the good ones, are never
advertised. The channel used to learn of these
openings is the one we call networking. Eighty
of the students in the aforementioned study
indicated that they obtained their jobs through
networking. To demonstrate networking, the
students are required to make a list of twenty
people that they know personally who are employ-
ed, together with the name of the employer.
These are then collated and, with a class of
twenty, a network of 375 plus has been created.

Other channel members such as employment
agencies and executive recruiters are discussed
in class. The emphasis on dealing with employ-
ment agencies is to deal only with those
agencies where the employer pays the fee.
Employer's will do this if the skill sought is
a scarce one, and they have not been able to
fill the position themselves.

Executive recruiter's are retained for
higher~-level positions so contacting them for an
entry level position would invariably be a
waste of time.

Market Segmentation:

Typically the student is looking for the
smallest segment possible: a customer base of
one. This makes it even more important that
this segment be identified and located.

Some of the questions that the student must
answer are!

-~ What industry or industries would
the likely customers be in?

- Should it be in the public sector
or private sector?



- Should it be a large company or a
small one?

- Are there any geographical prefer-
ences?

Rather than a mass campaign, it is more
efficient and effective to target market, to
select a small number of companies who may need
the talents and abilities that the student has
and for whom the student may like to work.

Market Research:

Students have an opportunity to do both
primary and secondary market research.

They select a company in the area that is
publicly held and first go to the library and
find out as much about the company as they can.
By looking in directories and publications they
become acquainted with the company's history,
it's present position, and future trends. Many
libraries keep files of annual reports. Stock
brokers can afford them copies of SEC filings,
etc.

They are also required to do an on-premise
informational interview {(primary research). The
purpose of the informational interview is to
gather more information about the company, not
to ask for a job. Specific information about
the company's needs, what their hiring process
is like, what do they look for in the people
they hire, etc.

It is important to assure the company that
this is not a subterfuge. It is being done by
a student as part of a class assignment. The
level of contact is not as important as the on-
premise visit 1itself. For example, female
students can tell quite a bit about how the com-
pany views women employees by looking at the
condition of the women's washroom. The way
employeas dress can also be cbserved.

Students have had pleasant experiences.
They have also learned that a particular company
is one that they would not like te work for if
offered a job.

Promotion:

Most students come into the class believing
that if they have a good resume, this will get
them the job they desire. They also believe
they have to send out hundred's of resumes.

The theory is that if you throw enough mud
on the wall, some of it will stick. The pro-
blem with this theory is that if they do get a
job using this approach, it may not be one that
is appropriate for them or that fills only
their financial needs. There is nothing wrong
with filling financial needs but this should not
be confused with a career positicn and should
not be considered the end of the process.

The cother problem with this approach is that

it does not fit the model we are using. It is

not only a waste of resopurces, but invites a
great deal of unnecessary rejection which is
something that the student does not need.

They are taught to write functional
resumes that permit them to show their abilities
to the greatest advantage, rather than chronclog-
ical resumes which may be preferred by the
personnel professional because it is easier to
find reasons to de-select the applicant. Ar the
level of the perscnnel professional, the process
is one of de-selection rather than selection.
They usually have many more applicants than they
have openings, particularly if the job has been
advertised. '

The objective in writing the resume then is
to avoid volunteering information that would lead
to your de-selection. As a rule of thumb, any
information that is not job-related can be avoid-
ed.

The resume and cover letter are similar to
the print advertising used by industrial firms,
In perspactive, while they should. be well done,
they are not the most important part of the pro-
motional mix. Their primary purpose is to get
an interview. Theoretically, if an interview
could be obtained without a resume, the latter
would not be necessary. -

The interview is analagous to personal sel-—
ling which 15 the most important part of the
promotional mix for industrial firms. A great
deal of stress is placed on the interview pro-
cess. The problem with most of the sample inter-
view questions and amswers that have been given
to students is that both the questions and
answers have become cliches. NMock interviews are
conducted using video-tape, and the student 1is
encouraged to develop truthful responses that are
unique to them, rather than something the inter-
viewer may have heard many times before.

Other.

Students are also required to do secondary
research to determine the salary range in their
field of interest.

Tests used in pre-employment screening are
alsc discussed, as are the laws appiying to
employment.

After completing all of the exercises, the
students have all of the ingredients necessary
for a personal marketing plan.

l.Iames G. Clawson, et al. Self Assessment
and Career Development. 2nd Ed. Englewood

Cliffs, J.J.: Prentice Hall, 1985,

2Katherine C. Briggs and Isabel Briggs
Meyers. Paleo Alto, CA: Consulting Psichologists
Press, Inc. 1976.

3David Kiersey and Marilyn Bates, Please
Understand Me. Del Mar, CA: Prometheus Nemesis

Book Company, 1984.

4crawson. op. clt., pp. 46-64.
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STUDENT PLACEMENT:

THE CHALLENGE OF HELFING OUE UNDERTRADUVATE

MARKETING STUDENTS PREFARE FOR AND FIND SUITABLE EMPLOYMENT

Leslie A. Goldgehn, Universit

The desired culminating experience for most of
cur marketing graduates is career placement. The
successfyl attainment of this goal requires mcre
than an understanding of business and marketing;
it requires that students become fully aware cof
the tasks and methods involved in logating and
seturing desiratle employment. It is essential
that students know which attributes are desired
by different types and sizes of employers, how
employers locate employment candidates, and if a
portfolio, a rollection of work that a job seeker
can show to a jeb interviewer 4o substantiate
claims of competence, would help to motivate
placement decisions. This research was conducted
in an effort to assist marketing students in
gaining entrance tc the business market and mare
keting instructors in advising our students.

In total, 2BO surveys were mailed to 50 leading
financial institutions and a range of manufaciur-
ing firms, retail companies, telecommunication
companies, electronics and computer firms, and
the top 30 marketing resesarch firms in the San
Franciscoc Bay Area.

The 87 usable gquestionnaires can be classified as
follows: Finanzial Institutions, 23%; Manufac-
turing Firms, 24%.1%; Retail Firms, 17.2%; Tele-
communication Companies, 16.1%; Electronics/Com-
puter Companies, 16.1%; and Market Research Firms,
3.3%.

The results showed a significant variance in the
sources employers use to locate prospective em-
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r of San Francisco, San Francisco

Floyees. Large companies rely more on 2ampus re-
cruitment whiie smaller companies rely more on
rewspapers and walk-ins. A great majority (22%)
of the companies sampled identified icb applicarts
through newspaper adver<tisements placed in local
newspapers ard unsslicited resumés. FReferralcs
and walk-ins were used by 30% and T1% of the com-
panies, respectively. Unfortunately for students,
- - A

only G56%
college campuses,

An overwhelming number of companies (95%) rated

verbal skills as sither "very imporzant™ cor "im-
portant" in the attainment of employment. Ap-
pearance was rated second with a combined total

score of 8U%. Writing and analytical skilic were
rated either "very important" or "important" by
83% and 76% of the companies, respectively. Pre-
vious marketing experience was rated by 70% of

the companies as being either "wvary important" or
"important."” Grade point average was ranked
eighth in importance with 62% of the companies
rating it as "“very important" or “impcrtant.”

Only 33% of the companies surveyed would "abso-
lutely” or "probably" examine portfolics during
on-campus interviews. However, 61% of the com-
panies sampled would review portfeclios during of f-
campus interviews.

Companies that hire marketing graduates are hir-
ing them primarily for sales and management
trainee positions. Jobs in advertising, public
relations and product development are not as
readily available to marketing graduates.
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