[[M] Society for Marketing Advances
2005 PROCEEDINGS

ADVANCES IN MARKETING

MANAGERIAL, PEDAGOGICAL, THEORETICAL
William J. Kehoe and Linda K. Whitten, Editors

PROCEEDINGS of the Annual Meeting of the

SOCIETY FOR MARKETING ADVANCES
San Antonio, Texas - November 2 - 5, 2005

Copyright © 2005 by the Society for Marketing Advances
ISBN: 0-9676059-6-2



ADVANCES IN MARKETING:

MANAGERIAL, PEDAGOGICAL, THEORETICAL

Copyright © 2005 by the Society for Marketing Advances

All rights reserved. No part of this publication may be reproduced, stored in retrieval
systems, or transmitted in any form or by any means electronic, mechanical,
photocopying, recording, or otherwise, without the prior written permission of the
publisher.

ISBN: 0-9676059-6-2

To Purchase Copies or for Copyright Release: Address correspondence for purchase of
copies or for copyright release to:

Dr. Mathew Joseph - Executive Director
Society for Marketing Advances
Mitchell College of Business

University of South Alabama

MCOB #359

Mobile, Alabama 36688-0002, USA
Telephone: 251/460-6412

FAX: 251/460-7909

Email: mjoseph@jaguarl.usouthal.edu

Sample footnote:

Purinton, Elizabeth F. and Deborah E. Rosen, “Marketing Relationship Maintenance:
Integrating B2B and B2C Research,” in Advances In Marketing; Managerial,
Pedagogical, Theoretical, William J. Kehoe and Linda K. Whitten, editors. Society for
Marketing Advances, Charlottesville, VA, 2005, pp. 27-33.



SAA || Society for Marketing Advances

November 2005

To Members and Friends:

It has been my pleasure and honor to serve as President of the Society for Marketing Advances for
the past year. During the year, SMA continued to grow and expand its membership base and placed
special emphasis on renewing old friendships and creating new ones. The SMA Officers are proud to
present the 2005 edition of our annual SMA Proceedings. | sincerely appreciate the outstanding work
of Brian Engelland, Program Chair and President-Elect, and the track and competition chairs for
developing a truly outstanding conference program that draws participants from all over the world.
In particular, we were again fortunate to have William J. Kehoe and Linda K. Whitten to coordinate
and edit the 2005 SMA Proceedings.

The Society is committed to scholarly excellence, as demonstrated by this high quality and useful
publication. Additional indicators of the Society’s commitment to research include our partnerships
with the Journal of Marketing Theory and Practice, Journal of Business Research and Marketing
Education Review and the various ways we recognize scholarship: Elsevier Science Distinguished
Scholars Series, McGraw-Hill/lIrwin Steven J. Shaw Award, Best Paper Awards, and the annual
Doctoral Dissertation Proposal Award.

Through its annual conference, the Society continues its long history of promoting and showcasing
teaching excellence. The Proceedings contain a number of papers that communicate teaching
philosophies, innovative classroom techniques, and research that add value to our members’ teaching
responsibilities and outcomes. Our partnerships with  Sherwin-Williams, Lamb-Hair-
McDaniel/South-Western and Pride-Ferrell/Houghton Mifflin ensure that Society members are
recognized for their teaching contributions.

The heritage of our organization, our members, and our partners continue to be the driving force
behind the Society’s success. On behalf of the SMA Officers, | would like to extend our sincere
appreciation to all members and friends who made 2005 an exceptional year. We thank you and look
forward to your continued participation. For updates on future conferences and other opportunities to
be involved, please visit our web site: http://www.marketingadvances.org.

Best regards,

Joseph F. Hair, Jr.
President - Society for Marketing Advances
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FORWARD

The novel, Small World, presents an interesting description of an academic conference.
The author writes “the modern conference ... allows the participants to indulge
themselves in all the pleasures and diversions of travel while appearing to be austerely
bent on self-improvement. To be sure, there are certain penitential exercises to be
performed — the presentation of a paper, perhaps, and certainly listening to papers of
others. You journey to new and interesting places, meet new and interesting people, and
form new and interesting relations with them; exchange gossip and confidences; eat,
drink and make merry in their company every evening; and yet, at the end of it all, return

home with an enhanced reputation for seriousness of mind.” (David Lodge, Small World, New
York: Warner Books, Inc., 1984.)

Academics and practitioners from throughout the world attended the 2005 Society for
Marketing Advances Conference at the Sheraton Gunter Hotel in San Antonio, Texas.
The author David Lodge would have recognized it as a “modern conference.”
Throughout the conference, there was a flourishing of significant scholarship,
celebrations of collegiality, and bountiful good feelings.

We thank the many contributors to these SMA Proceedings for their intellectually
stimulating papers as well as all who attended and participated in sessions. We thank
Brian T. Engelland, SMA President Elect and Program Chair, and the 2005 Program
Committee for their outstanding work, attention to detail, commitment to deadlines, and
most especially for their passion in seeking cutting-edge and high quality research in
competitive papers. We extend a special thank you to Theresa B. Flaherty, SMA Vice
President - Research & Publications, for inviting us to edit the 2005 SMA Proceedings.
We thank SMA President Joseph F. Hair, Jr., as well as all the SMA Officers, for their
encouragement and support. We acknowledge and thank Lisa Lord and Tom Wagner of
Omnipress for their professionalism and support. Lisa Lord served as the Omnipress
Program Coordinator for the project and was very friendly, helpful, and professional in
all aspects of the project.

Finally, we and thank and acknowledge the encouragement and support received from
Dean Carl P. Zeithaml and Area Coordinator John H. Lindgren, Jr., of the Mcintire
School of Commerce, University of Virginia. We also acknowledge and thank Dean
Margery Meadows of Skyline College for her encouragement and support. It has been
very good year for us as Editors of the 2005 SMA Proceedings.

Cheers!

William J. Kehoe Linda K. Whitten
University of Virginia Skyline College
Charlottesville, VA San Bruno, CA
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SMA Distinguished Teacher Comment
Master Teaching: The Crafting of Excellence

Jeffrey S. Conant, Texas A&M University

“Good teachers are like candles, they consume themselves to light
the way for others.” -- Observation shared by Miss Garland
(school teacher) in a Leave it to Beaver TV episode.

Introduction

Master teachers are highly effective professionals who have a
burning desire to be the best teachers they can be. Master teachers
also understand that realizing their potential is more of a journey
than a destination. The marketing discipline is blessed to have
many educators who have distinguished themselves as master
teachers. Driven by the desire to answer one simple question:
“How do marketing’s master teachers practice their craft?” | have
studied this topic since joining the discipline 20 years ago. In three
published studies, two of which received Journal of Marketing
Education Outstanding Article of the Year Awards (1988; 2003), a
profile of master teachers unfolds.

General Differentiating Characteristics

The general differentiating characteristics associated with
master teachers today are fundamentally the same as those
identified in 1988. Highly effective teachers of marketing continue
to acknowledge the importance of strong communication skills
(enthusiasm, humor, passion, voice projection), a real-world
perspective (discussing current events, linking theory to practice),
caring/empathy (listening, individual student sensitivity), and an
involvement orientation (requiring students to participate in the
learning process). One new characteristic, technology use,
emerged in the 2003 study. Trends related to distance learning, the
growth of mobile commerce, and students who prefer to
communicate electronically indicate technology will become even
more of a differentiator in the future.

Lecturing

Master teachers are lecturing less today than in the past. The
focus now is on managing class in a give-and-take manner,
sharing information formally while at the same time facilitating
discussion and debate. Respondents in the most recent study
provide a rich tapestry of insights into how lecturing is evolving
into something more akin to discussion leadership. As one master
teacher commented, “The older I get, the less lecturing I do. | am
becoming convinced that, for me, this is not the most effective way
to generate student interest and learning. Interactive exchange, on
the other hand, captures student attention and challenges them to
be part — an active part — of the process.”

Student Involvement and Discussion
More than anything else, master teachers in marketing
stimulate student involvement and class discussion by asking

questions, lots of questions. This includes using questions to start
class, to engage students while lecturing, to stimulate critical
thinking, and to lay the foundation for the next class meeting.
Respondents also noted that knowing when and how to ask
questions is a skill that must be developed.

Syllabus Construction

Master teachers take syllabus construction seriously. In the
most recent study, over 60% noted that they place a high priority
on developing a comprehensive syllabus. Such syllabi contain
detailed information on course objectives, expected learning
outcomes, grading criteria, project guidelines, and test dates.

Examinations and Grading

Students value feedback and the prompt return of their
exams. Not surprisingly, master teachers make it a priority to
return test and project grades, accompanied by comments, the next
class period. Recently, master teachers have also begun to place a
greater emphasis on developing tests and assignments that foster
higher-level, analytic thinking.

Student Rapport

Professors who develop a good rapport with their students
realize many benefits, including increased class participation and
student motivation. Master teachers enhance the rapport they have
with their students by: (1) being available in and out of class (e.g.,
being the first to arrive and the last to leave class, having on-line
office hours); (2) displaying a friendly demeanor (e.g., greeting
students by name, respectfully listening to questions, asking about
career plans; and (3) modeling professionalism (e.g., having high
expectations, being well organized, dressing appropriately).

Consuming Yourself to Light the Way

Miss Garland had it right when she said, “Good teachers are
like candles, they consume themselves to light the way for others.”
They light the way for their students, but they also light the way
for their colleagues. The passion master teachers in marketing
bring to the craft of teaching at the collegiate level is inspiring.
The standards they are setting have strengthened our discipline. As
one master teacher stated, “I think the biggest thing is that being a
good teacher is important to me. That doesn’t mean research and
service aren’t important, but for me, teaching and research are
equally important. I’ve always felt it was my obligation to give
students their money’s worth in the classroom.”

Contact Information: Jeff Conant, Department of Marketing,
Mays Business School, Texas A&M University, College Station,
TX 77843-4112, j-conant@tamu.edu



SMA Distinguished Teacher Comment
The 3 I’s of Teaching: Integration, Involvement, and

Interaction

Dhruv Grewal, Babson College

Two roads diverged in a yellow wood
And sorry | could not travel both
And be one traveler, long | stood

And looked down one as far as | could

Two roads diverged in a wood, and |—
| took the one less traveled by,
And that has made all the difference.
—Robert Frost, “The Road Not Taken”

Inspired by the immortal words of Robert Frost, | try to
ensure that my students take both those roads well traveled and
those not so well traveled by exposing my students to alternative
learning methods. In doing so, | get the opportunity to make a
difference in their lives. The critical aspects of my teaching of
marketing can be categorized into three fields: Integration,
Involvement, and Interaction.

Integration

Integration involves successfully weaving marketing
concepts with other core business concepts so that students get a
well-rounded education and develop the ability to use this
acquired knowledge comprehensively, not treat it as silos.
Throughout marketing’s unique history, it has borrowed and
shared many valuable core concepts, such as overall strategy, the
environment, ethics, pricing, supply chains, customer service, and
promotions, to name just a few. Thus, marketing provides a
unique avenue to build successful links across disciplines. | feel
fortunate to be teaching at one of the leading business schools
committed to such integration.

Interaction

To ensure that my classroom reflects the "real world," |
encourage student participation, interaction, and the exchange of
ideas. | constantly remind students that each of them has an
opinion and view should value diverse opinions. To further
stimulate their thought processes, | actively seek out industry
speakers (from companies such as Reebok, Staples, etc.) to my
class, The students appreciate not only the effort required to
arrange these corporate speakers but also the opportunity to
interact with industry experts and make contacts that may lead to
internships and job opportunities.

Furthermore, | have taken advantage of emerging technology,
such as online threaded discussions, to provide students more
opportunities to continue their interactions with one another and
me. Discussions pertaining to specific cases or research (e.g., a
comparison of Dunkin’ Donuts and Krispy Kreme) have resulted
in active, insightful interactions and exchange of compelling ideas.

Involvement

My goal is to ensure that the classroom is a rewarding and
exciting place, From within this place, my goal is to stimulate
learning, impart critical thinking skills, and demonstrate the
applicability of the material to both business and everyday life. At
the start of each semester, | take photographs of my students (or
obtain a roster of photographs through Blackboard) so that | may
learn every student's name within the first few classes. | also
encourage students to send me a one-page essay—not a resume—
about themselves prior to the first class, which enables me to
personalize some of the class content and thereby provide
individual attention and stimulate group discussion.

To increase student involvement with the subject matter even
further, 1 employ in-class group exercises, such as mini-cases |
have written or taste tests (e.g., donuts) to highlight the use of
heuristics and marketing research. Other popular exercises involve
using collage methods to get a better sense of people’s
associations with certain well-know brands (e.g., Coca-Cola).
Students come away from these exercises with an increased
appreciation for the rich insights that can be gleaned from
appropriate marketing and marketing research activities. More
important, it stimulates their involvement, which encourages them
to understand the value of marketing. As members of the dynamic
marketing field, | ask my students to stay abreast of the latest
journals and periodicals and encourage current and former
students to submit engaging articles and clippings. Their
submissions indicate they are involved with the course material
and have taken significant personal initiative in incorporating
these articles into their work and everyday routines.

Contact Information:

Dhruv Grewal, Toyota Chair of Commerce and Electronic
Business & Professor of Marketing, Babson College
dgrewal@babson.edu




SMA Distinguished Teacher Comment
Developing Student Excellence: A Model for Marketing

Education

Dan C. Weilbaker, Northern Illinois University

Introduction

Developing excellence in marketing students requires the
instructor to be excellent as well. This is particularly true when
teaching professional sales since this discipline has received more
than its fair share of negative attitudes from students as well as the
general public. As an applied discipline in marketing, teaching
sales requires both conceptual knowledge development and
behavioral knowledge application. In addition, unlike other parts
of the marketing discipline that may have one single correct
answer to any question, sales has multiple ways to solve a
particular problem.

Teaching Philosophy

To develop excellence in undergraduate marketing students,
there are three guiding principles that make up the foundation of
my teaching. These principles are: excellence is a habit not an act;
think outside of the box; and honesty is the best policy.

Excellence

In order to have students develop their full potential, it is
important to first motivate them to want to excel. To accomplish
this, student expectations are established during the first class
meeting. It is made clear to the students that they are responsible
for themselves and that excellence is expected of them in all areas.
Students are required to read and discuss this saying by Aristotle:”
We are what we continually do. Excellence, therefore, is not an act
but a habit”. When students understand that they are expected to
perform at a high level, they respond and perform better.

Lateral Thinking

Students are also encouraged and expected to think outside of
the box. The development and use of lateral thinking by students
is a key to having them apply new and existing knowledge in
unique and inventive ways. This is the secret to success in fields
such as sales and marketing. To obtain student involvement in and
start the development of lateral thinking skills, students are
provided multiple opportunities in class to solve complex
problems that require them to challenge common assumptions.
The use of these exercises offers students the opportunity to see
that problems can be approached from many different angles to
obtain unique solutions using the same knowledge base possessed
by others.

Honesty

Finally, with all of the negative press regarding business
ethics in today’s business world, it is important to reinforce the
fact that honesty is the best policy. This philosophy should be
nothing new to students but has somehow been lost. By setting the
expectations that students are required to be honest at all times and
make them accountable for their actions, once again students are
encouraged to do the right thing even if there are short term
consequences.

Results

The results of this teaching philosophy, though unconventional
and demanding on students, has been that the students are known
by employers for their high level of knowledge, maturity, work
ethic, ability to apply knowledge, and dedication. Thus, the
students have achieved a near 100% hiring rate as inside and field
sales representatives by large and small companies across the
country. In addition, the feedback received by alumni is frequent
and concentrates on how the education received in my classes has
helped them achieve results faster and be promoted earlier than
their peers from other schools. Finally, the marketing departments,
as well as the colleges of business, have singled me out to receive
recognition as an outstanding teacher seven times over the past 20
years (four times at Northern Illinois University, twice at Bowling
Green State University and once at Ball State University).

Conclusions

It is important to remember that students are human and that
they will only perform to the level that is expected by the
instructor. If we do not challenge our students to excel, they will
not. Even if the instructor does demand excellence, lateral
thinking, and honesty, there is still one factor that must be present
for the process to work. That factor is the instructor’s passion for
learning. Without a clear and consistent display of passion by the
instructor, students will gradually over the course of the semester
dismiss the importance of the fundamental principles of learning.
Even though my teaching philosophy is discussed in the context of
sales education, the same principles can and should be applied to
other marketing courses to ensure that our graduates are ready and
able to be the leaders of our discipline in the years to come.

Contact Information: Dan C. Weilbaker, dweilbak@niu.edu



SMA Innovative Teacher Comment
Giovanni’s Ristorante: The Axioms of Marketing in Three

Acts

John D. Branch, Washington University in St. Louis

Confessions of a Middle-Aged Drama
King

Like many professors, | ground my introduction to
marketing course in what could be called the axioms of
marketing: value, satisfaction, and loyalty. | have augmented this
list with several newer concepts which | also consider
fundamental to marketing - concepts including competition,
innovation, and delight.

Integrating these axioms, however, is challenging. And
integrating them in an easily accessible and entertaining manner
is doubly challenging. But two years ago when | started teaching
introduction to marketing for the first time since the early 1990s,
I created a drama-tic illustration which | believe does an
admirable job. Giovanni’s Ristorante is a short one-man play
(with audience participation), which 1 now ‘perform’ in all my
introduction to marketing classes, and sometimes even in my
executive education workshops.

Giovanni’s Ristorante traces, in a humorous way, the history
of the Italian restaurant industry in the United States. In the
introduction to marketing course, the play is usually enacted at
the end of the second session, and serves as an integrative
summary of the first two sessions: 1. an overview of marketing,
the history of marketing, the purpose of marketing, marketing’s
role in the organization, the marketing philosophy, etc., and 2. an
introduction to competition, comparative and competitive
advantage, value, satisfaction, loyalty, delight, and innovation. It
serves a similar function in executive education seminars on
marketing and marketing strategy.

| begin the play by setting the scene. Giovaani’s Ristorante
is a small family-run Italian restaurant on the Hill (Saint Louis’
famous Italian neighborhood). It faces competition from several
other Italian restaurants, not to mention the many fast food joints
which have opened in the area. It serves dishes which are typical
of Italian restaurants. Its owner, Giovanni wants to be more
financially successful, and is try to come up with ways to make
more profit.

Enter Giovanni (me). | select a volunteer to eat at
Giovanni’s. In both my introduction to marketing courses and my
executive education workshops, a class clown or obvious
volunteer has usually surfaced. | have all the props prepared:
tablecloth, napkin, apron, and so on. And | try to get the
volunteer down front, center stage to focus the audience.

In my best Italian accent (which admittedly oscillates
between Russian and French with Italian somewhere in the
middle), I welcome the customer to Giovanni’s Ristorante and
then take his/her order. | remind the audience to step back to a
better, more innocent time. . . 20 years before the ubiquitous

chain restaurants Olive Garden, of the Pasta House Company, and
Macaroni Grill.

With as much Nathan Lane gusto as | can muster, | deliver
the order, the dish containing real pasta and sauce. | then turn to
the audience and ask, “What now?”. The answer is fresh ground
pepper, which they sometimes guess. Immediately, | turn to the
customer, who is always smiling or laughing, and shout, “Look at
his/her face! What is he/she?”

The answer is delighted. At this time, | break out of character
to become the narrator again, and discuss what just happened. The
lesson revolves around competition (which begets innovation),
where innovation was exemplified by the fresh ground pepper.
Because the pepper was not expected (Giovanni’s was the first to
ever do this), it was delightful.

The delight returns us to the restaurant to our now loyal
customer who has returned a week later. | re-enact the scene,
again shouting, “Look at her face! What is she?” This time,
however, the customer is not smiling or laughing as much. I might
repeat this whole thing a third time, at which point | break
character to discuss satisfaction. The fresh ground pepper has now
become an expectation— it has crossed over algebraically from
the perceptions side of the equal sign to the expectations side.
And as such it has become a minimum threshold in the Italian
restaurant industry.

Returning to the stage, with my customer, | take another
order. This time, following the fresh ground pepper, | ask again,
“Now what?” The answer is fresh grated parmesan. And on it
goes, next time with bread, then fresh baked bread, then fresh-
baked bread and olive oil and garlic dipping sauce, until the
axioms are hammered home (or until | no longer get the requisite
laughs).

For more information, please contact John Branch, Olin School of
Business, Washington University in St. Louis, Campus Box 1133,
One Brookings Drive, St. Louis, Missouri, U.S.A., 63105, Tel.:
314-935-8541, E-Mail: Branch@wustl.edu



SMA Innovative Teacher Comment
The Price is Right: An Experiential Pricing Concepts Game

Diana L. Haytko, Missouri State University

Introduction

When reviewing my teaching evaluations in introductory
marketing courses, it was easy to see that students were much less
interested in the pricing and distribution “P’s” than in the product
or promation side of marketing. Engaging students in these classes
is difficult, particularly when they think the subject matter is
boring. Pricing strategies and tactics as presented in most texts are
simply lists with very few examples of how these strategies play
out in the students’ everyday lives.

The Challenge

I see my job as an introductory marketing teacher as getting
students so interested in our field that they change their majors
from some other area of business. | want them to see themselves
as marketers in their everyday lives. While they have experience
as consumers, they don’t have experience with or even a basic
understanding of how business works and how products are
priced. They also hate reading chapters that contains lists of
definitions that they feel they must memorize for exams. The
challenge, then, becomes making these lists of definitions
interesting enough that the strategy behind them makes sense and
is easy to remember.

The Price is Right

Interestingly enough, the television show “The Price is
Right” is the number one spring/summer break destination of
students vacationing in southern California. Watch any episode
and you will see students from around the country. They love the
idea of winning a car. While most of our students would say they
don’t watch much television, they do seem to watch The Price is
Right or are least very familiar with the show.

Given that the show focuses on guessing the prices of
numerous products, it provides insight into pricing across nearly
every level of good, from chewing gum to boats and cars.
Listening to the description of the products provides insight into
the features and attributes, quality, warranties, etc. that are signals
of pricing that manufacturers send to consumers.

The Clock Game

One specific game on the television show requires the
participant to place several prices on several products in a limited
period of time, most often 30 seconds. This game requires a quick
consumer decision making process based on little information.
The contestant wins the prizes if....the price is right. In my
courses, | set up several clock games throughout the lecture to
keep the student involved and add to discussion of concepts. | will
mention 3 here.

The first products | use are writing instruments (pens). | bring
in 5 pens, with prices anywhere from a twenty cent advertising
specialty (that looks expensive) to a $400 Mont Blanc. The
student is given cards with prices and 30 seconds to place these
cards by the right pen. If he/she gets them all right, a gift
certificate is awarded. Another product | use sunglasses. | bring
in 5 pairs, anything from $5 drugstore glasses to $350 Maui Jims.
The final product that | have students guess on is watches. Again,
I use five, from a $10 Jaclyn Smith pair from K-Mart to a $12,000
solid gold Rolex. We play the game just as they would on the
show, with an announcer yelling the name and “come on down.”
The students rarely get the prices right and have never picked out
the Rolex. We then discuss key topics like odd-even, reference
and psychological pricing.

Lessons to Be Learned

Pricing does not have to be the most boring lecture of the
semester. Students can be engaged, entertained, and excited and
still learn the key concepts. They also are much more interested in
how pricing strategies tie into product development and design,
advertising and promotion strategies and tactics and the overall fit
of pricing into the marketing mix. Since adding this exercise, |
have received numerous comments on my teaching evaluations
about this one particular class.

Contact Author: dianahaytko@missouristate.edu
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Applying Confucius Teaching Philosophy to Active
Classroom Learning: Student-Led Case Discussions and Their

Implementation

Annie H. Liu, Loyola Marymount University

Introduction

The current paper discusses an active classroom learning
technique that is based on Confucius’ teachings. Confucius’
teaching stresses the importance of cooperative learning and
advancing knowledge through peer learning. In his teaching,
Confucius constantly motivated students to compare ideas and to
share various experiences with each other. Individual ideas were
accounted for through the sharing and comparing process, and
thus, contemplation and proactive learning were enhanced.
Through this active engagement, students increase intrinsic
interest in expanding knowledge and take pride in facilitating peer
learning. Although, the idea of a classroom innovation thousands
of years old may seem like a contradiction, the application of this
philosophy in today’s classrooms is a novel pedagogical tool,
especially in Western cultures where competition rather than
cooperation provides the motivation to learn in many classrooms.

To apply Confucius teaching philosophy and create a
supportive and active learning environment, three “layers” of
classroom education are implemented: (1) lectures/discussions, (2)
student-led case discussions, and (3) presenting timely and
comprehensive feedback - shadow-group feedback, self
evaluations, peer evaluations, and instructor feedback.

Lectures / Discussions

In layer one, a lecture/discussion format is provided with
over-viewing key concepts and current issues from business
journals. The key concern here is to foster an open and respectful
learning environment to encourage students’ active participation.
“Thinking” questions, “thoughtful silence”, as well as small group
break out are planed to encourage students to elaborate their
thoughts and integrate other viewpoints (Haines and McKeachie,
1967). During this process, mutual learning starts taking shape
and student groups learn to build upon each other’s ideas to further
their knowledge. In sum, Layer one helps students establish an
active learning pattern that is carried over to the student led case
discussions (layer two), and feedback section (layer three).

Student Led Case Discussions

The second layer involves learning lead by a small group of
students (self-formed groups between three to five people) who
are prepared to present a marketing case and to lead the class in a
case discussion. Cases and case questions have been selected to
target the central concepts that were presented in layer one. Since
cases are pre-assigned and case write-ups are required, all students
come to this class having an in depth understanding of the case.

The small group of students who lead the discussion are require to:
(1) provide an overview of the case, (2) conduct research to enrich
the information in the case, (3) integrate class concepts and
chapter objectives, (4) prepare a set of questions to stimulate
discussions among their peer students, and (5) be creative and
involve class with activities to enhance active learning.

Developing a case to the point that they have the confidence
to present it and lead the discussion of case questions demands a
high level of understanding of the subject matter from students.
To prepare, student group must be able to make sense of the
content, question the ambiguities, test concepts, ask whether the
concept is consistent with what is known, and be assured that all
of the specifics are accounted for. The richness of the analysis
that results when students are well-prepared to discuss, contradict
each other, question each other, challenge someone to consider
another point of view provides experiences that "stretch the mind"
of students in many ways that traditional lectures can not provide.

My role in this process is one of planner, facilitator, and
discussion manager. It is only when discussions become free form
and do not get back on target in a timely manner that | will step in
to re-direct the discussion. Students take ownership for their
learning and are committed to the responsibility to make self-
learning and mutual learning their goals. The motivation to do
well is cultivated through (1) knowing they will present to a
highly prepared audience, and (2) the sense of responsibility to
help fellow students learn. Part of their evaluation is based on the
assessment of their effectiveness at integrating class discussion
and creating an environment conducive to high-level learning. To
facilitate class learning, student teams have developed small-group
breakout projects, classroom games (e.g. Jeopardy, hot potato),
and reward students (e.g., give candy) for quality participation.
Participation by non-presenting members is encouraged by the
sense that they will be in the others” shoes very soon. The class as
a whole knows that in order to expect students to be interactive
when they are class leaders, they must interact when others are
leading the discussion.

Timely and Comprehensive Feedback

To advise and inspire student team presentations, four types
of feedback are consistently provided in layer three: (1) shadow
group feedback, (2) class participation feedback, (3) self
evaluations and peer evaluations, and (4) instructor feedback.
This extensive feedback system helps both the presenting and non-
resenting students to improve.
Contact Author: Annie H. Liu, aliu@Imu.edu



SMA Innovative Teacher Comment
Learning Marketing By Doing Marketing

Michael A. McCollough, University of 1daho

Introduction

| hear, | forget. | see, | remember. | do, | understand. —
Confucius The concept of active (Snyder 2003; Wright, Bitner,
and Zeithmal 1994) or experiential learning (Bridges 1999;
Gremler et al 2000; Petkus 2000) is not new, nor is it’s
pedagogical effectiveness untested as evidenced by the preceding
quote. Student run businesses have a long history in higher
education, primary through the cooperative extensions programs
in agriculture (Gault, Redington, and Schlager 2000). Antidotal
evidence suggests that many universities and business schools
have a variety of student run businesses, from the more ad hoc in
which student clubs periodically engage in fund raisers to on-
going business that run restaurants, coffee shops, bookstores, or
sell university logo goods. While some of these student run
enterprises are extracurricular (Peltier, Schibrowsky, and
Kleimenhagen (1995) others are offered for classroom credit
(Daly 2001; Shinn 2003) integrating the practice with the learning
of business. This comment outlines a student business in which
students learn marketing for course credit by doing marketing.

The Business/Class

The student enterprise grew out of the local collegiate chapter
of the American Marketing Association (AMA). Like many
student organizations, the AMA club had a constant need for
funds. The advisor felt that these fund raising efforts were largely
devoid of learning opportunities linked to the students marketing
curriculum.  For instance, selling soft drinks during sporting
events might raise money for the club, but does it reinforce the
clubs core purpose of furthering the student’s interest in,
knowledge of, and appreciation of marketing? Drawing on Peltier,
Schibrowsky, and Kleimenhagen (1995) the advisor suggested the
students establish a business that would both provide funds and
allow the students to learn marketing. The students were
receptive. Indeed, this should not be a surprise as marketing
students (especially entrepreneur students) are often the ones that
ran lemonade stands as children for the fun (and profit) of the
exercise.

Two market research products (secret shops and a
consumption survey of students) were suggested by the instructor
and prototyped by the students. Mystery or secret shops (Finn
2001) are a common way for business to evaluate the quality of
their service offering. The shops could be linked to two electives,
Retailing Management and Services Marketing where they have
pedagogical value. The structure provided by a shop form can
sharpen the student’s attention and appreciation that “99% of retail
is detail.” The consumption study surveyed students on their
media habits (i.e., newspapers read, radio stations listened to),
spending habits (amount spent per month in various categories),
income (including hourly wage), etc. These results are sold to
local businesses that find the information useful in enhancing their

marketing efforts targeted at students. The students have also
undertaken a number of projects for university units such as the
student recreation center.

The wuse of market research products adds several
enhancements to the concept of a student run enterprise. By
selling research there is the opportunity for students to link the
enterprise class directly to their market research class. This
reinforces both the conceptual importance of research as well as
the student’s technical research skills. Further, the use of mystery
shops can provide a link to either a services marketing or retail
management class (which frequently covers the concept of
mystery shops.) The use of an intangible product further links to
the service class. The market research also adds a community
service element to the enterprise class. The primary target for the
shops are local “Mom and Pop” business or small franchise chains
that do not have the financial resources or the access to market
research that the large chains they compete against do. By
providing access to shops and market research that answers the
most important questions they have at a considerably discounted
price relative to for profit firms local firms can more effectively
compete.

Results

The student run business completed its second full year in
May of 2005. Fiscal results for the first year were sales of
$2,264.00 with net profits of $1,226.25. Fiscal results for the
second year were sales of $7,594.00 and net profits of $5,744.69.
Most importantly most students reported learning more in this
class then any other of their college career. Many students
leveraged the experience in job interviews to show that they could
successfully apply what they had learned in the classroom. Finally
the instructor found the experience to be a very rich learning
experience.

Conclusion

The class is designed to be a Win-Win-Win. First students
enrolled in the class win by learning marketing by doing
marketing. Second, local businesses win by obtaining valuable
marketing research. Finally, our business is committed to return
all funds generated to the general student body. Therefore the
general student body wins when profits from the business are
distributed. The student run enterprise has so far distributed over
half its profits to the college scholarship fund, a plasma screen
which will post career and internship opportunities, and via grants
to the major student run clubs in the college.

Contact Author: Michael A. McCollough, mccollou@uidaho.edu



