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ABSTRACT

This paper suggests that the metaphor of dramatic performance provides the marketing
educator with conceptual tools that enhance his or her ability to engage students in active
participation in their own marketing education. The first part of the paper places differing
approaches to teaching marketing in the context of the communication process of sender and
receiver. The second part of the develops the concept of a performance centered approach to
marketing education asan organizing principletoimprovesender andreceiver based approaches.

INTRODUCTION

Marketing Educators face an increasingly
complex task in the classroom. Declining bud-
gets, reductions in support staff, and growing
demands to create value added education com-
bine to challenge the marketing educator to
enhance his/her performance as an instructor.
Further, the needs of marketing students, espe-
cially undergraduates, to master agrowing body
of knowledgeandtechnol ogy requirethat educa-
tors explore new ways to organize and deliver
marketing education (De Los Santos 1993;
Viswanathan 1993). Thisarticle offersan orga-
nizing principle for marketing education — the
concept of dramatic performance — as an orga-
nizing metaphor to assi st marketing educatorsin
meeting the changing demands of the education
marketplace.

Performance as a metaphor for educational
practice has been adopted by other fields (Long
andHopKins1982). Although basedinpart upon
dramaturgical perspectivesof humaninteraction
developed by anthropol ogistsandliterary critics,
performance-oriented marketing education does
not requirethat educatorsconceiveof their class-
rooms as theaters or staged dramas. Rather,

performance-centered marketing allows educa-
tors a conceptual context for organizing and
preparing course instruction in marketing in a
manner that exploitstheuniquemediumof infor-
mation exchange that exists in the classroom
setting. As discussed here, the dynamics of the
classroom emphasi ze different elements of the
communi cation processof informationexchange
than more traditional approaches to marketing
education. Ananalysisof thosedynamicsoffered
bel ow i dentifiesacontext metaphorically similar
to dramatic performance. Further, the perfor-
mance-centered approach encourages the de-
velopment of conceptual and problem-solving
skillsthat areoften difficult to obtain under more
traditional approaches to marketing education.

To understand the value and application of
performance-centered marketing, therest of this
paper describes how differing approaches to
marketing educationemphasi zedifferent aspects
of thecommuni cationandinformationexchange
process. In seeking to assist educatorsin taking
advantage of the unique dynamics of classroom
lecture situations, the paper devel ops a descrip-
tive approach for implementing performance-
based teaching methods in marketing courses.
The paper concludes with a discussion of the
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implicationsof thisapproach for marketing edu-
cation.

MARKETING EDUCATION AND
COMMUNICATION PROCESSES

Definition of Terms

To understand how a performance centered
approach to marketing education differs from
other approaches it is useful to describe the
variety of practicesused in marketing education
intermsof their rel ative emphasi sof the compo-
nents of the information exchange process. As
discussedinnearly all marketing principlestext-
books, information exchangein marketing prac-
tice or education consists of participating in a
communication process that involves receivers
and senders encoding and decoding messages
through a variety of media (e.g., Kotler and
Armstrong 1991, p. 423). A ssimplified schematic
of thisprocessisillustrated in Figure 1.

Oneway of describing how marketing edu-
cators teach is to identify which aspects of the
communication model are emphasized or fea-
tured by the methods the instructor uses. While
all instructorsnormally utilizeteaching methods
that take advantage of each element of the com-
muni cation process, it isusually possible to de-
termine one element that is functionally more
important to the instructor than the others. For
example, if an instructor considers the key ele-
ment of instruction to be hisor her lectures, we
mightidentify that approachto marketing educa-
tion as sender-centered. Even though the in-
structor utilizesatextbook and may take advan-
tage of visual aids such asfilmsand transparen-
cies, such an approach bases the value of the
educationdelivered uponthequality of theunique
lecture created by theinstructor. Whilethecom-
munication process affords an amost infinite
variety of possible terms to describe marketing
education processes, this paper suggests that
most approaches to marketing education astra-
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ditionally practiced can be categorized as either
sender-centered or receiver-centered. Each cat-
egory isdescribed in detail below.

Sender Centered

Thecentral roleof theinstructor inthelearn-
ing processisrecognized by Porter and M cKibben
intheir survey of therelative emphasis of teach-
ingversusresearchin American School sof Busi-
ness (Porter and M cKibben 1988). Assuggested
above, sender-centered approachesto marketing
education emphasizetheroleof theinstructor in
the communication process. Conceptually, this
approach is grounded in the belief that years of
study, experience, and preparation on the part of
the instructor have produced an individual
uniquely qualified to educate marketing stu-
dents. Whether theresult of formal study or years
of experienceinbusinessor both, instructorsare
seen as the key resource of effective marketing
education under thisapproach. Thisperspective
has both face and construct validity. It makes
sense that those most experienced bring the
greatest number and quality of resourcesto bear
on the problems of marketing education. Fur-
ther, many aspects of marketing education and
practice, such as statistical modeling, require
extensive preparation on the part of the user.
Under this approach, marketing education is
designed to emphasize or feature the sender’s
characteristics and judgment by placing him or
her at the center of attention in the classroom.
Thus, thesender-centered approachwouldlikely
involve selection of atextbook based upon the
idiosyncratic preferences of the instructor and
utilize extensive lecture notes to illustrate, en-
hance, and/or augment the text in lecture. In-
structorswho embody thisapproach arelikely to
be perceived as wise and learned scholars, re-
searchers, and teachers whose opinions about
marketing are valued as much as the key con-
cepts and principles of the course themselves.

It is precisely this unique perspective that
also causes students to seek out a particular
instructor based upon reputation and word-of-
mouth discussion. An instructor who is per-

ceivedtobedifferentially qualifiedand prepared
tosharehisor her experienceswith studentsat all
levels creates a competitive advantage for their
business school. And of course, many schools
advertise such faculty and reward them with
endowed chairs. The endowment not only pro-
vides competitive incentive for devel oping and
attracting uniquely qualified faculty, it also pro-
videssomething of a*brand” effect for potential
students. For example, a student at Northwest-
ern University may not know yet of the profes-
sional reputation of Philip Kotler, but asthe S.C.
Johnson & Son Distinguished Professor of Inter-
national Marketing, Professor Kotleris, ineffect,
“branded” withasurrogate and external referent
of valuethat hel psstudentsdistinguishtheunique
sender-centered value of taking hisclass.

Whilethesender-centered approachisviable
for enhancingtheval ueof amarketing education,
itissusceptibleto anumber potential drawbacks
about the communication and dissemination of
informationreveal edinthecommunicationmodd.
For while it is true that gifted and talented
instructors enhance the potential of a student to
receive an excellent marketing education, other
factorsbeyondthecontrol of theinstructor areat
work. For example, theabilitiesof theinstructor
must be considered in the context of theabilities
of the students, the state of technology used to
convey information, and the dynamics of the
trandation of the instructor’s personal knowl-
edge into the public context of the lecture situa-
tion itself. If it is sometimes true that the old
adage, “Those that can’'t do, teach,” is appli-
cable, it is also sometimes the case that “those
that can do, can't teach.” Thisis a gross exag-
geration of course, but it reminds usthat knowl-
edge alone cannot guarantee the success of a
marketing education program. It isanecessary,
but not sufficient, ingredient of a strategic per-
spective on marketing education.

Tobefair,itisalsothecasethat sender ability
cannot always overcome receiver limitations.
Some students may belessableor less prepared
to take advantage of adistinctly competent and
experienced professor. Even more likely, stu-
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dentsmay belimited by other commitments, such
asthe constraints of afull timejob or afamily to
care for, to process fully those unique benefits
provided by the instructor. For example, amar-
ketingmanager at McDonalds Corporation seek-
inganMBA at Northwestern, might ssmply have
toolittletimeavailableto giveto study to get all
that Professor Kotler can offer. Under such
conditions, a receiver-centered approach may
seem more attractive.

Receiver Centered

In part because of the limitationsinherent in
asender-centered approach to marketing educa-
tion, some instructors and even whole depart-
mentshaveadopted arecei ver-centered approach.
Under this perspective, thetalents, abilities, and
limitationsof thereal or hypothetical student are
weighed asthekey elementinplanningany given
marketing course. Often, instructors utilizing
this approach attempt to design marketing in-
struction according to universal principles of
learning. For example, learning theory tells us
that retention and retrieval of information is
often afunction of how informationisprocessed
and stored when the student first comesin con-
tact with it (Bandura 1977). Accordingly, we
design lists with seven plus or minus two ele-
ments, withfiveelementsor stepsbeingoptimal.
In marketing education, many researchers have
recognized the importance of adapting peda-
gogy to the needs and constraints of receivers
(Chickeringand Gamon 1987; Clow and Watcher
1996). Under the communication model, infor-
mationisencodedinanticipationof thelimitsfor
decoding believed to be operating in the student.
For example, amarketinginstructor utilizingthe
receiver-centered approach might adopt a text-
book purported to be written for acertain “level
of student” versus the content of the textbook
per se. Thisistherationalefor “smaller” versions
of marketing principles or marketing manage-
ment textbooks. Similarly, the sel ection of essay
or multiplechoicetestswould be based uponthe
anticipated ability of the students to perform
better on one kind of instrument rather than the
other.

It should not be construed that use of a
receiver-centered approachisrelegatedto situa-
tionsin which the students are perceived asless
prepared or less able academically than their
counterpartstaking marketing under the sender-
centered approach. Receiver-centered ap-
proaches can and are used to deliver valuable
experientia learning that simulates real-world
business practices. For example, Graham, Gra
ham, and Whiting (1997) use collaborative test-
inginthemarketing principlesclasstohelpbuild
the group problem solving skillsneeded in busi-
ness. Thisreceiver-centered approachbuildsreal -
world skills based upon student action rather
than instructor information.

Receiver-centered approaches, like sender-
centered approaches, afford the marketing edu-
cator some advantages over other organizing
principles. Thedesireto presentinformationina
manner most likely to be used by thereceiver is
perhaps the most laudable element of this ap-
proach. But receiver-centered approaches also
have limitations. For example, planning and ex-
ecutingamarketing classor programbased upon
the abilities of the receiver discountsthe poten-
tial of thelearning processitself toimprovethose
abilities. This subtly works against the goal's of
education as it enacts a program that does not
explicitly seek to improve the quality of how
students learn but only attempts to increase the
quantity of knowledge they possess at a given
quality level. For example, amarketing instruc-
tor may use open-book teststo build confidence
in students perceived to be under-prepared for
therigorsof traditional testing. But thispractice
may prevent those same studentsfrom ever tak-
ing their studies to the next step of internaliza-
tion. Moreover, receiver-centered approaches
must rely on the decoding schemaof the student
in the conveying of meaning. This places too
great a responsibility for interpretation on the
learner.

Some instructors utilizing the receiver-cen-
tered approach may emphasize the textbook as
the primary vehicle for conveying marketing
information to the student. Thisvariation offers
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some powerful advantages to the instructor.
First, knowledge creation and dissemination in
our culture is based upon principles of learning
derivedfromliterateinformationtechnology (Ong
1982). Thatis, weliterally think intermsof rules
of semiotic rules of meaning and convey that
meaninglargely throughthepossibilitiescreated
by rules of grammar and syntax. Thisisquite a
different manner of communicating and process-
ing information than other forms of meaning-
formation, such as picture-based associations
(Edell and Staelin 1983). Besidestaking advan-
tage of this technology, emphasizing the text
allows instructors to provide students with an
enormousquantity of information completewith
high quality detailed explanations in the text-
book. Considering the amount of terminology,
definitions, discussion of concepts, and examples
provided in any given marketing text, this ap-
proach grants the student access to a relatively
portable and inexpensive resource of marketing
information.

As suggested, both sender-centered and re-
ceiver-centered approachesto marketing educa-
tion afford instructors positive benefits. Both
approachesalso havelimitations. For marketing
educators, a perspective that leverages the
strengths of both sender-centered and receiver-
centered approaches while not incurring their
l[imitationsisdesirable.

PERFORMANCE-BASED TEACHING
METHODS

Thecommunicationmodel illustrated above
places the sender and receiver approaches on
endsof acontinuum. Oneway of thinking about
thesel ocationsisthat marketing knowledgetends
toresidein one or the other of the “ends” of the
communication process. But marketing isady-
namic discipline, subject to the ebb and flow of
competitive circumstance. A dynamic approach
to marketing education should seek to locate the
learning of marketing within a process of ex-
change inside the communication model, not as
residing primarily inoneend of theprocessor the
other.

Becauseperformancesfeatureaninteraction
between sendersandreceivers, theperformance-
centered approach emphasi zestheelement of the
medium of transmission in the communication
process. Performances are events that exist
ephemerally in time and combine both the con-
tent being performed (in this case, marketing
termsand concepts) with actorsor participantsin
the context of the performanceitself. Inthe case
of the marketing class or course, the actors
includeboth student and instructor, although the
instructor may play several roles. Planning for
the class and administering it outside of lecture
placestheinstructor intherolesof producer and
director. In the lecture itself, each actor has a
well-definedroletoplay; studentsexpecttolearn
fromtheinstructor whointurnagreestosharehis
or her knowledge as best they can to help the
students fulfill their roles. Comparison to dra-
matic plays are natural of course, although itis
more accurate to think of aplay asbut one kind
of human performance.

Actual drama is a presented performance
where the audience participates only virtually
and imaginatively. In marketing classes, audi-
ence participation can beaviableand actual part
of the” performance’ of learning marketingideas
and concepts. If instructorsadopt aperformance-
centered approach astheir organizing principle,
then they are more likely to build in ways of
facilitating continued exchangebetween senders
andreceiversintheir coursedesign, regardlessof
whether they use a sender-centered or receiver-
centered approach as the basis of their course
organization.

For example, consider the sender-centered
approach where the lecture is an expression of
the sender’ sknowledge. Under the performance
approach, themarketing lectureby contrastisan
evolving performanceinwhichthe*actors’ work
through their rolesand by the choicesthey make
inapplying marketing concepts, helpdefinethose
rolesfurther. Instead of acting theroleasaone-
way communicator of her or hisknowledge, the
performance-centered | ecturer anticipateswhere
and how discussion should take place. A simple
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example is inserting questions into lecture to
remind the instructor that at this point two way
interactionisdesirable.

For the receiver-centered approach, the per-
formance metaphor can also remind theinstruc-
tor to design in the necessity for two-way in-
teraction. For example, a class project under a
traditional receiver-centered approach may fea-
ture an end of term paper and class presentation.
Adopting aperformanceorientation, theinstruc-
tor redesigns the project to feature quarterly
updates of progress, provides written feedback
to samples of student writing, perhaps even
meets with the group before the presentation to
coach them on aspects of their current level of
performance before their final graded perfor-
manceis presented. The project then becomesa
performance that is rehearsed throughout the
semester withtheinstructor becoming adirector
of the student actors — but not a substitute for
their final demonstration of how well they have
internalized the lessons of rehearsal.

Onthesimplestlevel, aperformanceorienta-
tion helps increase student-instructor interac-
tion. On ahigher level, the performancein class
beginsalife-long processof practicingtheappli-
cation of marketing conceptsto solve problems.
The student must use marketing ideas in the
dynamic, three-dimensional classroom perfor-
mance situation. As in life, the choices made
under thisapproach create new problemsaswell
asnew opportunitiesfor thestudent. By analogy
then, such tools as a syllabus and project dead-
lineshelp script the performancerolesplayed by
studentsand may al so providethemwith someof
the critical standards applied to judge their per-
formances. In essence then, a performance-cen-
tered approach to marketing education does not
seeperformance asastaged event to bewatched
inlecture. Rather, it embodies marketing educa-
tion as an extemporaneous, even impromptu,
exchangeof marketing conceptsin present-tense
action to be lived, experienced, and retained as
part of theparticipant’ sproblem-solving body of
marketing knowledge.

A performance-centered approach can ex-
cite and challenge the student to realize their
potential to becomemarketing professionals. As
anorganizing metaphor, aperformance-centered
approach to marketing education also helps the
instructor planthe use of classtimeto transform
traditional lecturesinto performance-based|earn-
ing experiences. In using a performance-cen-
tered approach as an organizing metaphor for
developing their marketing courses, instructors
make teaching decisions that better integrate
teaching resourcesthan other approachesallow.
A specific discussion of how to use the perfor-
mance-centered approach to marketing educa-
tion can be found in the following section.

IMPLICATIONSFOR MARKETING
PEDAGOGY

Recently, other researchershavedocumented
the increased emphasis on course design and
implementationtoimprovestudent learning and
the increased amount of time instructor must
spend to prepare courses (Smart, Kelley, and
Conant 1999). Theadoption of theperformance-
centered approach to marketing education has
implicationsfor each step in the marketing edu-
cation process. Instructors wishing to utilize
performance-centered marketing must commit
themselves to changes in course preparation as
well asbehavioral changesintheclassroom. For
example, theamount and complexity of planning
for aperformance-centeredclassisusually greater
thanfor other approaches. However, thevisibil-
ity of thiseffortislessthan for other approaches,
particularly in comparison to the sender-cen-
tered approach. The importance of the active
role of the instructor in the sender-centered
approach is self-evident in each lecture. In con-
trast, whiletheinstructor usingtheperformance-
centered approach must prepare for multiple
contingencies and integrate more variablesinto
the lecture situation, he or she may actualy
appear tobedoing very littleon any given day of
class. Beforeadopting the performance-centered
perspectivethen, instructorsmay find it prudent
to discuss the goals and objectives of the ap-
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proach with their colleagues and administrators
to ensure understanding of and commitment to
the approach is shared by all concerned.

If after consideration of the goalsand objec-
tivesfor the coursebeing considered theinstruc-
tor decides to implement a performance-cen-
tered approach, then threeareasof consideration
can beused to guide planning efforts. Theseare:
ranking and selection of instructional materials;
preparation of materials; and, planningtherol eof
active-learning projects. While each areais ad-
dressed in sequence below, it isimportant that
the instructor weigh how decisionsin each area
will impact upon other choices being made to
provide awell-integrated course structure.

Ranking and Selection of Materials

In preparing aperformance-centered course,
the instructor must consider how and in what
combinations the traditional tools of marketing
education apply to the dynamic context of per-
formance-centered learning. For most courses,
thiswill involve decisions about thetext, course
software, instruction manuals, and test banks.

Text. Text selection, whilestill important to
the course, exists in a context in which the
teaching supplements may carry agreater share
thelearning burdenthan under other approaches.
Under other approaches, the text serves as the
storage of the most detailed information about
marketing conceptsand practicesavail abletothe
student on demand. Under the performance-
centered approach, the course is designed to
require details and, most particularly, applica
tions of course concepts to be developed in
participationinthemarketing performanceof the
course. In some instances, this will occur in
lecture. At other times, it will occur outside of
classin student work groups. But while the text
must certainly beaccurateand completeindefin-
ing and exampling course concepts, it should not
be a resource of last resort to resolve al ques-
tions. Infact, instructorsimplementing aperfor-
mance-centered approach should select atext as
much onthebasisof what it leavesout aswhat it

includes. For example, in a promotions course
the text may be preferred that does not explain
how to cost out amediabuy over onethat details
this process if the instructor intends to build in
cluestothisprocessandrequirethat studentsput
them together on their own.

Software. Theincreasing use of softwarein
marketing education is part of alarger trend in
computer assisted instruction (CAl) that has
received much attention in the marketing litera-
tureover thelastfew years(Ganash 1992; Hershey
1992; Ronchetto, Buckles, Barath, and Perry
1992). The role of CAl in the performance-
centered approach is discussed in greater detail
in section of course preparation below. In dis-
cussing the role of software in performance-
centered marketing, this section emphasizes de-
sirable criteria for judging the usefulness of a
software package.

Softwarepackagesareavailablebundledwith
many texts for larger classes. Marketing prin-
ciplestexts, for example, arealmost alwaysavail-
able with an accompanying software diskette
intended toillustrate key conceptsof the course.
Often, these packages consist of templates for
decision making in which students enter some
information into an existing macro-formatted
program that generates answers or decisions.
Whileconvenient and sometimesillustrative, this
kind of software packageisapoor supplementin
support of performance-learning goals.

Performance-centered marketing courses
require software packages with powerful fea
tures but little “pre-wired” decision tools. For
example, themarketing research coursedesigned
tobe performance-centered will be better served
by adoption of astand-alone, full-featured statis-
tical package than by single-disk case support,
even when the cases are custom-designed to
support the accompanying text. Only by requir-
ing the students to learn the procedures neces-
sary to use afull-featured software package can
theinstructor hopetorealizeperformance-learn-
ing goals. Even though well intended, the tradi-
tional illustrative software package teaches stu-
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dentsthat someone else must do theinitial prob-
lem-solving work they hope to learn. On the
other hand, full-featured packages(suchasSPSSY
PC+, SyStat, and StatView, in marketing re-
search) can be integrated into the course to
enhance performance-centered learning (e.g.,
Hershey 19914, 1991b, 1991c). Although even-
tually we can expect that the performance-cen-
tered approach will encourage extra support
fromtextbook publishersintheformof software
manuals adapting a stand-alone package to a
particular text in theinterim thisburden of adap-
tation fallson theindividual instructor.

Instructor’s Manuals. Decisions about
instructor’ smanualstypically center around the
lecture notes available, the number of transpar-
enciesor mastersaccompanyingthelecturenotes,
and thetest bank. Often lecture notesoutlinethe
chapters of the text, with little or no embellish-
ment for discussion athough this seems to be
changingfor someof thelarger textbook markets
such as marketing principles, consumer behav-
ior, and promotions. Someinstructor’ s manuals
may include additional discussion materia for
each chapter. For those instructors seeking to
implement the performance-centered approach,
acareful examination of thesematerial sisneces-
sary prior to adoption. Intheleast, theinstructor
will have to request preview copies of the in-
struction manuals to texts being considered be-
foremaking adecision. Thisisareminder of the
interactiveand mutually-influencing characteris-
tic of planning decisions made under the perfor-
mance-centered philosophy. Good textsthat lack
good support must beadopted only if theinstruc-
tor hassufficient timetocompensatefor alack of
adequate lecture materials.

Transparenciesareanother key ingredientto
an effective instruction manual package. Too
often transparency setsarejudged by their sheer
number or how many color transparencies are
availablethat simply duplicatefiguresandtables
in the text. While repetition of information can
enhancelearning, it canal so borestudentsand/or
suggest to them that they cantakein alecture or

read the chapter but have little need to do both.
Moresubtly, transparenciesthat duplicateinfor-
mation found in the text fail to recognize the
different medium of communication used by
each. Texts are discourse-based and, as static
records of information, can afford to organize
informationlinearly. Sincestudentscanreturnto
any passageat their leisure, it isnot necessary to
worry about how muchinformation gets* carried
along” inthemoment of processing. Transparen-
ciesontheother hand areshownintheephemeral
medium of transmission of the classroom and
therefore should betotally visually based. Once
thelectureisover thestudent cannot returntothe
trangparency or duplicatetheconditionsinwhich
it was first encountered and processed. In the
performance-centered approach, this meansin-
structors should choose and use transparency
sets that organize information graphically and
holistically sinceitisexpectedthat studentsmust
apply the information in the present moment of
viewingtosolveproblems. Inshort, thetranspar-
encies should be designed so that important
relationshipsareimmediately apparent. Thisin-
volves a kind of trandlation of text-based con-
ceptsintoagraphicmediumthat visually summa-
rizes sometimes complex relationships. Adopt-
ingaperformance-based perspectivemeansmaxi-
mizing the constraints of each element of the
communication process as it changes in each
performance learning situation. Transparencies
must be chosen with an eye to how they are
actually used, not ssimply on the basis of what
information they record.

For example, most marketing management
classesreview the BCG product/growth matrix.
The concept iswell known, but graphic presen-
tationsof itintransparency packagesvary widely.
Some management texts do not show amatrix at
all, some marketing texts show the matrix with-
out graphics or icons, others include “cash” or
“cow” graphics in the appropriate guadrant
(Hershey 1995). A performance centered ap-
proachwill select thegraphicthat providesmore
visual cues to meaning than one that features
more text based information.
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Test Banks. Test bankstoo can bechosenon
the basis of how well they contribute to perfor-
mance-centered learning. Typical test bank ma-
terials for the marketing principles course, for
example, placeaheavy emphasison definitionally-
based multiple choice and true false questions.
Attheprincipleslevel itisof courseimportant to
test students' knowledge of course definitions.
But a test bank should also assume a certain
knowledge is present in the student and test
student application of courseinformationtosolve
marketing problems. Thisprovidesavirtual con-
versation echoing thetwo-way interaction of the
performance-based|ectureA performance-based
teaching method would design scenario-based
multi plechoicequestionsto supplement existing
test banks. These questions describe a problem
facing amanager or company and students must
know both definitions of the terms offered as
answersandthesituationsinwhichthetermscan
bemost successfully applied. Inthisway thetest
guestions require the students to apply or per-
formmarketing decision-making strategiesimagi-
natively. Their integrated problem solving expe-
rience then becomes part of their marketing
repertoire of skills.

Preparation of Materials

Asthe discussion above suggests, it may be
necessary to adapt or enhance instructional ma-
terial stoachieveperformance-centeredgoals. In
somecases, asinthetest bank example, it will be
necessary to create additional materialsto aug-
ment materials provided with a textbook pack-
age. Inother instancesit may benecessary to use
atextbook of second choicethat includesatotal
package better suited to performance-centered
learning. For example, a marketing text that
includes aset of performance-centered learning
transparencies may be preferable to a text for
which the transparencies do not engage the stu-
dent in present moment synthesis and applica-
tion. In any case, the key to implementing the
performance-centered approach liesin the coor-
dinationand preparation of thematerialstoserve
activelearning goalsin thelecture/performance
situation.

Active Learning Projects

Inadditionto choosing materia sand prepar-
ing them to meet performance-centered objec-
tivesinstructors should consider how the use of
traditional group projects can be coordinated to
complement performance-centered objectives.
Two aspectsof group work that lend themselves
to performance-centered learning are task-spe-
cific requirements and group reports.

Requirements. A key aspect of performance-
centeredlearningistheintegration of thedispirit
parts of marketing principlesinto asynthesized
combinationof decisionmaking conceptua tools.
A number of simpleorganizational requirements
can provide student groups with successful use
of performance-centered principles early in the
term.

Perhaps the most basic application of the
performance-centered approachistorequirethat
student groups turn into the instructor alist of
both the group members names and the study
timesduringtheweek they haveset asidetowork
on the project. This may be done before even
telling them what the project is or when the
deadlines are. Having the group commit to a
public meeting place, say acomputer lab, iseven
better. This commitment once joined, can be
immediately employed by requiring thegroupto
fill out and handinacompany organizationchart.
If the instructor hands out a description of each
of the role to be fulfilled on a project, then the
group must hand back thenamesof each member
filling that role. For example, if the projectin a
marketing management classisto competein a
simulationfor two yearsand present athird year
marketing plan based upon the company’ s per-
formance, thentherol erequirement can belinked
to the tasks that must be completed in the simu-
lation. Thesemay includearesearchdirector, an
advertising director, one or more data analysts,
oneor moreproduct managers, and somekind of
executiveteam responsiblefor del egating tasks,
meeting deadlines, and coordinatingwritingand
editing of the plan. Each of theserolesisdelin-
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eated and assigned by thegroup amongitself and
turned in to the instructor.

At this point, a performance-centered ap-
proach encouragesthe use of decision and orga-
nizing tools to avoid potential deadline related
problems. For example, instructors may now
require groups to develop a PERT chart outlin-
ing how andwhenthey will completethemarket-
ing plan by itsduedate. Inthemarketing manage-
ment example, most studentswill befamiliarwith
PERT charts from their production operations
course. Themarketing instructor should set only
thedeadlinesfor completingtheplan, handingin
anoutline, andrequiringaninitial strategy state-
ment and first year assessment from each team.
The groups then must coordinating the integra-
tion of these materialsinto the PERT chart to be
handed in. This student-generated material then
servesas part of the diagnostic toolsused by the
instructor to monitor group performance. Inthis
way, both students and the instructor are work-
ing onemerging knowledgein application asthe
basisfor assessing student learning.

Reporting. Just as the use of performance-
centered objectives can help organize group
projects, instructors can set performance-cen-
tered goals for reporting their results. In com-
pleting amarketing planin principlesor market-
ing management, students often present a sum-
mary of their report orally in class. Too often
these presentations can be a stream of turn-
taking at the podium that all too realistically
imitatesthetraditional lectureformat used by the
professor! Butif theinstructor setsperformance-
based requirements for the presentation, stu-
dents can be rewarded for both imaginative and
integrated presentations. Againgeneral rulesthat
requirecertainobjective performanceof theoral
presentation can insure active learning experi-
ences.

Oneof thesimplest performance-basedrules
for presentationsthen, isto not allow studentsto
use a podium. A further enhancement of this
featureisto not allow studentsto use notes. To
avoid panic, students can be allowed to present

outlinesof discussiontopicsinvisual aidssuchas
charts, transparencies, computer-generated
graphics, or even student produced videos. To
enhancetheintegrativegoal sof the performance
approach the instructor should require use of a
minimum of threedifferent visual aidmedia. This
hel psprovidevariety and stimul atesimaginative
use of transitions between each visual aid.

Just as the tools of presentation should be
varied, so too should the presenters themselves
avoid static presentation. Student presenterscan
be required to engage in direct audience eye-
contact, use physical movement by the group to
direct audience attention to a particular visual
aid, and a question and answer session that
demands on the spot application of concepts. A
variation on question and answer can assign
another student group responsibility for ques-
tioning the presentation group. In thisway, stu-
dentsmust learnto analyzeand eval uate market-
ing plans(performances) inareal timesituation.

Preparing these performance-centered re-
guirements for presentations takes more time
than some approaches but can pay off in better
assimilation of course content and better reten-
tion of workable decision making skills.

CONCLUSION

Thispaper describeshow typical approaches
to marketing education may be conceptualized
as either sender-centered or receiver-centered
and suggests that a performance-centered ap-
proach to marketing educati on enhances student
learning of marketing asan action-oriented set of
decision-making skills. It describeshow toimple-
ment the performance-centered approachinboth
course planning and selecting and using course
instructional materials. Problemsimplementing
the performance-centered approach include in-
creased time spent planning and preparing mate-
rials to meet performance-centered goals and
risksthat the instructor’ sinnovation will not be
perceived favorably by administrators. Advan-
tages include engaging students in real-time,
present moment integration of marketing con-
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cepts in a holistic manner. During present mo-
ment integration, students and instructors can

maximizethepotential for informationexchange
asdescribedinthecommunicationprocessmodel.
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DELIVERING DISTANCE EDUCATION VIA
INTERACTIVE TELEVISION: CONSIDERATIONS
IN FACULTY PREPARATION, COURSE
ADMINISTRATION, AND STUDENT
EVALUATION

Bruce L. Alford, Louisiana Tech University
Brian T. Engelland, Mississippi State University

ABSTRACT

As distance education continues to grow in popularity and importance, more and more
marketing faculty will be given the opportunity to teach “at a distance.” One distance format
growinginimportanceisinteractivetel evision which offerstheadvantagesof real-timevisual and
audio interaction among instructor and students. This paper reviews important considerations
fromtheliterature regarding faculty preparation, course administration and student evaluation
so that marketing faculty may be better prepared to undertake interactive television delivery of
distance education and perform these assignments with distinction.

INTRODUCTION

As we enter the new millennium, distance
education programs seem to have become the
darling of college administrations al over the
United States. Over 1500 institutions now offer
courses via distance (Larsen 1999), and 300
accredited universities now offer degreesin ap-
proximately 750 different fields (Charp 1999).
Business schools have joined the party, with 80
schools offering MBASs via distance (Larsen
1999).

Thedelivery of distance classeshasevolved
from traditional mail-based correspondence
courses, to include audio/video-taped lectures,
and newer formats that take advantage of ad-
vances in communications technology so as to
incorporateinteractivetelevisionandtheinternet
(Charp 1999). Of specia interest to business
education is the use of interactive television (I-

TV) becausethisformat has gained wide accep-
tance in industry as a time-saving means to
facilitatemeaningful communi cationamong man-
agers at different locations. The I-TV format
allowsfull interactivity among students and in-
structor at multiplesites, and seemstobeideally
suited for business education where point/coun-
terpoint discussion of businessissuesisaneces-
sary requirement in the education process.

The key economic advantage of any type of
distancelearningover traditional on-siteschool -
ingisthat it saves students’ time (Becker 1999).
Cost/benefit analysis further suggeststhat I-TV
formats may be constructed in such away that
margina costs to the university are less than
hiring new faculty, building new classrooms, and
providing instruction in a traditional setting
(Hobbsand Christianson 1997). However, some
of theliteraturehasbeencritical of I-TV distance
education, especially with respect to the quality
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and appropriatenessof thecoursesoffered (Clow
2000), adequacy of faculty preparation (Charp
1999), and the appropriateness of institutional
support (Wilson 1998).

Inthecoming years, many marketingfaculty
will be given the opportunity to teach in I-TV
settings as the popularity of thisformat grows.
The purpose of thispaper istoillustrate some of
the differences in faculty preparation, course
administration, and student evaluation that are
involved with interactive distance teaching as
compared to traditional classroom teaching. In
this way, perhaps those offered I-TV teaching
assignments will go into the experience with
open eyes.

THE INTERACTIVE TV CLASSROOM

The authors of this paper are faculty mem-
bersat auniversity that hasbeenaleaderinl-TV
course delivery since 1993. Each year this uni-
versity delivers more than one hundred courses
to two hundred sites throughout its state and to
locationsasfar away asHawaii, the Philippines,
and Japan. In 1998, thecollegeof businessbegan
offeringacompletel-TV MBA program, andthe
authors teach in that program.

With I-TV, most of the limitations that are
present with educational television, videotaped
or satellite programming are overcome by the
ability of teachers and studentsto interact spon-
taneoudly, aswell asuseamultitudeof additional
instructional technologies (Hobbs and
Christianson 1997). A televisionsignal isbroad-
cast from the instructor’s location to the stu-
dents' remote location (or locations), and each
location is equipped with I-TV equipment. The
instructor’ slocation normally containsacamera
focused on the instructor and two TV monitors.
One monitor presents the signal going out to
students so the instructor can see at any time
what isbeing broadcast. The other monitor pre-
sents the incoming signal from the students
remote location(s). If multiple remote locations
are used, the monitor can be set to cyclethrough
the locations at a predetermined time interval.

Thisway theinstructor can seewhat i shappening
in each remote location.

Remotelocationshaveat |east one TV moni-
tor for the incoming signal from the instructor
and possibly more, depending on the size of the
room. Microphones are also located on desks
throughout the students’ room. When a student
keys a microphone to answer a question, ask a
guestion, or makeacomment, the camerain that
location becomes active and the incoming pic-
ture for the instructor switches to that room, so
the instructor can see the student talking.

The signal broadcast to remote locations
may come from many sources. the camera fo-
cused on the instructor (or home site class), a
computer, a videotape player, or a document
camera. The incoming signal from students is
normally fromacamerafocused ontheroom, but
it may be from acomputer (used during student
presentations), videotape player, a document
camera, or other source instruments depending
on the level of sophistication of the students
classroom.

Interaction betweeninstructor and studentis
slightly slower than the traditional classroom,
because of the transmission delay which is the
result of the signal being conveyed at distance
throughthetelephonelines. A remotelocationin
Japan has a noticeable delay in reaching an
instructor’ slocation inthe United States (onthe
order of two to three seconds) and instructors
must exhibit somepatienceinwaitingfor student
response to any questions asked.

FACULTY PREPARATION FORI-TV
TEACHING

Unfortunately, faculty are often ignored in
theinitial designof distanceeducationprograms.
We often fail to recognize that distance educa-
tion does not automatically equate to distance
learning (Wilson 1998). Economies of size and
scope potentially favor distance programs over
traditional on-campusprograms, but at theinsti-
tution level. Research suggeststhat faculty time
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commitmentsaremuch greater whenteachingin
distanceformats such asl-TV, and the standard
compensation programsofferedtofaculty donot
adequately compensate the faculty member for
participation. When compared to on-campusin-
struction, distance courses require three to four
times more dollarsto develop and threeto eight
times more faculty and support personnel re-
sourcesto operate on aday-to-day basis(Wilson
1998).

First, there’ sthe need for instructor training
in advance of course preparation and delivery,
with greater emphasisonfeedback, assignments,
testing, andfacilitating discussions(Charp 1999).
Our university offersa40-hour coursefor faculty
members preparing to teach via I-TV which
addressesmulltipletopicsof interest: technol ogy,
distance syllabi, teaching techniques, handling
presentations, using additional resources, and
managing logistics. In addition, a number of
other universitiesoffer similar training programs
designed for high school teachers. Costs for
these range from $500 to $1000 (Hobbs and
Christianson 1997).

Asaresult of training, instructors learn that
they may haveto changetheir standard teaching
approach. Instead of the “sage on stage’ ap-
proach used in more traditional education, they
likely must become more like a “guide on the
side” (Alexander 1999). Studentsused to seeing
Hollywood-developedfareontelevision, withits
polished news reporters and fast-paced video
clips, will lose interest more quickly if the
instructor’ sstrategy issimply totelevisewhat he
or she has been doing in the traditional class-
room. Distance teaching requires the develop-
ment and use of interesting interactive activities
and course materials; and contingency plansin
case communications channels become tempo-
rarily out of commission.

Theuseof I-TV doesrequireacertaindegree
of restructuring of course material. Distance
studentsneedtohaveall classmaterial accessible
and require quick response on questions—much
quicker than with traditional teaching environ-

ments(Alexander 1999) —and, consequently, the
demands for instructor contact in a distance-
learning format are typically much higher than
for atraditional class (Berger 1999). A course
web page is an appropriate solution that facili-
tatesstudying, notetaking, classdiscussionsand
“catching up” after a missed class (Karuppan
1999). Faculty should providematerialswithreal
substance, not just lecture outlines, and this
effort requires a considerable amount of devel-
opmental time. Thesematerialsmay includeread-
ingassignments, in-classactivities, lecturenotes,
study guides, quizzes, web links, cases, and
exams—anythingthat youwould normally hand-
out to students in a traditional classroom. Of
course, thematerial placed ontheweb must bein
aformat accessible through the web (e.g., html,
pdf, Word, WordPerfect, etc.). To avoid word
processing conflicts, many instructors use the
pdf format from Adobe, asthe Adobe Reader is
afreedownload and providesauniversal method
for students to read files.

The actual delivery of instruction also re-
quiresadditional preparation. Onehastoremem-
ber that the chalkboard or whiteboard is not an
alternativefor displaying information becauseit
is very difficult for the camera to pick up the
image. Although special “ el ectronic boards’ are
available, our experiencesuggeststhat the use of
theseboardsismoredifficulttointegrateintothe
presentation. Accordingly, we recommend the
use of presentation graphics software (such as
Microsoft’s PowerPoint™) along with a com-
puter to augment lecture delivery. Thisrequires
the development of appropriate images before
the class, and instructor preparation must take
thisinto account.

Thetimerequiredtoconverttraditional class-
roommaterialstoal-TV formatisalargeportion
of the preparation time for a distance class.
Distance education classestypically require be-
tween 200 and 300 hours of faculty and staff
development time per credit hour (Fornaciari
and Forte 1999), significantly more than tradi-
tional classroom environments. In attempting to
respond to that additional commitment, some

Journal for Advancement of Marketing Education — Volume 1, 2001 15



universitiesareproviding additional fundingfor
course development. For instance, Penn State
splits revenues with faculty who develop and
teach courses (Charp 1999), and Mississippi
State providesaonetime$2000 coursedevel op-
ment stipend, plus a $2000 fund to be used for
faculty software or hardware.

ADMINISTRATION OF A DISTANCE
CLASS

In addition to redesigning their course for a
distance learning format, instructors must be-
come familiar with the technology and develop
an information management system. Students
learnquickly torely one-mail communicationto
submit assignments, ask questions, ask clarifica-
tion and make comments, and the added volume
of e-mail correspondence can be a daily chal-
lenge for the instructor. Students have reported
that el ectronic communicationsfreed themto be
more revealing and to communicate more with
theinstructor thanthey would havehad they been
in atypical classroom situation (Berger 1999).
Asaruleof thumb, you can planonreceiving an
average of one e-mail per student per week for
each three-hour class delivered by I-TV. So, if
you' re delivering three classes with 30 students
each, you may be receiving (and replying to)
approximately 90 additional e-mailseach week.

Commonmethodsof presentinginformation
are the computer, videotape player, document
camera, and verbally. The instructor has the
option of what is beamed out to students at
remotelocations. Computer-mediated presenta-
tions using presentation software (e.g.,
PowerPoint™) can be effective if the font and
color combinationsarespecifiedfor thisapplica-
tion. Typically, afontsizeof forty isnecessary for
theprinttobeviewableonaTV screen, nomatter
what sizethe screen. A common color combina-
tionisabluebackgroundwithwhiteletters. This
iseasy ontheeyeand provides sharp contrast so
the print stands out.

A document camerarequirestheuseof large
print, though not as large as PowerPoint™ pre-

sentations. Theinstructor may usethe document
camerain situations that traditionally called for
the chalkboard. The instructor may use a blank
paper (preferably medium-bluein color for im-
proved contrast) to write equations, drawings,
figures, or notes. A limitation of the document
cameraistheviewable area, whichisrelatively
small compared to a chalkboard.

Of course, theinstructor will provide infor-
mationverbally totheclass. Onemust remember
the rule of thumb that we retain 20 percent of
what we hear and 50 percent of what wehear and
see. When considering distance education, a
decline in these numbers would not be unex-
pected. Theinstructor’ spresenceisonly through
the TV monitor, which is normally not a big
screen. A potential concern when delivering in-
formation verbally is physical movement. De-
pending on the bandwidth of the signal (full or
compressed), physical movement may appear
normal or blurredtotheviewingaudience. Move-
mentisnot aproblemif thesignal isfull aswesee
with our TV wewatch at home. But if the signal
iIscompressed, whichmany universitiesusesince
it ischeaper, quick physical movement will not
transmitclearly. Theresultwill beajerky, blurred
movement. Consequently, quick hand and arm
motionswill lose effectiveness.

STUDENT EVALUATION

Theinstructor must also rethink the evalua-
tionof studentsindistanceclasses. How will they
gettheexam, whowill administer it,and how will
cheating be controlled? It will still be the
instructor’ s responsibility to prepare exams for
theclass, but theinstructor cannot be physically
present when the class takes the exam. Fairness
requiresthat eachremoteclasslocationwill have
the same amount of timeto take the exam. Who
monitorsthis?

Dependingonyour situation, distanceclasses
may have a proctor available for exams. This
personwouldreceivetheexamforms, administer
the exam, and then return the compl eted exams
to theinstructor. Grading of examsis normally
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delayedin adistance setting. Theexamshaveto
be mailed to the instructor before grading can
begin. While this may not appear as a problem,
the mail from distant cities or foreign countries
may take considerably longer than you think to
be delivered. Receiving exams from multiple
locations, grading those exams, then getting the
results back to studentsisan exercisein coordi-
nated logistics. Studentsrequire quick feedback
sothat they may makecorrectionsintheir under-
standing of the subject material before going on
to other material in the course. But time lost in
themailscanbeareal negative. Y oumay beable
to post test scoresand an answer key on acourse
website, and this reduces turn-around time. But
whether posting answerson thewebsite or mail-
ing back tests, either way instructors must make
new exams each time the class is taught. Rest
assured atest filewould devel op at each remote
location.

Alternatives to consider are posting brief
examanswersonthewebfor studentstoread and
send student examresultsand commentsthrough
email. Posting brief exam answers would also
result in an exam file. At least modification of
guestions could then render them usable in the
future. Onemay asojust send examresultswith
commentsconcerning deficiencies.

Wheredistanceeducation hasnot altered the
education processisin presentations. Most uni-
versity faculty havebeenintegrating technology
into the traditional classroom and distance edu-
cationisagiantintegration of technology intothe
classroom. Student presentations using
PowerPoint™ areeasily accomplished with con-
sideration given to the colors and size of font
used, sinceit will be viewed onaTV monitor.

Student projects using local businesses can
be a challenge. Many faculty are familiar with
local businesses and have established relation-
ships with them. Student projects are then a
matter of contacting the local businesses and
askingfor their participationwithastudent group.
Distanceeducation placestheburden of locating
busi nessesonthestudentsat theremotel ocation.

Itisalso harder for theinstructor to monitor and
eva uatethestudent/busi nessinteractionandthus
ensure the quality of the project from the stu-
dents' perspective and the business's perspec-
tive.

With respect to student evaluation of I-TV
distance education, theresults have been mixed.
Althoughmany studieshavefoundnosignificant
differencesin student performancebetweendis-
tance and traditional formats (Heiensand Hulse
1996; Parrott 1995), there does appear to be a
differencein completion rates that favors tradi-
tional instruction (Parrott 1995). Regarding stu-
dent satisfaction, Clow (2000) found a signifi-
cant differencebetweenundergraduateand gradu-
atecourseofferings, leading himto concludethat
[-TV distance education ismore appropriate for
graduate education. Students do not learn all
conceptsequally well inagivenmedium. Adjust-
ing teaching strategiesto student learning styles
can produce significant gainsin student perfor-
mance (Hobbsand Christianson 1997), andthel -
TV format providesagreat deal of flexibility in
teaching strategy and style.

DISCUSSION

Aswe consider some of the key differences
between|-TV distanceteachingand other teach-
ing formats, it is important to recognize that I-
TV can be as effective as traditional formats
where (1) themethodsmatchinstructional objec-
tives; (2) student-to-student interaction is fos-
tered; and (3) there is ongoing teacher-to-stu-
dent feedback (Charp 1999). Distanceeducation
inany formisnot likely toreplacesocial integra-
tion, rite of passage and networking, which re-
quire long-term on-campus group interactions
(Fornaciari and Forte 1999). However, most
other roles of auniversity can be accomplished
through an I-TV format. Accordingly, the evi-
dence suggests that there is a place for I-TV
distance teaching as part of a comprehensive
program of business education, primarily inin-
stances where saving student travel timeisim-
portant.
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However, we underscore the concerns ex-
pressed by Fornaciari and Forte (1999) that the
costs associated with providing effective I-TV
distance education are more likely to add strain
rather thanrelief totheuniversity budgets. When
the true differential costs of faculty preparation
and delivery time are included in the computa-
tion, I-TV distance education costsare likely to
bemoreexpensivethanfirst anticipated. Tuition
charges may need to be adjusted upwards to
compensate for these added costs.

With respect to faculty who undertake the
challenge of teaching at a distance, we echo the
admonition of Larsen (1999) and Clow (2000)

that effective distance education requires supe-
rior organization skills on the part of both the
learner and the instructor. For the faculty mem-
ber, this requires the investment of additional
planning time. But for those universities that
facilitate teacher effectiveness by providing the
resources and reward structures, 1-TV distance
education may well widen the market for busi-
ness education to students who would not nor-
mally participateintheeducational process. And,
inthefinal analysis, if anyoneisconcerned about
theincreasing costsof education, all they needto
do is consider the costs of the alternative —
ignorance — and the added value of distance
education formats becomes self evident.
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THE NEW JOB DESCRIPTION FOR
MARKETING FACULTY

Norm Borin, California Polytechnic San Luis Obispo

ABSTRACT

Aswe enter the 21st century, faculty are faced with a variety of challengesthat will redefine
their roles in the educational process. Whether these challenges come from new technologies,
government, studentsor business, faculty must be prepared to changetheway they approach their
jobs. Inthispaper, wefirstdescribethefactorsthat areeither forcingor creatinganeedfor change.
Wethen focuson thenumerouschangesthat afaculty member will needtomakein timeallocation
andjob performance. Though thesechangeswill eliminate someof theacademicfreedomsweare
used to they are necessary to prepare ourselves for the new expectations and demands of our

constituents.

INTRODUCTION

New and different technol ogies, stagnant or
reduced government support and changesin our
key constituents, are some of the many environ-
mental forcesthat challengefaculty today. Rising
tothesechallengeswill requirearadical restruc-
turing of the time allocated to current tasks and
will not beeasy; but thosefaculty whoignorethe
challenges and fail to adapt to the changes they
bringwill finditincreasingly difficulttoperform
at expected levels of competency. In contrast,
the many new and different rewards systems
taking placethroughout academiawill recognize
thosewho areproactiveand accel eratethechange
process.

Based on the various challenges facing our
discipline, this paper presents aview of what a
marketing faculty member should be in the fu-
ture. First, we describe the many factorsthat are
either forcingor creatinganeedfor change. Next
wemoveintoadiscussionandtakeastrongstand
on the changes we recommend faculty make.
Given differing institutions and faculty charac-
teristics not all changes can be made by all

faculty. However, thereisadefinite need for the
majority of faculty to at least understand that
changeisimperative(AACSB 1996). Findly, we
discusstherolethat administration must play to
facilitate these changes and allow faculty to
succeed inthe next millennium.

Why Is Change Important?

1. Inadynamicbusinessenvironmentwithbusi-
ness processes changing constantly, our ap-
proach to research, teaching and job struc-
ture cannot be expected to stay static. Yet
academia, B-Schools included, are among
the slowest institutions to adapt and change
(Guskin 1996).

2. We play multiple roles in student lives —
beyond that of instructor. Students seeusas
mentors, friendsor expertsinour field. Many
see usevery day of the week and cometo us
for advice on classes, careers, or personal
decisions. Faculty must beresponsiveand be
able to adapt to changes in this, our most
important target market.
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3. Decreasing budgets and increasing scrutiny
from bodies such asthe government, private
donors, and the general public have forced
many collegesand departmentsto reanalyze
resourceallocations(Guskin 1996). Inorder
to satisfy new pressures placed on them,
faculty must changetheway they spendtheir
time.

FACTORSCREATING A NEED
FOR CHANGE

Changing Student Body

Today’s student is different from those of
just afew years ago. These differencesinclude:

1. Many students have traveled extensively —
includingtimespent overseas(Desruisseaux
1998).

2. Knowledge and use of computers and other
technologies is much more widespread. A
great many students come to campus with
their own computers and/or have their own
persona websites(Plater 1995; Fallik 2000).

3. Today’s student has been raised on televi-
sion, video gamesand theinteractivity of the
computer (Smart et al. 1999).

4. Withthefailureof thepublicschool systemin
many parts of the country, the quality of
undergraduate students has declined, with
many |acking basi clanguageand mathemati-
cal skills(Buzzell and Sisocia1997).

5. With rising tuition and other education-re-
lated costs, students are demanding more
return on their dollar including better facili-
ties, equipment and most importantly, fac-
ulty who are well trained and capable of
teaching skillsthat are current and transfer-
abletotoday’ sworkplace. Studentswill de-
mand far more application and less theory
whichwill createaneed towardstheteaching
and use of marketing tools (Kelley et al.
1998; Smart et al. 1999).

6. Studentstypically are older and have more
work experience(Buzzell and Sisocial997).

Environmental | ssues

Technology. New technol ogieshaveopened
up forms of education distribution that were not
practical until now. Universities all over the
world are beginning to offer classes through
distance learning. Whether this is through the
web, videos or other means, students can now
earn credit without ever visiting the university
(Adelman 1999). Some companies are now of -
fering packagesof | ecturesfeaturing outstanding
teachersfrom throughout the world, whileindi-
vidual faculty copyright and/or sell their classes.

There is an increasing quantity of software
availablefor faculty to usein boththeir research
and teaching. Unfortunately, although the soft-
wareisbecomemoreuseful itisbecoming more
complex and takes longer to learn. Companies
now expect students to come out of college
compurter literateand knowl edgeabl eabout many
types of software (Borin and Watkins 1998).

Information. The amount of information
availablecontinuesto grow exponentially dueto
increasingly sophisticated data gathering tech-
niguessuchaskiosksandinteractivemedia. Data
delivery systems such as the web or CDs allow
faculty tocollectinformationthat waspreviously
unavailableor very difficult to obtain.

The number of business academic journals
hasincreased fromapproximately 275in1981to
close to 1000 in 1997/1998 (Cabell’s 1981,
1997/1998). Although thisincreasesthe number
of outlets for faculty to publish in, it aso in-
creasesthedifficulty of staying currentinone’s
area.

Demographic. In some parts of the country,
atidal waveof undergraduate studentswill place
great strainson the university systems, aspublic
universitieswill beforcedto handleanincreased
numbersof studentswithout significantincreases
in their physical plant and operating budgets.
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Within a decade there will be an estimated 2
million more undergraduate studentsin the sys-
tem than there are today (Adelman 1999).

The ethnic makeup of the student body has
also changed. From 1981 to 1995 the percentage
of students who identify themselves as Cauca-
sianshasdecreasedfrom82to73.7 percent (U.S.
Census Bureau 1998).

The demographic makeup of the faculty is
changing as well. Currently, one-third of all
faculty are55or older withthemajority expected
to be over 60 by the year 2000 (Burkins 1999;
Edelson 1992). Although some faculty may
chooseto teach longer thereisastrong possibil-
ity that there will be a widespread shortage of
qualified instructors within the next decade.

Globalization. With business becoming in-
creasingly global, experience in and sensitivity
towardsother culturesbecomesincreasingly im-
portant. Businessschoolshaverespondedtothis
situation by increasing the number of joint ven-
turesand allianceswith schoolsoutsidethe U.S.
and by increasing thenumber of opportunitiesfor
students to study abroad.

Government. Most state universities will
never see the days again when the government
fundsthemajority of their expenses. In 1995, the
Select Committee on Higher Education held
hearingsonissuessuch asfaculty teaching loads,
sabbaticalsand travel expenses. The committee
leadership said that faculty were paid too much
fortoolittlework (Clausen 1996). Over the next
few years we can expect greater governmental
scrutiny intheinternal affairsof collegeswhileat
the same time budgets either remain stable or
decrease (Healy 1995). This will increase the
need for doing more with less and will further
increase the examination of faculty workloads.
Many faculty areseeingboththeir classsizesand
number of classestaughtincrease, whileteaching
assistant hours and travel alotments go down
(Altbach and Lewis 1992; Richardson 1999).
Curriculum is often revisited as colleges re-
examineand attempt to weed out unnecessary or

duplicate classes. Pressures will mount on uni-
versities to demonstrate that effective student
learning outcomes are being achieved in acost-
effectivemanner.

Social/Ethical. Whether it is due to chang-
ing norms in society, an increased pressure to
perform or lack of respect for universitiesand/or
faculty, many schools are reporting arisein the
levelsof cheating whether in or out of the class-
room (Schevitz 1999). Althoughitisdifficult to
draw a direct link, students who cheat in the
classroom today, may be morelikely to “cheat”
in businesstomorrow.

With the increased scrutiny of faculty
workloads, the value of much faculty research,
andindeedtheroleof researchinuniversities, has
come under increasing attack by the massmedia
and the public (Buzzell and Sisodia 1997).

Competition

Competition for both undergraduate and
graduate students is increasing. For-profit uni-
versities, such asthe University of Phoenix, will
increasingly compete for students, and at the
same time offer funding agencies visible ex-
amplesof low-cost, efficient educational institu-
tions that are user-friendly and market driven.
We can al so expect these school sto expand their
effortsinin-house education programsfor com-
panies and in non-degree executive education.
Schools with good reputations and high name
recognition will attempt to increase their rev-
enuesby offering programstoincreased numbers
of students, primarily through distance educa-
tion. These efforts will include both degree and
non-degree, i.e., executive programs (Buzzell
and Sisodia 1997).

Changing Role of Marketing Within Busi-
ness

In many ways, marketing is a victim of its
own success. Through the years marketing has
evolvedfromfocusing ontheproduction of great
products, to selling whatever is produced to our
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current state of focusing on consumer needs. All
efforts within the company are directed at not
only attracting new customers but satisfying
current ones. Asthe marketing concept becomes
pervasive throughout the organization, thereis
lessneedfor afully staffed marketing department
(Greyser 1997).

Job Related | ssues

Tenure. Many schools are beginning to re-
visit the traditional retention/tenure/promotion
of academia. Recently schools such as Boston
University have offered faculty membershigher
salariesby accepting multi-year contractsinlieu
of tenure. The Minneapolis College of Art and
Designoffersfaculty substantial salary increases
inreturn for acontract terminablewithout cause
(Finkin 1997). The concept of tenure has come
under increasing attack, and we can expect fur-
ther pressure and restrictions on tenure as we
know it (Magner 1998; L eatherman and Wilson
1999; Richardson 1999; Schmidt 1998).

Rewardsfor Performance. In many univer-
sities, salary increases are increasingly tied to
performance. Chancellor Reed of the22-campus
California State University System supportsthe
position that 40 percent of all faculty raises be
allocated to faculty who meet specific perfor-
mancelevels. Inorder toreceiveaportion of this
pool, faculty most demonstrate strong perfor-
mance in the traditional areas of professional
development, teaching and service.

| ntegration. Ascompaniesincreasingly move
away from functional structures, some schools
haveal so moved towardsremoving thewallswe
have set up between business disciplines. Many
schoolssuch as Case Western, the University of
Tennessee, the University of Denver, and Cali-
fornia Polytechnic have developed either indi-
vidual courses or complete curriculumsthat are
cross-functional (Buzzell and Sisodia1997).

Increase Number of Part-Time Instruc-
tors. Ascostsincrease and governmental budget

allocationsstay fixed or decreased, many univer-
sities have increased the use of adjunct instruc-
tors. One estimate suggests that part-time and
adjunct professors make up 50 percent of all
thoseworkinginacademe(Hickman1998). This
trend suggests that governments and university
administrators are saying that there arelimitsto
the need for research and scholarship in many
areas, and that what isreally needed isteaching;
and this can be accomplished less expensively
through the use of part-timers.

FACULTY IN THE FUTURE

How will faculty deal withthischanging
world?What types of new behaviorsand activi-
tieswill be required? What changes should fac-
ulty begin to embrace now before new ones are
imposed onthem?Wewill offer our suggestions
under the traditional headings of teaching, re-
search, and service, adding somethoughtsonthe
genera areaof faculty development.

Teaching

Teachingl nternships. Studentsdemandfac-
ulty who are current in both content and peda-
gogy. Onepossible solutionisto requirethat all
faculty be required to have taught under the
complete or partial supervision of a teaching
mentor prior to accepting atenuretrack position.
Few doctoral programs have pedagogy classes
andnew faculty areliterally throwntothewolves
without any guidance on how to teach or struc-
tureaclass(Gaff and Lambert 1996). Coursework
in teaching must become part of every doctoral
program. It hasal so been suggested that doctoral
students might be required to have a minimal
level of businessexperiencebeforeacceptanceto
the program (AACSB 1996).

Teaching I mprovement. Faculty with low
teaching ratings, measured by a combination of
student evaluations or peer review should be
strongly encouraged to attend teachingimprove-
ment seminars. Many universities offer these as
either brown bag sessions dealing with specific
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topics or as quarter/semester long courses. De-
partments should also hold periodic seminarson
teaching topicse.g., evaluationtools, workload,
and pedagogi cal techniques. Thesetypesof teach-
ing improvement sessions have been devel oped
in some doctorate programs (Gaff and Lampert
1996). When individual s cannot or will not im-
prove over time the existing tenure system must
be modified to permit universities to remove
these faculty from theinstitution.

Year Round Teaching. Fiscal pressuresand
increasing numbers of undergraduate students
will force many universities to move towards
year-round operation. Wherethisoccurs, faculty
should be able to elect to teach full-time year
round and minimizetheir research requirements.
In other cases, many faculty will be required to
rotate through summer sessions. Certainly, the
moveto year-round operation will eliminatethe
summer asaperiod during which research work
can be done without the pressure of other work.

Self Paced Learning. The*class’ may well
disappear as a standard measure of faculty
workload. Faculty shouldbeheldresponsiblefor
seeingthat certainlearningoutcomesareachieved
by agiven number of students. Faculty will need
to structure their instructional work so that stu-
dentscan proceed at their own pace. Thus, above
average students can be consistently challenged
while weaker students are not overwhelmed.
Thiscanbeaccomplished by providingintroduc-
tory materials on-line or by using CD-ROM
technology, whichwouldfreetheinstructor from
reviewing basic material and allow moretimeto
be spent with individual students and groups of
students.

Theincreased focus on student learning im-
pliesamuch greater emphasisonthestudentrole
in the education process than is currently the
case. Given the increased need to demonstrate
student learning, faculty will needtofindwaysto
increase student commitment to the learning
process, including behavioral contracts and
stricter attendance requirements.

Integrative Teaching. The use of cross-
functional teamsin industry demandsthat busi-
ness schools produce students who understand
how all the functional areas operate in acoordi-
nated fashion to ensure organizational success.
Many collegeshaveresponded and created inte-
grated curricula(Buzzell and Sisodial997). The
needto effectively demonstrate how the market-
ing function works with other functions in the
organization will not go away, and marketing
faculty will need towork with faculty from other
busi nessdisciplinestodevel opmaterial sthat will
allow studentstolearn how to operateinacross-
functional businessenvironment. Faculty should
beencouragedtoincreasetheir usageof integra-
tive tools such as cases and cross-functional
computer simulations. Faculty shouldberequired
to periodically teach acourse or part of acourse
with membersfrom other disciplines.

Asthe use of the Web becomes more wide-
spread, the need for more interaction between
marketing faculty and faculty from computer
scienceand computer engineering becomesmore
obvious. Developing and using more effective
marketing information systemsrequires similar
increasedinteraction.

If the marketing concept hasindeed become
pervasive in organizations, then we must insure
that each and every student who would work in
thoseorganizationsafter graduation hasafunda-
mental grasp of the marketing concept. This
means, of course, that marketingfaculty inschools
that are concerned about the employability of
their graduatesmust placeincreased emphasison
thebasi c marketing coursesthat all studentsmust
take. Some of this effort will take placein inte-
grated curricula, but whereit doesnot, thebasic
marketing course must become the preserve of
the best and brightest full-timefaculty.

Curriculum. Employers will increasingly
value graduates who have the capacity to be
effectiveimmediately uponjoiningtheorgani za-
tion. Thus, thecurriculum of tomorrow will need
to place as much emphasis on application as
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theory. Tomaximizelearning, studentswill need
opportunities to apply the concepts they learn,
and to apply them immediately and repeatedly.
Thecurriculumwill a sohaveto providestudents
the opportunity to develop skills such as prob-
lem-solving, critical thinking, and teamwork.
The days of teaching from textbooks and using
multiplechoicetestsmust end. All faculty should
be encouraged to incorporate hands-on client
based projectswithin their classes.

Resear ch

Faculty in many schoolswill no longer have
the luxury of engaging in undirected, uncon-
strained research. First of all, the pressure for
efficient education and increased student learn-
ing will require faculty to spend more time on
students. Secondly, as schools become niche
players, al faculty will need to show how their
research will help the college achieveitsgoals.

Applied Research. Pressureson universities
tobecomemorerelevant and useful will increase.
Each faculty member will berequiredto publish
articles in trade journals or other non-refereed
managerially focused publications. Faculty must
clearly demonstratethevalueof their researchto
business or other organizations, and show how
the research findings can beimplemented.

Research Partnershipswith Business. One
of the functions of research is to insure that
faculty are in touch with and part of develop-
mentsintheir academicspecialty. Theincreasing
focus on the usefulness and applicability of re-
search demands more research partnerships be-
tween universities and business. In some cases,
such partnerships can provide opportunities for
studentsto engage in hands-on learning. In oth-
ers, they might provide for the development of
teaching materials as well as faculty learning.
Oneof thebarriersto thesetypesof partnerships
hasbeenthereluctanceof universitiestoagreeto
work in situations where the research findings
may be regarded as proprietary. Similarly, such
research hasoften not beenregarded asbonafide
scholarly activity. For suchresearch partnerships

to occur and be successful, the academy must
changeits attitude and behaviorsin thisregard.

I ntegrative Research. Just asthecurriculum
faces pressure to be truly integrated, marketing
faculty will face demandsfor functionally-inte-
grated research. This suggests that marketing
faculty must seek out research partners from
other functional areas, and that schools require
faculty members to periodically co-author ar-
ticleswith faculty from other areas.

Service Through Community Activity

Most universities evaluate faculty on the
basis of research, teaching and service with the
latter being primarily afunction of university or
department committees. However, consistent
with many companies adopting the concept of
social marketing, i.e., making decisionswiththe
publicinterestinmind, weadvocatethat commu-
nity service not only be considered an equal
“partner” intheservicecomponent but becomea
required activity. Thiscommunity servicecanbe
accomplished in anumber of ways:

1. Advising student projects that assist local
private or non-profit companies.

2. Periodic free seminars put onfor local busi-
ness owners, perhaps set up with the local
chamber of commerce.

3. Faculty serviceonboardsof directorsof non-
profit companies or cultural organizations.

The benefit to the community is clear but
faculty will also gain new insightsinto real life
problems and issues. All too often we teach
theories that cannot be applied or applications
that will only work inaperfect world of unlimited
resources and information. Faculty community
involvement is the norm in Europe which has
beeningtrumenta ingainingvisbility foracademia
(Clausen 1996). Thistypeof interaction canalso
educateand continuetoreinforcetheimportance
of the marketing functionin any firm.
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Faculty Development

Faculty must consistently striveto stay at the
forefront of not only their fieldsbut businessand
society ingeneral.

Cultural Awareness. As the student body
becomes more diverse faculty must be adept at
handling a variety of cultural norms. A faculty
member can select from a number of possible
methodsto insure this:

1. Teach at least one quarter every three years
inan overseasuniversity.

2. Becomeaco-advisor for aminority club on
campus.

3. Host aforeign student.

4. Teachadistancelearningclasswithoverseas
students. TheUniversity of Cdliforniaat Davis
hasonesuch programinwhichover 2001rish
students complete their coursework from
Ireland (Keogh 1999).

Industry Contact. In order to avoid ivory
tower mentality itisessential that faculty stay in
touch with corporaterealities. Onesolutionisto
encourage faculty to periodically participate in
one or more of the following:

1. Faculty internships similar to those offered
through the Advertising Education Founda-
tion.

2. Writeand publish case studies.
3. Teach cases.

4. Mandatory sabbaticals. Not all faculty cur-
rently take sabbaticals. Faculty should be
required to take a sabbatical leave every six
years, with some portion of that sabbatical
involving work at or with a profit or non-
profitinstitution.

5. Joint research project with a company as
discussed in prior section.

Professional Standards. Many faculty
spend time with students discussing the impor-
tance of professionalism in the work place. Y et
some faculty fall short of real professionalism
themsel ves. Faculty show uplateand unprepared
for class, miss office hours, dress slovenly, and
speak disrespectfully of and to their colleagues
and students. Perhapsthisisthe ultimate down-
side of thetenure system. Faculty in schoolsand
departments need to take time to work out,
clearly state, and support the enforcement of
professional standards in the daily conduct of
professorial work. Alongwiththis, faculty should
berequiredto spend aminimum number of hours
per week on campus — beyond office hours and
classtime. Thistime can be devoted to interact-
ing with students and/or colleagues.

THE ROLE OF ADMINISTRATION

The coming years are clearly going to put
more pressure on faculty, and those pressures
must be both shared and mitigated by university
administrators. Without the adequate support of
administration, many of the recommended
changescannot beaccomplished. Giventhelarge
number of changesadvocated here, thereislikely
tobeconsiderablefaculty resistance. Inaddition,
junior faculty may be quite vociferous in their
objections due to possible incompatibilities be-
tween the changes outlined here and the tradi-
tional expectations of the tenure process. Thus,
faculty and administration must work in concert
to develop asystem of rewardsthat motivate al
faculty to adopt many of the aforementioned
proposals.

Reward Systems

Reward systemswill haveto bereworked, as
thedaysof expectingall faculty tobeeffectiveat
all taskswill disappear. Faculty must beallowed
to select their own area of focus, e.g., teaching
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and the development of devices and techniques
for effectivelearning. Theareaof focusshouldbe
allowed to change as an individual progresses
through hisor her career. Thus, ajunior faculty
member can be allowed to emphasize research
and teaching during his/her probationary period.
We believe that to be successful, such asystem
needs to:

¢ Drivethe college toward its goals.
¢ Minimizepaperwork.

¢ Allow faculty and lecturers the freedom to
choose the method by which they feel they
can best contribute to the goals of the Col-
lege. For example, asdiscussed in prior sec-
tions, faculty may choose any number of
ways to achieve cultural awareness but this
should be built into the rewards system.

¢ Get faculty buy-in throughout the develop-
ment process.

Each faculty member would be required to
submit an activity report outlining his/her ac-
complishmentsin teaching, professional devel-
opment (PD), service. Possible activitieswould
now include the suggestions discussed in this
paper. Faculty devel opment, as described in the
prior section, would beincluded in one of these
three areas. A key feature of this new rewards
system would be that each faculty member be

allowed to select the percentage of his/her per-
formance that will then be used to calculate an
overall score. Theactual percentagecategoriesa
collegeallowsshouldreflectitsoverall focusi.e.,
teaching or professional development. Table 1
providesan exampl efor aschool that emphasizes
teaching: (note: even at this school a faculty
member may chooseto have 40% of their evalu-
ation be based on professional development).

Each of the three areas is broken up into a
quantitativeand qualitativecomponent andrated
on a 04 scale, with 4 representing excellent
performance. A zero scorewould bereceived if
the faculty member does not meet established
minimum expectations the college sets. A
weighted sum, using the table above, is then
calculated for each faculty member toarriveat a
total score. Faculty would beranked intheorder
of their final score.

Teaching effectiveness would be composed
of bothaquantitativeand qualitativecomponent.
Teaching effectiveness quantitativescorewould
be calculated using a spreadsheet that lists stu-
dent evaluations over the most recent two-year
period. Number of classes, coursepreps, average
grade point in class and number enrolled would
be used to make adjustments to these numbers.
Qualitative measures of teaching effectiveness
would bedeterminedfromanarrativethat allows
eachfaculty member todiscussachievementsfor
the prior and future teaching plans and devel op-

EXAMPLE PERCENTAGEL'IA\_EE)E:;TI ONOF PERFORMANCE
Teaching PD Service
Emphasize Teaching 70% 20% 10%
Emphasize PD 40% 50% 10%
Emphasize Service 40% 20% 40%
Dual Emphasis: Teaching & PD 55% 35% 10%
Dual Emphasis: Teaching and Service 55% 20% 25%
Dual Emphasis. PD & Service 40% 35% 25%

26 Journal for Advancement of Marketing Education — Volume 1, 2001



mental goals. These narrativeswould be used to
help determine how well faculty were meeting
the new directives outlined in this paper.

Duetolengthy publicationcycles, afiveyear
period of timewould be used to evaluate profes-
siona development. Accomplishments and ac-
tivitiesareplaced into one of four categories (0—
4 scale) based on their level of contribution.
Accepted activitieswill be expanded to include
types of professional development beyond re-
search asindicated in the prior section. Faculty
may provide anarrative that explains why they
feel an outcome deserves to be placed in a
specific category. Long-term goalsarealso dis-
cussed.

Serviceactivitiesarelisted for the prior two
years. Information reported would include both
the number of activities and the hours spent on
each activity. Narratives may be included to
expand upon both past and future plans.

We recommend that there be a two-stage
evaluation process. Eacharea sdepartment head
evaluates the report and rates the faculty mem-
ber. Then a committee of al department heads
evaluatesit. There should be opportunitiesfor a
faculty member to provide a rebuttal if s/he
disagreeswiththefinal score. Theactual reward,
of course, will be contingent upon funds avail-
ablebut couldbetraditional itemssuch astravel,
student help, teaching loads, number of preps.
Although there will be agreat deal of work the
first time through, we believe that the time will
required timeinvolved will be reduced dramati-
cally insubsequent years.

CommitteeWork

The demands from outcomes-based learn-
ing, year-round operation, and the need to stay
currentinarapidly changing environment means
that faculty timewill beincredibly constrained.
To provide the time necessary for critical tasks,
faculty will haveto abandon much of thecommit-
tee work that consumes so much time, and the
slack will haveto bepicked up by administrators.

Faculty cannot abandon their traditional rolein
peer evaluation and oversight of the curriculum,
but thecomputer committee, thelibrary commit-
tee, the commencement committee, the status of
women committeeall havetogo. Administrators
will actually haveto makedecisionsintheseand
other areas and be held accountable for them.
New ways of obtaining faculty input — most
probably electronically —will haveto befound

Other

Internship opportunitiesfor both faculty and
students, research partnerships with business,
and an increase in community outreach will re-
guirethedevel opment of strategicallianceswith
enterprisesof all kinds. Thefocusof much of the
externa interaction of administratorswill haveto
shift from fund raising to opportunity-finding.
Theopportunity-finding activitieswill alsohave
to focus on international opportunities for fac-
ulty.

Administratorsareal sogoingtotakeastrong
stand against non-performing faculty who have
retired on the job and students whose poor
performance is the result of refusal to take an
active part in the learning process.

SUMMARY

Much of what we see changing in the envi-
ronment and in the expectations of the key
constituencies of universities strongly suggests
that universities and their faculty must become
much lessof anivory tower and more connected
to the real world. This will require dramatic
changes in the manner in which faculty have
becomeaccustomed to operating. Thesetypesof
changes must be pervasive throughout the uni-
versity system and will unlikely be successful if
only adopted|ocally. Thefutureof the Academy
Is at stake. We must either change the way we
operate voluntarily or have perhaps much more
wrenching and dysfunctional changethrust upon
us by government or — shudder — the market
place.
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A NOTE ON STARTING AND BUILDING
A RESEARCH AGENDA

Kristy E. Reynolds, Louisiana State University
Mark J. Arnold, Saint Louis University

ABSTRACT

Starting and building a successful research agenda is extremely challenging for most new
marketing academics given the number of pressures they face upon assuming an assistant
professor position. Based on recommendationsfromtheliteratureandtheauthors own personal
observationsand experiences, several suggestionsand guidelinesarepresented herethat may help
new marketing faculty members establish the beginning of a strong research record.

A NOTE ON STARTING AND BUILDING
A RESEARCH AGENDA

Marketing academics just embarking on a
career often face difficulties with getting their
research agendas “off the ground.” Although
they may be entering the academy with their
dissertation behind them, freshly minted doctor-
ates are confronted with a new and challenging
environment. Asif moving, settling in, and be-
coming acclimated to a different environment
were not enough, new faculty are al so expected
to meet the scholarly demands of their new
institution, maintaineffectiveperformanceinthe
classroom, fulfill institutional and professional
service activities, and build a new network of
colleagues. Balancing these substantial responsi-
bilitiesisclearly aprimary challengefacing new
faculty.

However, after having experienced thefirst
few years of a “life-after-dissertation,” many
academicsquickly realizethat thisbal ancing act
isonly part of thestory. Themany yearsinvested
in a dissertation now must be translated into
publications. Having a solid dissertation and
well-devel oped research agendaisagood begin-

ning. Unfortunately, too often dissertations re-
main unpublished, related working papers lay
dormant, and research agendas remain unful-
filled. Hence, converging on this and related
research is a magjor chalenge to be met. This
includes getting the dissertation into a publish-
ableformat, completing other manuscriptsinthe
“pipe,” selectingappropriatepublicationoutlets,
and actually getting the work out under review.
Perhaps even more difficult is keeping the re-
search stream going for many yearsto come.

This note provides some insights from the
literature as well as observations of common
problems and difficulties we have witnessed in
othersand personally faced during thefirst sev-
eral years as a new faculty member. We also
provide several important ideas to consider in
getting the research agenda off and running.
First, the starting point for many research agen-
dasisthe dissertation, and several areasto con-
sider are discussed. Theseinclude topic breadth
and interest, cooperation with the advisor, and
the conceptual linkage to related areas of re-
search. Next, a number of issues are discussed
regarding keeping the research agenda going.
This includes understanding general threats to
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research productivity, building collaborativere-
lationships, “learning” how to publish, and un-
derstanding the research pressure of a tenure-
track faculty member.

STARTING OUT
TheDissertation

Whicker (1993) recommends avoiding the
development of a very narrow research topic
(referred to as the scalpel model). We agree,
having observedthat the dissertation topic needs
to be of sufficient breath as to lead to multiple
publications. Given that the first few yearsasa
new assistant professor are so demanding, it is
difficult to begin new large-scale research
projects. Thus, publishing morethan onearticle
from the dissertation puts new faculty members
at a distinct advantage. In addition, because so
much time and effort are dedi cated to the disser-
tation, the new Ph.D. is often an expert in the
area. Thisoften makespublishing articlesinthe
areamuchlessburdensome. Accordingto Fechter
(1999), if your researchislinkedtoavery narrow
area, you may be limiting yourself in terms of
ability to publishmultipleitemsfromyour disser-
tation and in your ability to continue to publish
related researchinthefuture. Inaddition, if your
areaof specializationistoo narrow youmay also
be limiting your ability to moveto other institu-
tionsin the future.

Interest in the dissertation topic is also of
utmost importance. Beatty (1999) strongly rec-
ommendsthat students pick something they en-
joy, something they believe in, something fun.
Sheurgesstudentsto think about questionssuch
as“What canl bringtothetopic?Isitinteresting
tome? Dol believeinit?’ (Beatty 1999). Lutz
(1990) al so suggeststhat, when choosing atopic,
astudent should look within him- or herself. “A
topic isn’t hot for you unless you decide it is,”
(p. 11). Lutzgoesonto say that it islikely that the
expertsin our field develop their knowledge by
becoming completely committed and immersed
intheir respectiveareas. Thiswould beadifficult
task if a person does not enjoy the topic area.

Connectiontothe®bigpicture” isal soessen-
tial. We have observed that when the topic is
logically connected to other related, important
topics and there is overlap in substantive areas,
extending on€’ sresearch agendaismuch easier.
Beatty (1999) recommends that marketing aca-
demicseventually devel op about three main re-
search streamsthat merge and complement each
other.

Obviously the topic must a so be important.
It iswriter’s job to convince readers/reviewers
that we do not know everything about the spe-
cificarea. Lutz (1990) suggeststhat researchers
“test market” theirideaswith peersto ensurethat
research on the topic is indeed needed and that
the idea is exciting to others. He recommends
obtaining feedback by telling others about the
ideaand showingthemtheresearchmodel before
collecting data (this also applies to other re-
search, in addition to the dissertation).

We also feel that cooperation with disserta-
tion chair is extremely vital, both during the
dissertation process, and after completion when
workingon publications. Buildingand maintain-
ing apositiverelationshipwith your dissertation
chair and continuing this after graduation it is
helpful to new academics in completing and
submitting manuscriptsin atimely manner. Fur-
ther, maintaining precise scheduling and dead-
lineswith the dissertation chair and adhering to
theseisimperative. Scheduling meetings(in per-
son or viaphone and/or e-mail) and creating an
agenda for each meeting (this also applies to
other co-authors) are extremely beneficial ac-
tions. In addition, knowing what needs to be
accomplished beforethemeetingandwhat should
be addressed at the meeting are also very useful
tactics. Finaly, recording spontaneousideasthat
emerge in between sessions that may be dis-
cussed at thenext meetingishighly constructive.

We have also seen that having a good rela-
tionship with your chair is very advantageous
with regards to networking. Beatty (1999) sug-
geststhat Ph.D. students, aswell asnew faculty,
ask their chairpersons to introduce them to oth-
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ersinfield who may serve as future co-authors,
peer reviewers, or mentors. She contends that
even the most highly regarded scholars in the
fieldarefrequently willingto assi st new academ-
ics.

Publishing asa Doctoral Student

It isour opinion that one of the most critical
aspectsto hitting the ground running isfor doc-
toral studentsto beactively involvedinresearch
and publication activity early in their program.
Thisresearchactivity ideally would berelated to
the dissertation, but does not absolutely haveto
be lockstep with the dissertation topic. In fact,
somevarianceinresearchinterestsishealthy for
doctoral students and new faculty.

Even though doing additional research is
extremely difficult for many doctoral students,
particularly given the demands of most doctoral
programs, it neverthelessappearstobecritical to
launching a successful research agenda. Thisis
sofor many reasons, oneof whichistherelatively
“short” tenure clock most new marketing aca-
demics encounter (Wilson 2001).

K ey toestablishingaresearch presenceearly
isbuilding closeworking relationshipswith fac-
ulty with similar research interests. We suggest
being proactiveby approaching key faculty with
ideas. It is very useful for doctoral students to
indicate a willingness to be involved with a
faculty member’ sresearchactivities, to beenthu-
siastic, and to be willing to continue with a
project once the opportunity surfaces. A good
place to begin building collaborative relation-
ships with faculty is by writing conference pa-
pers. Over timethiscanlead to more papersand
ideas, aswell aspublishableresearch.

KEEPING THE RESEARCH GOING
Threatsto Career Productivity
Much has been written about threats to ca-

reer productivity inthemarketing academicarea.
A useful framework to explorethesepitfallsisto

view theseinfluencesasfalling into one of three
categories. “ bombs,” “burnouts,” and* bigamists’
(AMA Task Force 1988). Collectively these
influencesmay resultinlimited leadership (sea-
soned marketing academi csassi sting green schol -
ars), limited programmaticresearch, limited cred-
ibility with external constituencies, and limited
aspirations among marketing scholars (AMA
Task Force 1988). Here, wefocus on bombsand
burnouts, asthesearemorelikely tooccur earlier
in the career of a marketing academic.

Bombs are academics that “fall from great
heightstogreat depths,” resultinginearly failure
asaproductive scholar. Thisis dueto a number
of factors, including weak doctoral training, en-
tering the job market too soon or accepting ajob
before completing the dissertation, assuming
heavy teaching assignments too soon or doing
too much consulting and other non-research
activities, or facing accelerated tenure clocks.
Interestingly, most of these issues identified by
theAMA Task force(1988) canbeminimized, or
avoided outright, by new scholars by (1) com-
pleting the dissertation in atimely manner, and
subsequently (2) focusingonresearchduringthe
first yearsout of school. Researchin other disci-
plineshasal so shown that mentoring hasadvan-
tages for new faculty in terms of long-term
research productivity as well (Williams and
Blackburn 1988).

Burnouts are academics, who after a period
of productivity, “overheat” and breakdown. Re-
search has shown that one out of every eleven
associate/full professors in marketing may be
burned out (Singh and Bush 1998). While many
academics successfully emerge from the tenure
process, they find that they are in a state of
complete physical and emotional exhaustion. A
number of factors contribute to burnout, includ-
ing the journal review processitself, afocus on
textbook writing, growingfrustration over mini-
mal impact, becoming obsol ete, l[imited funding
and collegial encouragement for research, mis-
placed rewards, and changing personal priori-
ties.
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Additional factors have been identified by
others, including psychological burnout, work-
family conflict, lack of rewards commensurate
with publishinginthetop-tier journals, and weak
doctoral training (Singhand Bush 1998). Infact,
doctoral training has recently been the focus of
criticism, asstatisticsincreasingly show dissatis-
faction among doctoral students (acrossall dis-
ciplines) regarding theorganization of their doc-
toral program and preparation for research ca-
reers (Magner 2000). Asaresult, in many disci-
plines the best and brightest are leaving for
careersinindustry (Magner 2000). Other conse-
guences of burnout include a negative attitude
toward research, less time spent on scholarly
endeavors, lower job satisfaction, and higher
turnover (Singh and Bush 1998).

Again, while many of these forces may be
inevitablefor many scholars, itisour observation
that a calculated, programmatic stream of re-
search that begins early in doctoral education
may provide a buffer against many of these
forces. Othershave al so noted the advantages of
establishing collaborative relationshipsearly in
one's career as reducing burnout. Institutional
effortsto grant more sabbatical leave, to provide
better support for professional development, to
holdregular departmental brown-bagworkshops,
and to employ flexible teaching schedules have
also been found to be useful (Singh and Bush
1998). There are comprehensive resources that
address these and many other issues associated
with research productivity. See, for example,
The Full-Time Faculty Handbook (Bianco-
Mathisand Chalofsky 1999).

Resear ch Collabor ation

One areathat appearsto be critical to keep-
ingtheresearchfiresburningisongoingresearch
collaboration. Building strong collaborative re-
lationships has many benefits: sharing the
workload of amajor research project, providing
critical and different perspectives on the same
phenomena, providing motivation for future re-

search, and producing an overall better research
product. In fact, lack of collaborative effort in
research has been found to be associated with
research burnout (Singh and Bush 1998).

We advise starting collaboration by looking
for synergies with others. It is important to
identify strong co-authors with complementary
skills and to find an agreeabl e style of working
with people. Co-authorsshould also clearly des-
ignate expectations. Beatty (1999) urgesfaculty
members to quickly eliminate those co-authors
whodonot fulfill theseexpectations. Somework-
ing relationships can be highly specialized. Ina
manner akin to an assembly line, one person
collects data, one person does the analysis, and
one person writes the manuscript.

Collaborating with colleagues at one's re-
spectiveingtitutionisvery productiveand conve-
nient. Although each person’ sinterestswill prob-
ably not be exact, overlaps can oftentimes be
found. An exciting research environment can be
created if new scholars attempt to capitalize on
synergies and inspire and motivate each other.
Collaboration isnot limited to those at the same
institution, but shouldincludecolleaguesat other
institutions as well. We feel that new scholars
should attend conferences regularly to meet
people and ook for other faculty memberswho
might have common interests.

Another good idea is to solicit assistance,
such as guidance in developing research ideas,
from senior faculty. Malone (1999) urges new
faculty to ask a colleague with similar research
interests to review a draft of a paper before
submittingit. At conferences, makinganeffortto
network with colleaguesfrom other universities
and volunteering to chair conference sessions
will help establish ties with others in the field.
Fechter (1999) recommends seeking outside
sourcesfor professional advice, whereas Beaity
(1999) suggests asking for interaction from ex-
perts in the area and continually searching for
your next collaborator.
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Publishing Tipsand Advice

Equally important to the above issuesisthe
realization that most new Ph.D.’ s are relatively
inexperienced at publishing. Hence, while “on
thejob” training regarding publishingisoftenthe
modus operandi for new marketing faculty, new
scholars should be aware that the literature is
replete with wisdom and guidance from those
who have learned how to be successful at pub-
lishing.

While we do not provide a comprehensive
list of tipsand advice regarding getting amanu-
script published, wedo provideashort overview
of some thoughts on this topic that have ap-
peared over theyearsin theliterature. Wefocus
discussion onthemajor stepsthat an author goes
throughin publishing, includingideageneration,
research design, targeting journals, writing the
manuscript, and submittingandrevisingthemanu-
script. Each of theseisnow briefly discussed.

| deaGeneration, Research DesignandTar-
geting. From thebeginning, having aclear focus
regarding the intended contribution of the re-
searchisimperative. Thisareahasbeenidentified
too often asthebasisfor fatal flaws. Lutz (1990)
notesthat fatal flawsare often of theformwhere
the stated research problem is not judged to be
innovative, interesting, or important. This may
result from a lack of clear focus regarding the
contribution of the research

Lutz (1990) also states that scholars should
think more about the audience of the research.
All studies should be designed with a constitu-
ency in mind, whether it is other academics,
practitioners, managers, or policy officials. To
thisend, itisoften beneficial to“test market” the
researchprior toexecutingit, seekinginsight and
advicefrom peersduringtheidea-generationand
research-design stages (Lutz 1990).

Theresearch should alsobecreative, unique,
and offer afresh perspective—originality counts
(Besatty et al. 1992). When writing the manu-
script, Beatty (1999) urgesresearcherstoaways

ask what the contribution is. Questions such as
“What can | tell my audience that they do not
already know? What is the ‘neat twist’ here?’
should be posed (Beatty 1999). Itisimportant to
build contribution. Authorsshould avoid under-
statingwhat ispreviously knownonthetopicand
remember that the present state of knowledgeis
thebenchmark for measuring the contribution of
the paper.

Finally, authorsmust target the desiredjour-
nal fromthestudy designphase. They shouldalso
amashighasfeas blewithregardstopublication
outlet, but should never submitamanuscripttoa
specific journal just to get feedback (Beatty
1999). “ Special issues’ injournalspresent unique
opportunities as research outlets. Further, spe-
cial issues often have strict deadlines that will
keep junior faculty motivated and on track.

Writing. Communicating clearly isthe most
important goal. Authorsarewell-advisedtogive
thereviewersareason to read the manuscript in
the first three paragraphs. Seriously pondering
suchquestionsas“What doweal ready know and
wheredoesthislead?” and“What doesthisstudy
bringtothearea? will help. Authorsshouldalso
consider stating theintended contribution of the
work intermsof whether itidentifieshow theory
applies to the marketplace, extends theory, in-
vestigatesimportant moderator or mediator vari-
ables, oridentifiesboundary conditionsfor theory
(Varadargjan 1996). Further, itishelpful if there
isapractical hook that clearly relatesthefindings
to marketing practice.

Carelessnessinwriting and presentation not
only make the manuscript difficult to read and
interpret, but perhaps more importantly, may
create a negative halo effect on the reviewers
comments and opinions of the research as a
whole(Beatty etal. 1992; Lutz1990). Infact, the
most important communication barrier to pub-
lishing is the quality of the exposition of the
manuscript (Lutz 1990). Communication barri-
ersalso occur at theglobal level whenthemanu-
script doesnot flow well, or whenitisconfusing
and not persuasive (Lutz 1990). Therefore, an
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author must do an excellent job in crafting a
manuscript, viewing it a work of art, carefully
pieced together and planned.

According to astudy by Beatty et al. (1992),
themost important criteriain thereview process
are the significance of the contribution and the
conceptual rigor of the paper. In this study,
reviewers often talked about the need for the
application of sound theory, with poor theory
being aleading causeof rejection. Further, while
the length-to-contribution ratio is an important
consideration (Lutz 1990), authors should pro-
vide a coherent synthesis of the extant research
on the topic (Varadargjan 1996). Further, the
study must be credible and trustworthy. Claims
must be believable. Authors should also ac-
knowledge any disadvantages of the research
andturnthemintoadvantages(i.e., “Here swhat
wecanlean...”).

Submitting. According to Lutz (1990), all
manuscriptsshould be peer-reviewed before be-
ing submitted. He recommends asking two to
four trusted and respected colleagues to criti-
cally review apaper before submitting it. Effec-
tivepeer reviewsshouldinspirecritical thoughts
about the manuscript or motivate considerable
revisions. It may be advantageous to consider
peer reviewers who are less familiar with the
topic, as these colleagues often have great in-
sights (Beatty 1999). When asking your col-
leagues to read the manuscript, clearly request
that they provide reasons they would reject it.
Then arguments can be constructed, in advance
of submittingthe paper, to counter thesereasons.

Revising. When a manuscript comes back
witharequest for amajor revision, all isnot | ost.
Making concerted efforts to turn the revision
aroundasquickly aspossibleisstrongly advised.
If the reviewers suggest collecting new data, try
to collect it, if possible. All of the reviewers
concerns should be carefully, civilly, and fully
addressed and elaborated upon in the response.
Remember that reviewers are not always en-
emies and the editor can be an important friend
(Beatty 1999).

Getting Tenure and Resear ch Pressure

Not only is learning to write and publish
important, but new marketing academics must
mentally preparethemselvesfor adifferent kind
of pressure in atenure-earning faculty position.
It is no secret that the bar for earning tenure is
rising with each passing year. At some institu-
tions, thehurdlehasrisennearly exponentially in
the past five years, creating pressures on new
faculty that previously were not experienced
(Cassulo 1998; Wilson 2001). In fact, at many
institutionsthe common procedureisto acceler-
ate the whole tenure process, evaluating new
faculty years before going up for tenure and
“showing them the door” if it appears that they
will not meet future promotion and tenure re-
quirements. Wilson (2001) reportsthat at many
nationally-recognizedinstitutions, junior faculty
are evaluated in their fourth year by all tenured
faculty inthedepartment, with aconcurrence by
acollege-level committee also required to con-
tinueemployment. Someuniversitieshaveinsti-
tuted third-year reviews that require outside
letters of recommendation for continued em-
ployment (Wilson 2001).

New scholars should learn about tenure and
thetenureprocessat their respectiveinstitutions.
Tipsontenurepoliciescan befoundinthereport
“Good Practicein TenureEvaluation: Advicefor
Tenured Faculty, Department Chairs and Aca-
demic Administrators,” published by the Ameri-
can Council on Education, the American Asso-
ciation if University Professors, and the United
Educators Insurance Risk Retention Group (a
firm that provides insurance to universities in-
cluding coveragefor legal disputesover tenure),
at http://www.acenet.edu. Advice for two-ca-
reer academic couples can also be found in
Colloguy in Print (Chronicle of Higher Educa-
tion, May 26, 2000).

CONCLUSION
Based on suggestions from the marketing

education literature and on our own personal
experiences and observations, we have offered
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several guidelinesand recommendationsfor new
faculty. Theseincludedissertation topic breadth
and interest, cooperation with the advisor, and
the conceptual linkage to related areas of re-
search. In addition, we addressed several issues
that relate to sustaining the research agenda,
including understanding general threats to re-
search productivity, building collaborativerela-

tionships, “learning” how to publish, and under-
standing the research pressure of atenure-track
faculty member. Wehopethat theseareuseful. In
addition, we hope that perhaps our ideas lead
others to qualitatively and empirically investi-
gatefactorsessential to successinthe marketing
academic area.
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A THEORY ON WHAT MAKES
A MASTER TEACHER

Michael R. Luthy, Bellarmine University

ABSTRACT

Being considered a® master teacher” in your field representsa goal many educatorsstrivefor
their entirecareers. Thecurrent paper reviewstheoriginsof theterm, itswidespread use, and some
per spectives from master teachersand their students on what it means. Several models from the
literature are presented and compared with the goal of uncovering significant underlying
dimensions. Finally, arole-based model of master teachingisdevel oped, drawing on thetasksand
strategies of bureaucrats, traffic cops, martial arts sensei, and Vegas lounge singers.

CONCEPT ORIGINS

Evolving from its Middle English origins
prior to the 12" century, modern usage of the
term “master” includes a variety of definitions.
The ones most pertinent to the subject of this
paper involve, “aworker or artisan qualified to
teach apprentices; an artist, performer, or player
of consummateskill; and agreat figureof thepast
(as in science or art) whose work serves as a
model or ideal” (Merriam-Webster’ sCollegiate
Dictionary 2000). When used as a superlative,
“master” is associated with dominance, profi-
ciency atthehighestlevel, and skill derivingfrom
an in-depth knowledge of some subject.

A review of literature databases employing
master teacher asasearchtermyielded asignifi-
cant number of citations covering many disci-
plines (see Figure 1). The articles ranged from
the obituaries of prominent educators who had
been identified as master teachers during their
livesto profiles of their current counterparts. In
many cases, the authors attempted to capture, in
somewhat informal terms, thequintessential qual-
ity or qualities that set their subjects apart from
theranks of competent educatorsand warranted
the term master teacher.

PERSPECTIVESFROM MASTER
TEACHERSAND THEIR STUDENTS

It is a commonly held view that through
experienceandtraining, teachersunderstand both
their subject matter and how to teach it effec-
tively. Master teachers make it a priority to
update their knowledge and refine classroom
skillsthroughongoing professional development.
Furthermore, they infuse their instruction with
authority and discipline and use cultural experi-
encesto link new concepts and make them live
for students (Draper 2000). Some researchers
haveasserted that akey differentiating factor for
master teachersis the practice of incorporating
their ownvalueorientationandinvitational teach-
ing style (Pissanos and Allison 1993) or their
ability to reduce problems to manageable size
(Strohm 1992).

In areview of the literature, many authors
highlighted other pedagogical differences and
philosophica underpinnings that separate mas-
ter teachersfromtheir more* conventional” coun-
terparts. One author cited such facets of master
teaching as an innate sense of logical organiza-
tion and clear communication of each concept
via graphics, demonstrations, and animation

Journal for Advancement of Marketing Education — Volume 1, 2001 37



FIGURE 1
SELECTED MASTER TEACHER FIELDSAND
ARTICLE CITATIONS

Field of Study/Expertise Citations

Accounting Hunt (1990)

Acting Klein(1999)

Art Nathan (1999); Morris (1989)
Ballet Mattingly (2000); Harris (1995)
Baseball Johnson (1998)

Belly Dancing Greist (1997)
Capoeira(Dance/Fighting) Dunning (1998)

Child Psychology Cantor (1994)

ChineseOpera Gargan (1998)

Choreography Tommasini (1998)

Elementary Education Porter and Foster (1998)
English Webb (1998)

Football Stockard (1996)

Geometry and Algebra Whitaker (1999)

Golf Ott (1997)

History Boyd (2000)

Indian Odiss (Dance) Dunning (1996)

Information Systems Hunt (1990)

Karate Wren (1994)

Language Arts Whitaker (1999); Uffen (1997)
Physical Education Pissanosand Allison (1993)
Piano Davoine (1998)

Sociology Donal (1986)

Theater (Movement/Clowning) Gehman (1994)

Track and Field Moore, Cook, and Mravic (2000)
Violin Anonymous (1995)

Writing Klein (1999)

(Musil 2000). Another author (Davoine 1998)
focused on the ability of master teachers to
develop skillsin studentssuch aswaysof identi-
fying a problem, of making students ask our-
selves the right questions, and have them find
their our own answers. She expresses the view
that master teachers consider themselves more
like a coach than a professor (Davoine 1998).

Thisperspectivetranscendspedagogy or content
and includes other personality facets.

Students of a language arts master teacher
spokeof theenergy and enthusiasmhebrought to
the lesson. The teacher spoke of the love and
respect and appreciation that goes in his class-
room and that he makesit apoint to reach out to
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studentsand makethem feel likethey’ re specia
in order to ignite aspark in students. In the case
of KimyaMoyo, ageometry and algebrateacher,
she stats her belief that education is almost
spiritual. To her, for teaching to be effective, it
has to be about establishing relationships with
studentsthat takeyouintothat child’ sworld. She
believes that if you can take kids to that place
wherethey can verbalize and conceptualize and
problem-solve, it’ sbetter thanif they’ redoing a
dozendrills. Y ouhavetoadjusttowherethey are
and get them to trust you.” Many also spoke of
thisindividual consideration of students—*“every
studentisdifferent” (Whitaker 1999). A different
master teacher explained it thisway, “each one
hasdifferent problemstoface, adifferent way of
learning or understanding, and a different per-
ception of what you aretrying to explain. In my
opinion, ittakesgreat effort from boththeteacher
and the student to adapt to each other. Thereis
certainly no pattern” (Davoine 1998).

Borrowing from some of the business man-
agement literature and concepts of continuous
improvement, sometaketheterm master teacher
with agrain of salt.

“l don’tliketocall anyonea‘ master,’ really.
I’d rather call them a person on the path to
mastery, but we'll use the term anyway. |
think that no one can ever totally master
anything, but we can all be on a path to
mastery. | think oneof thethingsthat charac-
terizesalmost all of them isthat they’re not
only willing to stay on aplateau in between
spurts upwards for along time and are not
only willing to practice, but also love to
practice. And, if | can make aradical state-
ment, they can love the plateau. Almost
alwaysthosewho are at thetop of their field
aretheoneswholoveto practice” (Akiyama
2000).

FORMAL ATTEMPTSAT
SPECIFICATION

Excellence for teachers is demonstrated by
bringing out the best learning of each student.

Whilethesearchfor criteriaspecificto effective
teaching hasbeen aseriousresearch questionfor
closeto half acentury, identifying those central
to the excellent, or master teacher, has been
elusive. According to White (1991) the concept
of excellence will be a multivariate measure of
the classroom environment created by an indi-
vidual called amaster teacher.

In astudy reviewing more than 140 journal
abstractsinthe period 1986-1989relatingtothe
key words, “ master teacher,” (White 1991) only
onestudy identified thecharacteristicsof master
teachers(Allen 1987). Other studieshave exam-
ined the question of what role master teachers
play intheeducational processand include staff
developer (Caldwell 1985), effective teacher
(Doyle 1986), curriculum leader (Abeles1987),
and strong provider of instructional leadership
(Zumwalt 1986).

In the educational research on criteria for
teaching effectiveness, one conclusion seems
valid—personality and attitudesareinextricably
boundto classroomevaluation (Anderson, White,
and Wash 1966; White, Kenney, and Gentry
1966; White and Anderson 1967; White 1969,
1971, Torranceand White 1969; Whiteand dela
Serna1976; Whiteand Holman 1978; Whiteand
Burke 1984; White, Burke, and Karlin 1985).
Surveying a random sample of teachers and
schools from 48 states, Ryan (1960) found that
thethree highest factorsin teacher effectiveness
at the elementary school level were personality
traits: (1) warm, sociable, and deferring as op-
posed to cool, aloof, and reserved, (2) business-
like, orderly, and evaluative vs. careless, dip-
shod, and unplanned, and (3) enthusiastic and
exciting vs. dull, routine, and boring.

More structured investigations have been
conducted by George (1997), Weaver et al.
(1993), Lavely et al. (1990), and Allen (1987),
(seeFigure2). Commonthreadsfoundamongall
of the studiesinclude acommitment of timeand
effort that occurs outside the classroom, both
before(intermsof preparationand planning) and
after (for interaction with students and follow-
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FIGURE 2

FOUR APPROACHESTO MASTER TEACHING

that ensures that
everything gets
off to theright
start.

¢ Maintainthe
forward
progress, or
structured
momentum, of
theclass.

¢ Engage students
incarefully using
what they have
learned.

¢ Make sure that
individualized
instructionis
highly targeted.

¢ Useconcrete,
everyday ex-
amplesand
illustrations.

¢ Demonstrate
commitment
through time
spent in prepara
tion, organiza-
tion, and fresh
material.

George (1997) Weaver et al. (1993) Lavely et al. (1990) Allen (1987)
¢ Designahighly ¢ Demonstrate ¢ Expert peda- ¢ Superior
structured effectiveddivery/ gogy. preparation.
teaching setting presentation
that also allows skills. ¢ Subject mastery ¢ Exceptional
students to enjoy demonstrated by teaching strate-
thelearning ¢ Show enthusiasm testing. gies.
process. for subject matter
and job. ¢ Rolesand du- ¢ Motivationand
¢ Alignthecurric- ties. communication
ulum such that ¢ Get down to ills.
all classtimeis students' interest ¢ Professional
aimed at the level including activities. ¢ Sound curricu-
knowledge, demonstrating lum knowledge.
skills, or atti- listeningskills. ¢ Demographic
tudesto be data. ¢ Interpersonal
taught and ¢ Userigorous competence.
learned. standards, tough
but fair exams ¢ Classroom
¢ Createaclass andpolicies. management
room climate proficiencies.
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up) aswell as organization and creativity in the
classroom. Given the diverse skill set needed to
implement thevariousstrategiesidentifiedinthe
studies and the singular nature of the individual
master teacher, a role-based model, one that
incorporates many of theseidentified factors, is
warranted.

A ROLE-BASED MODEL

Given the number and variety of strategies
and tasks identified by the four authors cited in

Figure 2, educators striving to implement them
(or asubstantial majority) will haveasignificant
challengeahead of them. Oneway toenvisionthe
solutionisto separatethecomponentsaccording
to the major dimension of place, i.e., those that
take place in the classroom and those that take
place out of the classroom. A further inspection
of Figure2will reflect asecond major dimension
to the strategies identified, namely focus, i.e.,
whether the strategies are content-based or sty-
listically-based. Theresulting two by two matrix
results in four quadrants with each sufficiently

FIGURE 3
MASTER TEACHER ROLE/ACTIVITIESMATRIX
Outsidethe Classroom Insidethe Classroom
Bureaucrat TrafficCop
Content ¢ Syllabusconstruction (policies,assign- ¢ Organization of material and
ments, calendar). activities.
| ssues
¢ Assessment activities (tests, quizzes, ¢ Adaptive management of
projects, feedback). people, technology, and
materials.
¢+ Reading, conferences, seminars,
interaction with other faculty, listserve ¢ Contingency planningfor
activitiesdesigned to staying current in unanticipated “ opportuni-
field and keeping material s (content) ties’ tofacilitatelearning.
up-to-date.
¢ Enforcement of policies.
Martial Arts Sensel Vegas L ounge Singer
Stylistic ¢ Maintainingofficehours/before-after ¢+ Knowing your audience.
classaccessibility for consultation and/
| ssues or coaching. ¢ Working the roomto include
participationand multiple
¢ Reading, conferences, seminars, voices.
interaction with other faculty, listserve
activitiesdesigned to continually ¢+ Conveying asenseof enjoy-
improve delivery methods (pedagogy) ment of the material and the
experience.
¢ Classroom visitsto colleagues
classes.
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uniquetowarrant aseparaterolelabel, capturing
the essence of the tasks and strategies appropri-
ate to the cell, and description (see Figure 3).

L essons L earned from a Bur eaucr at

The bureaucratic roleis anecessary onefor
the master teacher. Centering around content-
based issues outside of the classroom environ-
ment, the overall course planning, scheduling,
and general administering of theeducation expe-
rience takes place when the educator is playing
this role. It also incorporates the continuous
improvement component mentioned in numer-
ous articles as key to master teachers.

LessonsLearned from a Traffic Cop

As anyone who has taught in a classroom
with more than one student can attest, working
through a planned session requires an innate
senseof organization, adaptability, and thinking
on your feet. To obtain the class or course
outcomes, directing the process, to whatever
degreeisrequired by the circumstances, so that
studentssensethedirectionwithout feelingstifled
in their contribution or the experience, requires
the talents of atraffic cop.

LessonsLearned from aMartial Arts Senseai

Thespiritual, somewouldsay Zen-like, quali-
tiesassoci ated with master teachersstemsin part
fromthecontinuousimprovement aspect of their
behavior directed at pedagogy. It also encom-
passes the coaching and nurturing aspects of the
teacher-student rel ationship, takinginto account

accessibility outsideof theclassroom, whether it
isface-to-faceor electronically.

L essonsL ear ned from A VegasL oungeSinger

Perhaps the most under appreciated role of
the master teacher is that termed the Vegas
loungesinger. Vegasloungeactsdraw inquitea
lot of people (they must be doing something
right). Truethey areperforming, but they areal so
delivering valuetotheir audiences. Theconvey-
ing of enthusiasm and enjoyment of what they are
doing is significant. Remember that is was that
enthusiasm and enjoyment that led us to this
career path/profession and allowed usto sustain
ourselvesthroughtherigorsof thePhD program,
whilefor many jugglingfamily, social life, work,
and other responsibilities. The Vegas singer is
polished, adaptive, and in the best sense of the
word they “work theroom” (the parallel tolarge
section introductory classes is not lost on this
author).

CONCLUSIONS

Whether in marketing or another teaching
field, identification as a master teacher repre-
sents and ideal to be strived for. And for those
who attainthispinnaclein professional devel op-
ment it represents not an ending point but a
benchmark for their ongoing efforts. The range
of tasks and strategies connected to teachers at
thislevel requiresthey take on many roles, both
inand out of theclassroom. Thegoal remainsthe
same however, to bring about the best learning
possible for each student.
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SIGNING A CONTRACT TOWRITE A
TEXTBOOK: PLANNING, CO-AUTHORS,
NEGOTIATIONS, AND CONTRACT
PROVISIONS

David Kurtz, University of Arkansas

ABSTRACT

At some point in their career, many marketing professors consider writing a textbook. Some
goaheadwith their projects, whileother sarediscouraged becausethey do not knowhowtoinitiate
the process. This article provides some basic background information that will allow potential
authorsto assess the viability of their proposed texts, and explain how to get started.

Textbook publishing is based upon contracts between authors and publishers. This paper
examines the key steps in reaching such an agreement: picking a publisher; the co-author
decision; contract negotiations; and, the specific provisions that make up a textbook contract.

INTRODUCTION

Many marketing professors reach a point
sometime in their career where they give some
thought to writing a textbook. The typical rea-
soning goeslikethis: | havedevoted x number of
yearsto teaching marketing; | think | am apretty
decent classroom instructor; so, why not cashin
on my experience? For most, the idea quickly
passes, but for afew, the venture begins.

TheBeginningand Ending Scenariofor M ost
Book Projects

The initia inclination for most would-be
authorsisto visit with your favorite local pub-
lishing rep. Typical questionsinclude:

¢+ Wouldyour company consider signingmeto
acontract?

¢ What kind of advance could | get?

¢ What about royalties?

Therepsarefamiliar with suchinquiries. In
fact, it is part of their jobs to find potential
manuscripts. Publishers have set proceduresfor
reporting such inquiries to the appropriate edi-
tor. Aspiring writers might be surprised to learn
that reps get “signing bonuses’ if you reach an
agreement with their employers. But reps also
know that most publishingideasarelong-shotsat
best. Some profs seem to make their publishing
inquiries on an annual basis. Eventualy, they
retire without ever writing the book they talked
about for so many years.

Getting Serious and Getting Started

Let’s look at a more realistic approach to
your textbook project. Start with an honest as-
sessment of your career stage and writing skills.
Intoday’ sacademic marketplace, no oneshould
contemplate writing a textbook until they are a
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tenured associate professor. In schools with a
significant research orientation, even thiscareer
point may betoo early.

Also, consider if you have the necessary
writing skills. Textbook writing isvastly differ-
ent fromwriting for journal publication. So, itis
probably best to write a couple of chapters of
your proposed text — complete with pedagogy,
examples, tables, figures, and end-of-chapter
materials. Thenask acoupleof peopletocritique
your work. Colleagues who have written text-
books before, or professors renown for their
classroomskills, would begoodpicks. Certainly,
oneor morerevisionsof yourinitial effortwill be
in order.

These sample chapters need to be picked
fromyour proposed table of contents(TOC). By
the way, the TOC should go down to at least
number 2 sub-heads. Chapter titlesarenot enough.
Sometimes, the TOC evolves as you write the
sample chapters. So, which chapters should you
pick?

1. Chapter lisalikely candidatesinceit setsthe
format for what isto come later in the book.

2. Then, pick achapter dealingwithyour speci-
ality. Afterall,if youcan'tdoagoodjobwith
that one, youwill certainly haveatoughtime
with lessfamiliar topics.

What About Co-Authors?

Most editors will tell you that good co-
authorshaveoffsetting skills. Maybeoneisstrong
in behavioral areas, while another is strong in
strategy and research. So, the most basic ques-
tions you need to answer are “Do | need a co-
author?” And if so, “why?”’

¢ Theco-author decision may be the toughest
decision you will make asan author. A mul-
titude of issues must be considered.

¢ Doesyour proposed co-author haveasimilar
work ethic? The arrangement won’'t work if

you are working weekends while your co-
author playsgolf.

¢ Doyou get dong with this person? Areyou
in regular contact with him or her? Do you
trust this person’s professional judgement?
Remember you will be partnersinthetough-
est writing venture you will ever undertake.
A colleague of this paper’s author once re-
marked: “| havewritten numerousacademic
articles, but nothing | ever did prepared me
for theeffort required towritemy textbook.”

¢ Publishingcontractshaveanodivorceclause.
Inessence, your co-author isyour partner for
as long as the book is in print. You can't
divorce a co-author and look for a new
partner. Thebottom lineisthat co-authoring
atextbook isamarriagewiththetightest pre-
nuptial agreement you could ever imagine.

Creating the Prospectus

Once you have reworked your table of con-
tents and sample chapters to the point that you
are satisfied with them, then move on to a pro-
spectus. This document basically outlines the
target market for your text. In what courses
would it be used? Arethere secondary markets?
Maybe fashion merchandising or communica
tionsprograms?Will the book havetrade poten-
tial? (in other words, could it be revised as a
“How-to” paperback?) Will it have a market
abroad?

Asanaside, if youareafirsttimeauthor,itis
highly unlikely that you will be signed to do a
principles or basic book. The uncertainty and
investment is too high for the publisher. The
more likely first book scenario is an advanced
offering in your areaof specialization.

The prospectus should also describe the
market for thetext. How bigisthemarket? What
are the competitive books? Which ones are the
market |eaders?

Next, describe your overall approach to the
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books. For example, isit abehavioral or quanti-
tative approach? Then, compare your approach
to that of the market leaders. What will be your
major selling points?

Finally, outline arealistic writing schedule.
Assuming you still have your day job, you will
need to allow at least amonth per chapter. Also,
remember that most publishersreview chapters
by partsor groupsof chapters. Sosix monthsinto
your project, you could berevising first draftsof
your initial chapters at the same time you are
trying to write new material.

Once you have your prospectus, table of
contents, and sample chapters, you are ready to
talk to a publisher. But which one?

Targeting a Publisher

This stage becomes a real wake-up call for
most beginning authors. There simply are not a
lot of optionsthesedays. Collegepublishing has
gone through a massive consolidation in recent
years.Y oucancount all themajor playersonone
hand. Y ou can use your second set of fingersto
delineate the entire industry for your particular
volume.

A second wake up cal comes when the
budding author realizesthat most of the publish-
ershaveexistingbooksintheir fields. Sincemost
publishers operate on three year production
cycles, you can figureonthree existing texts per
publisher; but, some major firms have multiple
booksin any given year.

So, your pick of apublisher may not bebased
on your favorite local rep. Instead, you should
look at where you will have the best chance of
being signed. Also, whowill sell the most books
for you?

Here are some general rulesfor picking the
best publishing option. Simply answer the fol-
lowing questions:

1. Whichpublishersseemtohavean* opening”
for your book?

2. Howmany salesrepsdoesapublisher havein
thefield?

3. Whenwasthelast timeyou saw arepfroma
particular publisher?

Pick your primary target. Then make apref-
erencelistfromNo. 2towhatever ssemsreason-
able. Whenyou areready, contact your first pick
probably throughthelocal rep. Remember those
signing bonuses. With a complete editoria re-
view packet, you may quickly have an advocate
in your local rep. Ask the rep to transmit your
proposal to the appropriate editor. Tell the rep
that you are serious about the project and you
would like to his or her company to be your
publisher. Y es, it isacceptableto say thisto two
or three of the reps at the same time.

M eeting the Editor

Once your materials are “in-house’ at the
publisher, theeditor for your disciplinewill give
itaninitial review. If theprojectlookspromising,
theeditor will sendit out for reviews. Infact, you
might have prepared one or more such publisher
reviewsin the past. At this point, the editor may
have invested some time and say, a $1,000 in
your project.

If thereviewslook promising, theeditor will
usually call todiscusstheproject further. Prior to
thispoint, most communicationwill probably be
by e-mail. During thisphonecall, it isimportant
for thepotential author toexpressenthusiasmfor
the project. In short, adopt a selling mode. Y ou
will need to convince the editor that the project
isviable, and you are the person to do it.

Prior to or after the call, the editor (typically
calledan*acquisitionseditor”) will havemadea
proposal to publish your textbook to his or her
management. Thisproposal will assessthebook’ s
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likelihood of success, forecasted sales, and pub-
lication costs(including royalties.)

If ago-decisionisreached by thepublisher, a
contractisproposed. Someeditorsliketo present
the contract in person, particularly to first time
authors. Remember that editors are also sales-
people. At this point, they are selling you. So, a
warning is necessary here! Y es, the nice dinner
and pleasant conversation was great. But most
editorsstay inadisciplinefor 5 yearsor less, so
don’'t expect this person to be around for your
third or fourth edition. Also, remember as soon
asyou sign the contract, the editor takes off the
sales hat, and puts on a production supervisor’s
cap. In other words, your next conversation will
be about your writing schedule.

Basic Guidelinesfor Reviewing a Publishing
Contract

It is probably best to review a publishing
contract in private and when you have adequate
time. Save the nice dinner with the editor until
you have worked out all the contract details.
Have the editor send the contract to you over-
night. As soon asyou get it, make a photocopy,
so you have adraft on which to make notes.

First time authors often ask the following:

1. Dol needanagent?Agentsarestill relatively
rare in college publishing. Yes, there are
good onesout there. The Text and Academic
Authors Association, headquartered in St.
Petersburg, Florida, can providealist. Inthe
opinion of this writer, an agent would be
most useful in signing amajor, basic text —
not your first publishing effort.

2. Should I have an attorney review the con-
tract? Of course, there are excellent attor-
neysthat practice in areasrelated to college
publishing. But, one needsto remember that
youaredealingwithavery small industry, so
alocal attorney ingeneral practicecannot be

expected to be knowledgeable about all the
specific clausesin apublishing contract.

Still, over the years, publishing contracts
havebecomelonger, moredetailed, and much
morelegalistic—|eavingfew thingsto chance
from the publishers perspective. Most au-
thors will tell you that college publishing
contracts are extremely one-sided. For ex-
ample, did you know at least one publisher
withholds 20 percent of royalties on afirst
editionbook?Therational eisthat if thebook
fails, the publisher would not have to pay
royalties on texts that were later returned
from bookstores. If thisdoes not proveto be
aproblem, the 20 percent holdback is even-
tually paid to the author.

Hereareacoupleof other publisher-oriented
provisions:

¢ Publishershave beguninserting clausesthat
cuttheauthor’ sroyalty rateinhalf if thebook
doesnot reachacertainsaleslevel, say 1,000
copies per year. This clausereally hurts au-
thors of advanced books at the end of their
publishingcycle.

¢ If you have multiple bookswith apublisher,
your contracts may allow the company to
offset unearned advances and other changes
against your more successful books.

Negotiating the Big Ticket Items

Prospective authors should be concerned
about three major contract provisions: royalties,
advances, and grants. A royalty isacommission
paid on net revenuesreceived by thepublisher.In
other words, royaltiesare paid ontheamount the
publisher receivesfrom the bookstore, not what
thestudent paysat retail. By contrast, anadvance
Is an author payment that is charged against
future royalties. A $5,000 advance paid to the
author means that the publisher getsto recoup a
similar amount from theinitial sales of thetitle.
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The third major contract provision concerns
grants. A grantisalsoaflat paymenttoanauthor.
But, unlike advances, grants do not have to be
repaid from future royalties. Grants are often
provided to cover secretarial or research assis-
tance, pay permission fees, or similar reasons.

Royalties

The standard royalty rateisnow 15 percent.
Some market |eaders that have been around a
long time carry much higher royalties. So do
highly sought after titles.

Some editors initially offer a 12 percent
royalty withaslidingscaleprovision. Initial sales
might be paid at 12 percent, but after a certain
sales point is reached, the rate goes to, say, 15
percent. Somecontract provisionshavealengthy
array of royalty rates: say, 12 prcent, 13 percent,
14 percent, 15 percent, 16 percent. Most of the
unit thresholdsarerelatively high.

Typically, they are based on life-of-the-edi-
tion-sales, which seems favorable. But today,
roughly 80 percent of life-of-the-edition sales
occur inthefirst year.

M ost authorsshould skiptheescal ating scale
(evenif it goes above 15%) and go straight to a
15 percent counter offer. Remember that highly
competitive projectsmay command even higher
royalty rates.

Prospective authors need to remember that
the agreed upon royalty rate is binding on all
future editions with one exception. In recent
years, some publishers have attempted to re-
negotiate royalty rates downward on marginal
books. Many authorshave been forced to accept
lower royalties to keep their booksin print.

Advances

New authors are enamored with advances.
Advances of $20,000 or more are common —
even on advanced level books. A editor might
offer 1/3 of the total upon contract signing, 1/3

upon completion of 50 percent of the manu-
script, and another third upon manuscript comple-
tion.

The obvious cavesat is that advances may
impress your colleagues and allow you to make
major purchases, but advances are really just
loans. Admittedly, they are no-interest loans.
Still, prospective authors should remember that
what really countsis how many books the pub-
lisher isgoing to sell for you.

Grants

Grants are a better deal than advances. Y ou
do not have to pay them back. Prospective au-
thors are advised to get as much grant money as
possible. Inaddition, tothereasonscited earlier,
grants might be paid for indexing, photo re-
search, glossary preparation, and soon. Itisalso
agood ideato ask for aprovision that makesthe
grants payable on all future editions. Assume
your book will besuccessful andgointomultiple
editions, so negotiate accordingly.

TheFine Print Adds Up

A publishing contract is a legal document
that stacks the deck in favor of the publisher.
Author-negotiators should try to level the con-
tractual playingfieldasmuchaspossible. Hereis
alist of contract changestowhich publisherswill
often agree:

1. Start with a ssmple one. Most so-called
“boiler-plate” (or standard) contractscall for
payingone-half royalty rateonforeignsales.
So, ask that thefull rate be paid on Canadian
sales. Remember, thisrefersto export sales,
not Canadian adaptations. Still, this provi-
sion can be worth a lot to an author over
severa editions.

2. Now let’sskiptoasimilar item, but onethat
will likely besignificantinthefuture. Word-
ing variesamong publishers, but be sureyou
arepaid thefull royalty on electronic books.
Someindustry sourcesestimatethat so-called
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“e-books’” will eventually account for 5 per-
cent or more of all textbook sales.

Electronic publishing also means that stu-
dents can also often buy your work on a
chapter-by-chapter basis. Ask that your pro-
rata chapter payments be based on theretail
value of the bound volume. Consider that in
the future a publisher might use electronic
publishing asadiscount version of your text.

3. Custom publishing —the combining of your
work with other volumes—is commonplace
today. Be surethat your pro-rata payment is
reasonable. If your content is 20 percent of
the custom volume, then you should get 20
percent of your royalty rate.

4. Author aterations (AAS) are changes made
to galley or page proofs. Perhaps, while
proofing your manuscript in print, you see
wheresomematerial couldbeupdated. These
changes are coded AAs. Traditionally, au-
thorswere alowed AAsequal to 15 percent
of the composition expenses. Modern con-
tracts have knocked that allowance down to
2 Y percent. In short, authors who make
significant changes can end up with a hefty
chargeback on their first royalty check.

Asthreatening asthisprovisionmay betoan
author’ sfinancial health, publisherswill of-
ten accept changes. So, ask for 15 percent. If
currency is significant in selling your title,
thiswill allow you to update your text even
late in the page proof stage.

5. Authorsareresponsiblefor securing theper-
missionsfor copyrighted work used in their
texts. Thisisatime consuming and frustrat-
ing process. Hereisavauabletip: Give up
someadvancemoney and ask thepublisherto
get thepermissionsfor you. Youwill still be
responsiblefor any permission fees, but get-

ting an experienced permissionseditor to do
this task is a non-negotiable item for most
established authors. By theway, itisreason-
ableto ask for agrant to cover at least part of
your permission fees.

6. Just asyou think you have completed your
manuscript, publisherswill call and say that
they need the index and glossary on some
expedited schedule. Ask the publisher to
handl ethistask—evenif they passthefreglance
charges on to you. However, many publish-
erswill agreeto grantsto cover these costs.

7. Many businessand economic booksinclude
photosand ad reprints. Someplace, you need
todefinesuchitemsasproductionart making
itthepublisher’ sfinancial responsibility.

CONCLUSION

Writing a textbook is atough job. The pro-
cessislengthy, frustrating, and oftentimes, lonely.
If you are writing a book from scratch, figure it
will taketwoyearsof your life. Revisionsget abit
easier. So beforeyou sign acontract, besureyou
really want to undertake thistask. Also, be sure
your family ison the same pagewith you. There
will belotsof sacrificesfor everyonethroughout
the process.

If you decideto write your book, review the
suggestionsoffered in thispaper. Also, you may
want to join the before-mentioned Text and
Academic Writers Association. This organiza-
tion isagreat source of ideas for authors at any
career stage.

Yes, it will be a stressful effort. However,
there is no greater reward than when the first
copy of your book arrives on the doorstep. Y ou
will no doubt spend aday or more looking over
what you created. Enjoy it . . . you deserveit!
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