
Marketing Management Association
2006 Educators’ Conference Proceedings

John Cherry, Editor
Marie Steinhoff, Proceedings Manager

 



Higher Education PrepCenter



iii







vi

ACKNOWLEDGMENTS

Marketing Management Association Educators’ Conference
September 20–22, 2006, Nashville, Tennessee

We are grateful for the financial support provided to the conference by our sponsor, McGraw-Hill/Irwin. We also
appreciate the time and effort expended by the 2006 Program Committee in order to make this year’s program success-
ful: John Cherry, Michelle Kunz, Marie Steinhoff, and Judy Wiles. The Harrison College of Business, Southeast
Missouri State University continues to provide support to this conference and we are grateful for their participation.
Finally, we greatly appreciate all those who are participating in this year’s conference as presenters and participants;
thank you! Founded by Peter Gordon eleven years ago, the primary focus of the Fall Educators’ Conference has been
and continues to be to enhance the quality of teaching in all business disciplines in an informal atmosphere, conducive
to discussion.

Conference Sponsors

Marketing Management Association

McGraw-Hill/Irwin

Marketing Achievement Award – 2006

Saturn Corporation

Program Committee

John Cherry, Program Chair
Southeast Missouri State University

Michelle Kunz, Early Career Professors’
Consortium, Chair
Morehead State University

Marie Steinhoff, Proceedings Manager
Southeast Missouri State University

Judy Wiles, Conference Site Chair
Southeast Missouri State University



vii

MARKETING MANAGEMENT ASSOCIATION

2006–2007 OFFICERS
President

Melissa Moore, Mississippi State University

President Elect/Spring 2007 Conference Program Chair
Linda Ferrell, University of New Mexico

Vice President of Membership
Robin Luke, Missouri State University

Treasurer
Rama Yelkur, University of Wisconsin – Eau Claire

Executive Secretary
Charlie Pettijohn, Missouri State University

Past President
Judy Wiles, Southeast Missouri State University

BOARD OF DIRECTORS & ENDING TERMS

March, 2007

Mary Albrecht, Maryville University
Tim Aurand, Northern Illinois University
John Cherry, Southeast Missouri State University
Brian Engelland, Mississippi State University
Jerry Field, Illinois Institute of Technology
Carrie Trimble, Illinois Wesleyan University

March 2008

Russell Casey, Clayton State University
Raj Devasagayam, Siena College
Fred Hoyt, Illinois Wesleyan University

Fall 2006 Conference Chairs

John Cherry, Southeast Missouri State University
Michelle Kunz, Morehead State University
Judy Wiles, Southeast Missouri State University

MMA Website: www.mmaglobal.org

March, 2009

John Bennett, University of Missouri
Dawn Deeter-Schmelz, Ohio State University
Karen Kennedy, University of Alabama Birmingham
Tim Graeff, Middle Tennessee State University
Karen James, Louisiana State University–Shreveport
Mandeep Singh, Western Illinois University



viii

TABLE OF CONTENTS

Cultural Literacy and the Teaching of Marketing
Irfan Ahmed ......................................................................................................................................................... 1

Teaching the Marketing Communications Course: Some Challenges and Suggestions
Rene Desborde ...................................................................................................................................................... 2

Rats and Grats in Problem-Based Learning: Does Any of it Really Work?
Vicki Luoma, Milton H. Luoma, Jr., Chris Miller ........................................................................................... 3

Student Perceptions of Guest Speakers in Marketing Education
Alison M. Wolfe .................................................................................................................................................... 4

First Class Attendance as a Predictor of Class Performance
William J. Wellington, David Hutchinson, A.J. Faria .................................................................................... 11

Technology Use Inside and Outside of the Classroom: A Theoretical and Empirical
Investigation

Michael A. Levin, Jared M. Hansen ................................................................................................................. 13

Effectively Managing Student Expectations
Rob K. Larson .................................................................................................................................................... 15

Perils and Pitfalls in Using Websurveyor as an Active Learning Component in Teaching
Retail Management

Michael Latta, Mark Mitchell, Albert J. Taylor ............................................................................................. 17

Developing Web-Based Modules for Teaching Customer Service Management
Laura D. Jolly, Ann Fairhurst, Carol Costello, Hyun Joo-Lee ..................................................................... 19

How to Get Millenials to Class
Mary Albrecht .................................................................................................................................................... 21

Turning Class Into an Agency Experience: Attendance and the Marketing Research Class
Nora Ganim Barnes ........................................................................................................................................... 23

A Library Assignment You Can Check out
Lynda Duke, Frederick B. Hoyt ....................................................................................................................... 25

Student Projects and Motivation: Lessons from the Field
Lori Lohman ....................................................................................................................................................... 26

Student Perceptions of Class Presentations: Does Gender Impact the Evaluations?
Musa Pinar, Tulay Girard ................................................................................................................................. 28

Causes of Faculty Stress and Burnout
E. Susan Kellogg ................................................................................................................................................. 40

Are Female Marketing Students Always More Ethical than Male Marketing Students?
Janice M. Payan, Vish Iyer ............................................................................................................................... 43



ix

Marketing Educators Should Use Secondary Research Methods to Teach Critical Thinking
(Reasoning) Skills as Outlined in Bloom’s Taxonomy

Nancy J. Nentl, Ruth Zietlow ............................................................................................................................ 49

An Examination of the Relationship Between Critical Thinking and Research Skills of
the Millennial Students

Rick Saucier ........................................................................................................................................................ 51

Using Teaching Evaluations Effectively
Michelle B. Kunz ................................................................................................................................................ 53

Making Effective Use of Student Evaluations to Become a Better Teacher
Brian T. Engelland ............................................................................................................................................. 55

Using Teaching Evaluations Effectively
Michael J. Messina ............................................................................................................................................. 57

Service Learning Projects Offer Real-Life Experiences
Karen Welte Gore .............................................................................................................................................. 59

Enhancing Marketing Curriculum Through Experiential Education
Donald P. Roy ..................................................................................................................................................... 61

Sharing Successes in Active Learning
Dale Varble, Bev Findley, Robert Green ......................................................................................................... 63

Increasing the International Job Marketability of Graduates
Peter J. Gordon, Tori E. Patterson ................................................................................................................... 64

Point of Contact Power: The Importance of Servicing Students as Customers
Richard A. Geyer ............................................................................................................................................... 68

Making the Grade?
Kelly Price, Julia Price ....................................................................................................................................... 69

Getting Published: Textbooks vs. Journal Article Publications as Related to Tenure
and Promotion

Brian T. Engelland ............................................................................................................................................. 71

The Decision Theory Model and its Application to Globalizing Higher Education
Adee Athiyaman ................................................................................................................................................. 72

International Teaching Tips
Linda S. Pettijohn ............................................................................................................................................... 74

Teaching for Student Learning Outcomes
Dena Lieberman ................................................................................................................................................. 76

Marketing on the First Day
Brian A. Vander Schee ...................................................................................................................................... 77

Connecting Theory with Practice
Larry A. Haase ................................................................................................................................................... 78



x

Use of Electronic Focus Groups as an Assessment Tool in a Principles of Marketing Class
Rob K. Larson .................................................................................................................................................... 79

DVR and Satellite Radio Technologies’ Impact on Magazine Advertising
Robert H. Luke ................................................................................................................................................... 83

Business and Marketing Student Attitudes Towards Learning Objectives Achieved
in Classes and Extracurricular Activities

Barbara Garland, Paul Kim, Wade Lancaster, Brenda Ponsford ................................................................ 87

Supporting Entrepreneurship and Intrapreneurship at Universities for Small Business
Development from Marketing Perspective Is the Key to Support Community, Faculty, and
Students. Contracts with Large Multinational Corporations: A Hurdle

Zafar A. Bokhari ................................................................................................................................................ 94

A Text Book Author’s Perspective Lessons Learned from Publishing Experiences
Stewart W. Husted ............................................................................................................................................. 95

Renewing Your Three R’s
Larry A. Haase ................................................................................................................................................... 96

Networking for Tenure, Promotion, and Even the Next Job
Julie F. Toner ...................................................................................................................................................... 97

Engaging Students in Independent Research: A Workshop and Symposium Approach
Pamela J. Carstens, David Hayes ..................................................................................................................... 99

Creating an Online Prospective Customer Database: Using a Student Project to Highlight
Direct Marketing Promotional Strategy

Brian A. Vander Schee .................................................................................................................................... 102

One Project, Many Disciplines; One Project, Many Groups. Building Interest and Innovation
Across the University

John Farris, Paul Lane .................................................................................................................................... 103

Identifying Research Needs on Educational Marketing Simulations Based on Course and
Student Differences

Bradley W. Brooks, Timothy E. Burson, David V. Rudd ............................................................................ 107

Marketing and Money, a New Course in the Curriculum: Strengthening the Analytical
and Presentation Skills of Marketing Undergraduates

Gopala “GG” Ganesh ...................................................................................................................................... 114

Can Students’ Learning Style Preferences Explain Their Academic Performance in
Marketing Courses?

Mary T. Galvan ................................................................................................................................................ 117

Emerging Trends in Channel Management Education Regarding Electronic Data Interchange
 and Automatic Data Collection

James E. Ricks, Dana Schwieger, Chellappan Somarajan, Kris Wolf ....................................................... 125

Putting It All Together: Meaningful Outcomes of Workplace Experiences for Marketing
Students

Robert F. Young, Fred Wright, Maria K. Stein ............................................................................................ 131



xi

ADDENDUM

The following paper was presented at the 2005 MMA Fall Educators’ Conference,
but was not included in the proceedings.

History, Current Usage, and Learning from Marketing Simulation Games: A Detailed
Literature Review

A.J. Faria ........................................................................................................................................................... 138

AUTHOR INDEX.................................................................................................................................................... 140

MMA PUBLICATIONS AND EDITORS ............................................................................................................ 141


