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GENERATING REAL-WORLD EXPERIENCE IN THE 

ONLINE MARKETING CLASSROOM 

Henry Roehrich, Park University 

Julie Grabanski, University of North Dakota 

Nicholas Miceli, Park University 
____________________________________________________ 

 

ABSTRACT 

This paper presents a strategy for preparing students for future employment opportunities by generating a real-world 

experience in the online marketing classroom. The authors assessed the effectiveness of an instructional strategy in 

the online environment by analyzing the data collected from student surveys of instructor performance. The strategy 

combined adult learning principles and experiential learning methodologies with a concentration on the flipped 

classroom. This approach included the characteristics of an effective online instructor that assisted students in being 

successful in their learning. 

____________________________________________________ 

 

INTRODUCTION 

 Online teaching is like a flipped classroom methodology in that students must read and prepare to engage in 
asynchronous discussion. In addition, students have to complete their case studies and homework so they are prepared 
to meet assigned responsibilities and deadlines in their chosen field. Finally, students cannot contribute to the team 
for group projects unless they have prepared themselves with what is necessary to compete in the "real" business 
world. 
 The expectations for students entering marketing after reaching their educational goals can be challenging. The 
demanding business climate can require refined interpersonal skills essential for collaboration, teamwork, 
engagement, communication, and leadership. The college classroom can prepare students to meet these demands 
through an online learning platform. The online classroom in higher education can be where students encounter the 
learning climate that provides a "real" business world experience.  The “real experience” can consists of working on 
meeting deadlines, conducting data analysis, problem-solving, and developing marketing strategies. This can be 
accomplished with the use of marketing simulations and case studies. Student engagement in the classroom can be 
encouraged when learning activities are similar to real marketing tasks and challenges (Manzon, 2017).  Using adult 
learning principles and experiential learning methodologies with a concentration on the flipped classroom to engage 
in asynchronous discussion provides students with a learning climate to compete in their chosen field.  
 The leadership styles of management will vary in the marketing field based on the organizational structure, senior 
leadership, and competitive nature of the industry. This factor is crucial for the teaching style of online instructors in 
the online marketing and management degree programs at higher education institutions. In higher education, the 
instructor's teaching techniques are essential in student learning and to students developing the necessary skills to 
succeed upon graduation. The instructor has to overcome negative perceptions of online learning by students and 
stakeholders (Melo, Sanhueza, Morales & Pena-Levano, 2021). 
 

REVIEW OF LITERATURE 

Adult Learning Principles 

      In order to survive in the competitive business environment fueled by the challenges of a global pandemic, 
businesses need to invest in technology and human capital for sustainability (Chan, 2010). Barney (1991) indicated 
that human capital development from opportunities in higher education provides the best approach to sustaining a 
competitive advantage in the business environment. With this in mind, business organizations need to demand that 
educational programs and technological approaches engage students in the teaching and learning process in the college 
classroom (Chan, 2010). 
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 Andragogy is a well-known approach by Knowles (1980) that can engage adult learners in the college classroom 
by using technology in online teaching. Knowles defined andragogy as “the art and science of assisting students in 
learning” (Chan, 2010). The perspective on andragogy in adult learning by Knowles (1980) has six main assumptions: 
1. self-concept, 2. role of experience, 3. readiness to learn, 4. orientation to learn, 5. internal motivation, and 6. need 
to know. The attention to andragogy assumptions can provide a strategic approach for an online instructor to tailor 
instruction and communication in the online classroom to meet learners' needs (Forrest & Peterson, 2006). 
 
Experiential Learning 

 
 To prepare students to meet the demands of the challenging work environment, online instructors in higher 
education may need to adapt their teaching and assessment approach (Melo, Monteza, Colson, & Zhang, 2022). 
Experiential learning theory, used in the online classroom, focuses on student learning from a curriculum experience 
within the classroom or an incident outside the classroom (Ahmed, 2019; Kolb, 2013; Kolb & Kolb, 2005). Why is 
experiential learning necessary to assess student's performance in online courses? Assessment can incorporate 
experiential learning by discussing case studies and activities that inspire student engagement and participation in the 
classroom. Experiential learning can also be how students cultivate knowledge, skills, and values from direct 
experience within the classroom (Gross & Rutland, 2017). 
 Kolb's experiential learning cycle is the most cited theoretical model used for experiential learning (Heath, 
Williams, & Wynn, 2021). The four stages of the experiential learning cycle are as follows: 1. students actively 
participate in the experience, 2. students reflect on the experience, 3. students utilize critical thinking and decision-
making skills, and 4. students apply the results from decision-making (Ahmed, 2019; Kolb, 2015; Peterson & Kolb, 
2018). The four stages are also utilized by associates in the marketing and management field when confronting tasks 
for their assigned responsibilities. For reflective learning in the online classroom, students must understand and be 
confident in the experiential learning methodology. 
 Many online marketing and management programs in higher education provide a realistic experience for students 
with a problem and project-based learning approach (Perusso, Blankesteijn, & Leal, 2020). However, for students to 
learn from their experiences in the online classroom, there needs to be a reflection process to transform experience 
into learning. The instructor can encourage reflection through the assessment process by offering feedback on student 
performance and questioning students on their understanding of the experience (Perusso, Blankesteijn, & Leal, 2020). 
Reflecting on experiences is prevalent in marketing and management education as it encourages students to move 
beyond their intuition and focus on ways to improve. Instructors have found that reflection clarifies the process of 
comparing the planned experience with actual results, which can lead to a better understanding of the experience 
(Helyer 2015). 

Flipped Classroom Methodology in Teaching 

 The flipped classroom in an online course has the students doing activities and problem-solving in the classroom 
while the presentation of information is done prior to the class session (Lag & Saele, 2019). By flipping the classroom, 
the instructor redirects the student's attention to the learner and the learning instead of focusing on the instructor 
delivering lectures and PowerPoint presentations (Bergmann & Sams, 2012). This approach by the instructor to online 
facilitation is an active learning methodology since the students are engaged in the learning process (Galindo, 2021). 
 Flipped classrooms are usually consistent in their delivery of online learning. Students in online courses access 
the learning platform, which facilitates the learning process. The instructor strategically incorporates discussions, 
exercises, and group projects into the course to foster student learning (Cheng, Hwang, & Lai, 2020). 

METHODOLOGY 

 This research study aimed to develop a strategy for encouraging a collaborative, inviting, and inclusive real-world 
experience in the online marketing and management classroom for learners of diverse backgrounds and needs. The 
goal is to provide an opportunistic learning environment so students can meet the challenges in the marketing and 
management workplace. Existing secondary data came from a nonprofit Midwestern private liberal arts university 
with extensive distance and online offerings for marketing degree students. The quantitative data came from student 
course evaluations for two years. The software used for the data analysis in this paper is as follows: StataCorp. 
2021. Stata Statistical Software: Release 17. College Station, TX: StataCorp LLC. 
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RESULTS 

 The student course evaluation data consists of forty questions. The instrument contains the following independent 
variable sub-scales: 

 Student ratings of learning on relevant objectives (srlro); 

 Course description (crsdes); 

 Student description (studes); 

 Teaching essentials (teach_ess); 

 Reflective and integrative learning (ri_learn); 

 Collaborative learning (collab_learn); and 

 Active learning (act_learn). 
The total of the instructor and course ratings is the dependent variable (rating). Table 1 shows all variables' mean, 
standard deviation, and correlations. All items used Likert-type scales ranging from a low of 1 to a high of 5. Variable 
descriptions – Independent variables 

Independent & Dependent Variable Correlations 

 

Table 1. Descriptive Statistics and Correlations for Study Variables 

Variable n M SD 1 2 3 4 5 6 7 8 

1. Srlro 92 57.3 10.9 —        

2. Crsdes 92 6.8 1.4 .55 —       

3. Studes 92 16.2 3.4 .81 .72 —      

4. Teach_ess 92 32.6 4.4 .90 .48 .77 —     

5. RI_learn 92 32.6 4.2 .92 .50 .78 .98 —    

6. Collab_learn 92 9.1 1.7 .80 .43 .74 .86 .83 —   

7. Act_learn 92 14.2 1.8 .73 .41 .69 .90 .86 .81 —  

8. Rating 92 9.4 1.2 .89 .44 .68 .90 .89 .74 .72 — 

Values reflect the individual student reports for two years of data.  
All correlations were significant at p < .001. 
 
 Student ratings of learning on relevant objectives (srlro). The University's Department of Institutional Research 
pre-determined all of these scales. This scale has thirteen items designed to measure students' reactions to how well 
the instructor met their course goals regarding learning outcomes. An example item is "Acquiring skills in working 
with others as a member of a team." The Cronbach's alpha for this scale is .98. Individual instructors can assign 
importance to each objective according to their preference. 
 Course description (crsdes). This two-item scale asks the student to rate the course regarding the amount of 
coursework and subject matter difficulty relative to other classes the student has taken. The Cronbach's alpha for this 
scale is .80. 
 Student description (studes). These four items measure the student's initial attitude toward and expectations for 
the course and their motivation. For example, "When this course began, I believed I could master its content." The 
Cronbach's alpha for this scale is .92. 
 Teaching essentials (teach_ess). These seven items reflect behaviors critical to motivating student success. They 
are similar to items found in the srlro scale. For example, one of the items is "Made it clear how each topic fits into 
the course." The Cronbach's alpha for this scale is .94. 
 Reflective and integrative learning (ri_learn). These seven items assess the student's view of how well the 
instructor provided them with opportunities to work with the material in more than a cursory manner by reflecting on 
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different perspectives and their performance. An example item is "Stimulated students to intellectual effort beyond 
that required by most courses." The Cronbach's alpha for this subscale is .94. 
 Collaborative learning (collab_learn). This two-item scale measures whether the instructor explicitly provided 
collaborative opportunities or encouraged students to collaborate to enhance their understanding of course content. 
One item was "Asked students to help each other understand ideas or concepts." The Cronbach's alpha for this scale 
is .81. 
 Active learning (act_learn). This final independent variable scale measures whether the instructor suggests or 
requires students to perform activities to enhance their learning. One item is "Encouraged students to use multiple 
resources (e.g., Internet, library holdings, outside experts) to improve understanding." The Cronbach's alpha for this 
scale is .83. 
 
Variable descriptions – Dependent variable 

 Rating (rating). The outcome variable is the sum of two global ratings. One is for the instructor's performance, 
and the other is for the quality of the course. For example, one of the items is, "Overall, I rate this instructor an 
excellent teacher." The Cronbach's alpha for this scale is .84. 

Analysis 

 We modeled the relationship between the sub-scales and the rating with ordinary least squares (linear) 
regression. We used Stata 17 for the analysis (StataCorp, 2021). The initial iteration of the model appears in Table 2. 
That model follows: Rating = Constant + srlro + crsdes + studes + teach_ess + ri_learn + collab_learn + act_learn. 
Initial Regression Results 

 
Table 2. Student Ratings of Instructor Performance and Course Quality 

Effect Estimate SE 95% CI p 

LL UL 

Intercept 2.568 .482 1.609 3.526 <.001 

Srlro  .050 .014 .022 .077 .001 

Crdes .006 .053 −.099 .110 .916 

Studes -.047 .032 −.110 .017 .146 

Teach_ess .321 .070 .183 .460 <.001 

RI_learn -.081 .063 −.207 .044 .202 

    Collab_learn -.072 .060 -.191 .047 .233 

    Act_learn -.173 .070 -.312 -.034 .015 

Note. Total N = 92. CI = confidence interval; LL = lower limit; UL = upper limit. 

 The overall model was significant, allowing us to examine individual predictors for significance. We retained the 
significant predictors srlro, teach_ess, and act_learn and re-estimated the regression with the following model:  Rating 
= Constant + srlro + teach_ess + act_learn. 
 The resulting model was significant overall, and all predictors remained significant. The coefficients for srlro and 
teach_ess were similar in sign and weight. This result is not surprising because the items in both scales are similar. 
We may perform future research validating these scales with confirmatory factor analysis. 
 Since those variables have positive beta weights, they positively affect instructor ratings. Given the beta weights 
of srlro and teach_ess, these variables' average impact on an estimated teacher rating would be 10.0 = (57.28261 * 
.030758) + (32.6087 * .2528366). However, the beta weight for act_learn is negative. This result indicates that this 
approach penalizes instructors with lower evaluation scores. This variable's average negative impact would be -3.03 
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= (14.16304 * -.2137075). The net effect would be an increase of 6.97 to the instructor rating. When added to the 
constant of 2.43, the average teacher rating is 9.4. 
 Depending on the mix of techniques an instructor uses, their rating can be affected more positively or negatively. 
Thus, we first need to ask whether a course requires a more active instructional approach for students to master the 
content. The follow-up question is whether the instructor should be penalized for the lowered student rating. In other 
words, should an instructor be punished for doing what is best for the students?  
 

DISCUSSION 

Importance of the Study 

 This study assesses a strategy for online instructors interested in creating a real-world experience for online 
facilitation in higher education. The three approaches to effective learning discussed in the literature review used to 
facilitate online courses were 1. Adult Learning Principles, 2. Experiential Learning, and 3. Flipped Classroom 
Methodology in Teaching. The student evaluation data reveals a consistency in student feedback. The study results 
indicate that these three approaches in higher education are effective in online delivery and can provide students with 
a real-world experience in the classroom. 
       Four areas addressed in the surveys used for this study are essential to adult learners in the classroom using 
experiential learning with a flipped classroom approach. Those areas are: 1. Planning and Organization - Related 
course material to real-life situations; 2. Effective Communication - Explained course material clearly and concisely; 
3. Timely Feedback - Provided meaningful feedback on students' academic performance; and 4. Accurate Assessment 
- Gave projects, tests, or assignments that required original or creative thinking. According to Zmeyov (1998), when 
students reach personal goals through an educational approach that considers what is important to their adult learning 
needs, they can be prepared for future challenges. 
  
Connection to Studies in Literature 

      According to Chan (2010), the instructor can use andragogical principles by meeting students' interests through 
planning learning activities that involve solving real-world business problems. The student responses demonstrated 
that the instructor related course material to real-life situations in the courses. Also, the data in this study indicated 
effective communication between the instructor and the students by instructor ratings on explaining the course material 
clearly and concisely. Chan (2010) claimed that marketing students must apply practical knowledge in the workplace. 
Students confirmed in this study that the instructor gave projects, tests, and assignments that required original or 
creative thinking. Research validates that the value of feedback as a means to facilitate reflection can support students 
in constructing meaning from experience (Mulder, Pearce, and Baik, 2014). In this study, the students communicated 
that the instructor provided meaningful feedback on students' academic performance during each term's evaluation. 
 Experiential learning and flipped classroom techniques can overcome challenges to online learning. The 
challenges come from student fatigue and negative perceptions of online courses (Melo, Monteza, Colson, and Zhang, 
2022). Fatigue or negative perceptions were not in the evidence. The data supported the experiential learning and 
flipped classroom approach in each course. The data shows that the flipped classroom provided an avenue for hands-
on and student-driven learning during class time. Due to the increased use of outside-of-class lectures, students' 
additional time went to problem-solving and application of course content (Altemueller & Lindquist, 2017). 

Impact on Future Instruction Strategies 

 Forrest and Peterson (2006) claim that an andragogical approach is essential in marketing education and prepares 
students for their working environment. Knowles believed that the process of andragogy is vital to the organization's 
growth; involves an innovative approach towards helping learners learn from mistakes; and provides learners with 
opportunities to practice self-direction (Henschke, 2008). The expectation for graduates in the marketing and 
management field is that they have refined their educational tools to be effective in critical thinking, problem-solving, 
communicating, and collaborating. The instructor can assess the effort to create a real-world experience in the 
curriculum through regular consultation with advisory boards and practitioners in the marketing and management 
field. 
 Creating a real-world experience by an online instructor can be challenging to someone only familiar with 
teaching by traditional methods, not incorporating an experiential learning approach. Therefore, the online instructor 
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must be innovative and accept feedback from students and industry experts. In addition, there needs to be an organized 
and consistent approach to facilitating the course material and the leadership provided to the students in the classroom.  

CONCLUSION AND RECOMMENDATIONS 

 An instructor can create a real-world experience for adult learners by utilizing an approach in a marketing or 
management online course that includes andragogy, experiential learning, and a flipped classroom technique. With an 
approach that has the instructor coaching, leading, and providing timely assessment with feedback, adult learners will 
have an enhanced chance of success in the competitive business environment that demands performance with positive 
results. According to Melo, Monteza, Colson, & Zhang (2022), by incorporating student opinions in adopting 
andragogical strategies, especially regarding assessment formats, instructors can enhance the confidence, engagement, 
and learning potential in the online classroom and increase academic success. The responses in this study by students 
were consistent in supporting the efforts of the instructor to enhance student performance in the online classroom as 
well as increased academic success. 
      The approach's popularity in business schools supports the instructor's use of experiential learning. Experiential 
learning contrasts with traditional lectures and accounts for management practice's complex, contextual, and 
provisional nature, according to Perusso, Blankesteijn, & Leal (2019) and their research on experiential learning in 
business education. Using experiential learning is a method for building on how managers learn at work and are 
essential to the development of students preparing for the real world outside the online classroom (Perusso, 
Blankesteijn, & Leal, 2019). 
  We recommend future research on how students learn through experiential learning in the online classroom when 
preparing for the challenges they face in teamwork and collaboration in a diverse group setting. Another potential 
extension of this study is to collect additional observations of instructor use of flipped classroom techniques utilizing 
case studies for core assessment projects and the effectiveness of peer evaluations. Finally, it would be beneficial to 
study professional development programs at universities and how they prepare the instructor for working with adult 
learners using experiential learning and flipped classroom techniques to facilitate online marketing and management 
courses. 
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ABSTRACT 

 

There is a growing trend of online used automobile purchasing that is altering the relationship between consumers 
and automobile dealerships. Consumers are more informed and seek larger varieties of inventory and options when 
shopping for used vehicles. The online marketplace provides a viable alternative to local dealerships who have 
heretofore dominated much of the market. This research shows the current generation of Zoomers is helping to drive 
this trend which has significant marketing implications toward the industry. There remains a gap in the academic body 
of knowledge examining this behavior in relation to large online purchases such as automobiles. This research 
surveyed 390 respondents from Generation Z to test the relationship of trust to a consumer’s willingness to purchase 
an automobile online. The authors then present viable solutions to automobile dealerships from which to effectively 
compete in this new digital marketplace. 
 

 
INTRODUCTION 

 

 The nature of used car purchasing is dramatically changing. In 1993, avoiding price haggling became a viable 
option with the advent of CarMax. In 2015 Carvana began selling vehicles completely online, allowing customers to 
test drive and pick up their online vehicles on a CarMax lot. Today customers can order a used car online, trade-in 
their old car, and have it all done without leaving their driveway.   
 This paper examines the attitudes and likelihood of Generation Z (Zoomers) to purchase a used vehicle via a fully 
online experience rather than a traditional in-person purchase experience, which generally includes haggling over 
price. It finds there is a correlation between the Zoomer’s level of trust and their choice of purchasing channel.  
 

INNOVATION IN THE USED CAR MARKET 

 

 A new type of automobile retailer has emerged that primarily sells cars online. These new retailers have pioneered 
the online car purchase experience by instilling consumer confidence in their online systems, arranging for easy 
delivery and pickup of the transacted cars, and offering “no-haggle fair pricing” with trusted product guarantees and 
warranties. The cars from online companies such as CarMax, Carvana, and EchoPark are clean, have “no questions 
asked” return policies, and are a part of very large inventory selections for consumers to shop. Nearly 1 out of every 
3 cars purchased in 2020 was purchased online (Cox Automotive, 2021). Additional research suggests that this was 
not just a result of the Covid-19 pandemic, as an October 2021 study revealed that 23% of US consumers planned to 
make their next car purchase online (Carlier, 2022). A 2022 report from Automotive News shows that 76% of car 
buyers are open to buying completely online, and 64% of car buyers want to handle at least part of the process online 
(da Silva, 2022).  
 

THE USED CAR RETAIL ENVIRONMENT 

 

 Consumers are shifting behavior in obtaining their information, and from whom, when, where, and how they 
choose their brands and purchasing methods. (Batra & Keller, 2016). The functions of retailing itself must be 
performed irrespective of the actual retail company (Reinartz, et al. 2019). Thus, these functions have been picked up 
from the digital marketplace. The online shopping environment, unlike traditional physical ones, are able to integrate 
the entire sales process into a single platform (Dharmesti et al., 2021). We see this further in product delivery which, 
now being so readily available and affordable, are rendering physical storefronts far less necessary. As these online 
dealerships continue to make car purchasing more attractive and customer friendly, consumer commitment to 
traditional purchasing methods, whether it be brick-and-mortar car lots or neighbor-to-neighbor sales, will weaken 
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(Bansal et al., 2004). This same phenomenon is showcased in the “Amazon effect” that plagues retailers (Vollero et 
al., 2021). Amazon’s service standards have raised consumer expectations, leading to a reduction in consumer 
satisfaction when they interact with other retailers (Vollero et al., 2021).   
 The sales strategies between online and traditional dealerships are noticeable. Online dealers offer no-haggle 
pricing which is more appealing to many consumers in the United States, along with quick finance application and 
approval processes, 150-point pre-inspection of cars, and huge inventory selections (Ferris, 2021; Simon, 2021).  
 Traditionally, automotive dealerships have employed large sales staffs to help inform buyers about products. Now, 
consumers are largely self-informed prior to sales interactions (Hochstein, et al., 2018). As consumers have made the 
shift toward making purchases online for their everyday lives, they are now willing to make much more sizeable 
purchases, such as a car, largely online without ever having laid eyes on it (Kane et al., 2019). Upon examination of 
the myriad of literature regarding digital consumer behavior, the overarching conclusion is reached that the digital 
marketplace is gradually replacing traditional retailing across all market sectors. 

 

VARIABLES IMPACTING ONLINE PURCHASE BEHAVIOR 

 

Trust 
 

 Consumer trust is a key underlying element of the buying process (Garbarino & Johnson, 1999). When examining 
if a consumer is willing to buy online instead of at a brick-and-mortar location, the factor of trust is even more 
important as consumers have a myriad of alternatives in the marketplace from which to complete their purchase (Bart 
et al., 2005).  
 Previous literature has shown that consumers often are impacted by a predisposition to trust, or not trust, a 
company or product-type in general (Bianchi & Andrews, 2012). This disposition to trust could be imperative when 
examining if someone is willing to consider the internet as a viable source of their next automobile purchase. Research 
now supports the idea that younger generations have a predisposition to trust the internet and thus do not have to 
overcome that obstacle in the buying process (Kumar et al., 2016). This study seeks to understand if that trust extends 
to high-involvement decisions such as automobile purchases. 
 Younger consumers may lack trust in traditional dealerships (i.e. a negative predisposition to trust) and prefer to 
shop online. Similarly, if a consumer has a general distrust in the culture of traditional used car dealerships, then they 
may seek out these same online dealerships as a viable alternative marketplace (Jin et al., 2008). A negative 
predisposition to trust is often based on prior experiences and negative word-of-mouth from fellow consumers (Wood 
et al., 2008).  
 

Generational Cohort Theory 

 

 Cohorts are groups born in the same time period and who journey through their lives together with similar 
influences (Dharmesti et al., 2021). Hence, generational cohort theory suggests that a generation of individuals which 
share the same political, economic, and social events during the early stages of life will develop a similar set of beliefs, 
values, and behaviors (Kesselman, 1979). Reynolds & Rentz (1981) showed that cohort analysis can provide evidence 
of influences on the marketplace. This paper focuses exclusively on Zoomers.  
 Zoomers (1997-2012) are also called Generation Z, Gen Z, or Centennials. Zoomers, like the Millennials before 
them, are considered digital natives and are highly attuned to the latest technology and digital platforms (Wang et al., 
2013). These natives of the internet era have a much better understanding than previous generations of the risks and 
benefits on shopping online. The media consumption patterns of Generation Z are completely different than the 
generations that came before them (Thangavel, 2021). Instead of watching TV or listening to the radio, Zoomers 
stream most of their electronic entertainment on-demand and are nearly always connected to their devices (Goldring 
& Ahaz, 2021).  
 

Zoomer Purchasing Behaviors 

 
 Generation Z accounts for the largest consumer group in the world today (Grigoreva et al., 2021). Businesses 
cannot afford to overlook the Zoomer generation as they exhibit their own set of consumer values and preferences 
than earlier generations (Thangavel et al., 2021). When they prefer a different product than what is available, Zoomers 
are quicker to shop online or digitally connect with those products (usually via Instagram or SnapChat) than any other 
generations.  
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METHODOLOGY 

 

 This study surveyed 390 subjects who were Zoomers and at least 18 years of age. This study used Survey Monkey 
with logical jumps to develop an intelligent survey with twelve possible mapped paths for a used car purchase. The 
survey assessed trust, in terms of the online and local dealer processes, and how trust in these areas drove the 
respondent to one of the paths. Key in a chosen path is the trust in the purchasing channel (local or online dealership). 
Thus, a correlation was conducted to assess the relationship between trust factors and the paths chosen. 
 To begin the search process, there were three starting points for respondents to select initial information from: a 
local dealership, online, or ask advice from friends and family. Each path ended when a respondent made a final 
purchase decision from one of the two channels.  
 

Hypotheses 

 
The hypotheses of the study included:  
 H1: Zoomers with a high trust valence do not mind switching channels 

H2: Zoomers who have low trust valence will not trust a local purchase methodology where they haggle 
with a salesperson. 

H3: Zoomers with low trust valence will purchase via a local dealer model  
H4 Zoomers with high trust valence will purchase using an online model. 
 

 

RESULTS 

 

Trust in the channel was found to be of high valence as to which path the subject took and the likelihood of a subject 
to continue in that channel or to switch channels prior to purchasing a used car.     
 

Table 1 

12 potential “paths” for respondent’s beginning a used car search. 
Paths 11 & 12 already accounted for in Paths 1-10. 

 
 PATH 1 PATH 2 PATH 3 PATH 4 PATH 5 

Step 1 
Start at Local 

Dealership 
Start at Local 

Dealership 
Start at Local 

Dealership 
Start at Local 

Dealership 
Start at Local 

Dealership 

Step 2 Haggle Haggle Haggle 
Do not engage 

salesperson 
Do not engage 

salesperson 

Step 3 Buy Local Keep Shopping 
Online 

Keep Shopping 
Online 

Buy Online Buy Local 

Step 4   Buy Online Buy Local   
      
#Respondents 79 20 5 14 4 
Trust Score 0.19 0.53 0.37 0.85 0 
Strength of 
Correlation 
between Trust & 
Purchase Channel 
(p-value) 

-0.0776 0.0353 0.0005 0.0061 -0.0352 

      

 PATH 6 PATH 7 PATH 8 PATH 9 PATH 10 

Step 1 Start Online Start Online Start Online Start Online Start Online 

Step 2 
Visit 

Carvana.com 
Visit 

Carvana.com 
Visit 

Carvana.com 
Drive to 

Dealership 
Drive to 

Dealership 

Step 3 Buy Online 
Decide to visit 

dealership 
Decide to visit 

dealership 
Buy Local Buy Online 

Step 4   Haggle Haggle     
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Step 5   Buy Local Buy Online     
 
#Respondents 79 35 51 74 29 
Trust Score 0.65 0.5 0.45 -0.07 0.98 
Strength of 
Correlation 
between Trust & 
Purchase Channel 
(p-value) 

0.1229 -0.0031 -0.049 -0.2477 0.1536 

 

 

 

Path 11 

 

 

Path 12 

Step 1 Ask Advice from Family/Friends Ask Advice from Family/Friends 
Step 2 Start at Local Dealership Start Online 

 

(Respondent then enters the local 
dealer decision tree) 

(Respondent then enters the online 
decision path) 

   
#Respondents 59 22 
Trust Score 0.207627 -0.34091 
Strength of Correlation between 
Trust & Purchase Channel (p-value) -0.2386 0.1381 

   
Trust Impacts on Switching Channels 

 
 Paths 1, 5, 6 and 9 involve subjects starting their valuation phase through purchase utilizing only one channel 
(local or online dealership). Paths 2, 3, 4, 5, 7, 8 and 10 involve subjects starting at one channel and switching to a 
different channel (some models the subject switches back to the first channel). Confidence intervals evaluating the 
impact of trust on the path taken demonstrate that those who pick a channel and stay with that channel generally do 
not have significant trust in any purchasing channel. This indicates that a respondent with a low trust co-efficient, once 
selecting a channel, stays with that channel. But those with a high trust co-efficient switch between channels. The 
implication is that the sales channel may need to do marketing aimed at the search phase seeking to drive potential 
low trust co-efficient customers into their channel. It could be beneficial to research if messaging the trustworthiness 
of a channel during this stage of the buyer purchase process could influence low trust persons to select their channel.  
Paths 2, 3, 4, 7, 8 and 10 are paths where the respondents chose to change channels. The change decision happened 
when respondents either did not find what they wanted or did not get the price they wanted. Table 2 shows that the 
trust correlation between respondents trusting the final purchase channel, and switching channels, was positive. The 
indication is that those who have a positive valence for trust have no issues changing channels. If they left the 
dealership and visited an online dealer, then there was a 79% chance they would buy online (Table 2). However, those 
who took a path where they were only looking in a single channel (paths 1, 5, 6 and 9) had negative trust valence with 
regard to the channels. Once those who were non-trusting selected a channel to shop for a vehicle, then they stayed in 
that channel and did not switch channels even when they did not get the price they wanted.   
 

H1: Accepted: Zoomers with a high trust valence do not mind switching channels 
 
Trust Impacts on Purchase Channel Path Taken: Local Dealer Choice 

 

 Confidence intervals evaluating the impact of trust on the path taken demonstrate that those who buy from a local 
dealer demonstrate significant lack of trust or lack of a correlation to trust in any purchasing channel (95.9% show a 
negative correlation between channel and trust). On the other hand, those who buy online demonstrate a strong positive 
correlation (84.4%) or correlation that is only at the p = .1579 level (15.6%) between trust and the channel they utilized. 
This indicates that trusting people are more likely to use an online channel or are more willing to switch between 
channels, and less trusting people use a local channel. In every path where the subject haggled for a price, the trust 
valence was negative.  
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H2: Accepted: Zoomers who have low trust valence will not trust a local purchase methodology where 
they haggle with a salesperson. 

 
H3: Accepted: Zoomers with low trust valence will purchase via a local dealer model  

 
Table 2 

The Impact of Trust & Initial Search on Purchasing Channel Decision 

 

Change to Online Channel after Visiting Local Dealer  

  Buy the Car online 

Visit Local Dealership, 
Haggle, then Buy Locally 

Zoomers 79% 21% 
 
 

 

 

 

 

 

 

 

 

 

 

Trust Impacts on Purchase Channel Path Taken: Online Choice 

 

 Only in paths 2 and 7 did the subjects who went to the on-line channel switch to purchase in the local channel 
(40/390 subjects, 10.2%). In all other cases, with the exception of path 8, there was a positive valence of trust in 
channels. Thus, although the subjects did start and purchase online, they did switch channels in the middle of their 
search. However, haggling at the local dealer motivated them to switch back online and purchase the car online. Here 
the impact of haggling seemed to create a negative or distrusting view toward the channel. It could be that the local 
dealership haggling experience overcame their normal trust in the channels. This could mean that haggling is the most 
powerful factor in creating the negative experience. The data does not prove this impact but it seems a probable 
explanation, though more research is needed. Again, all paths where the subject purchased online, except for path 8 
where online shopping was interrupted by a local dealer and haggling, had a positive valence toward the channel 
experience.  
 

H4 Accepted: Zoomers with high trust valence will purchase using an online model. 
 

DISCUSSION, CONCLUSIONS, AND RECOMMENDATIONS 

 

 Trust has been shown to have a significant impact on channel choice and loyalty. Haggling is demonstrated to 
have a significant correlation to respondents having a negative valence toward the shopping experience. Thus, in 
general, Zoomers do not like to haggle for a used car. Those who haggle have low trust in the channel system for 
buying a car. This does not mean they do not haggle and purchase from a local dealer. In fact, some haggled and 
purchased from a local dealer where they did not get the price they wanted, and others haggled with one local dealer 
and simply went to a different local dealer to haggle and complete their purchase. Either way, those who purchased 
locally were those displaying low trust valence in the channel. Alternatively, those with high trust valence for the 
channel did not mind purchasing from an online dealer.  
 

Potential solutions for dealers not offering online purchase capability 

 

 There are over 20,000 vehicle manufacturer franchises (or “trade dealers”) and 44,000 smaller, independent used-
car dealers in the United States (Sewell & Bodkin, 2009). It is suggested that a consortium linking these small 
businesses together via a used car-selling portal could benefit independent car dealers. It is also suggested that a 
manufacturer such as Ford could create a similar portal with a full online purchase system to link the used car 
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components of all Ford dealerships to compete with large online retails such as Carvana. This likens Ford to 
developing an Amazon-like website to sell their dealer used car inventory.  
 
Dealers Need an Online Presence:  
 
 In the survey, 49.5% of respondents purchased via an online dealer, 20.3% of subjects utilized a solely online path 
to purchase, and 59.7% of Zoomers consider purchasing from an online dealer. The logistic regression test in Table 2 
shows that Zoomers who began their search online showed a statistical significance toward completing their purchase 
online (p-value < .001). This implies the importance for dealers to have an online presence in various stages of the 
buying process.  
 Some dealers may be reluctant to offer online channels as this creates a greater price sensitivity. 59% of 
respondents claimed they would continue to other local dealerships if haggling at a dealer did not generate the expected 
results, while 36% mentioned they would switch channels and purchase completely online. Though price sensitivity 
may seem as an unattractive barrier preventing local dealers to engage in online buying activities, the everlasting shift 
to online buying patterns displayed by Zoomers, as proven in this research, signifies the importance for dealers to 
adapt online actions. The first recommendation of this paper is for all dealers, local and franchise, to adapt online 
activities in at least some stages of the buying process. Even if a local dealer may not have the capabilities or expertise 
in online functions, effective 3rd party vendors such as Cars.com and Autotrader.com provide effective solutions to aid 
in this.  
 
Future Research 

 
 This paper warrants several opportunities for future research. First, though this paper illustrated the need for 
dealers to incorporate online activities in various stages of the car buying process, there is great opportunity to dive 
deeper to explore what exact actions are most advantageous to take in each stage. Second, this paper recommends 
dealers to pool resources in a consortium to assist in the capability of offering online buying, however future research 
can examine the logistical practicalities of such an arrangement. Third, this paper demonstrated the shift to online 
buying patterns in the Zoomer generation, future research can expand upon this notion to look at the level of trust 
Zoomers have in interacting with online outlets. Finally, additional research should be performed to test other 
generational cohorts regarding trust and online purchase behavior. 
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ABSTRACT 

This advertising education study combines high-impact teaching practices to enhance student learning in critical 

thinking, problem-solving, theory application and research. Faculty-student collaborations in undergraduate 

research (UGR) connect key concepts with students’ active engagement in systematic research and investigation. 
Students applied the diffusion of innovation (DOI) theory to understand and cutting-edge technologies in consumer 

marketing. Student qualitative and quantitative research results closely mapped the DOI adoption rates and the 

characteristics of innovations for virtual reality products. In addition, the student research provided insights to inform 

their strategy for an integrated marketing communications campaign. 

 

 

INTRODUCTION 

 Advertising is both a creative and increasingly data-driven profession. Today’s advertising students need to 
develop both analytical reasoning and data visualization skills in a way that enables them to gain experience with 
emerging technologies and demonstrate those skills to employers (Tableau, Qualtrics, Google Ads certifications, etc.). 
Furthermore, extant research shows certifications are a valuable addition for career preparation as they expose students 
to cutting-edge marketing technologies and techniques (Kim et al., 2019). However, given that technologies and 
platforms are always changing, a combination of hard skills and transferable soft skills must be developed through a 
balance of both theory and practice in advertising education (Brown-Devlin, 2021; Neill & Schauster, 2015; 
Quesenberry et al., 2015).  
 In fact, practitioners agree. A 2012 survey of advertising professionals in the United States (N=85) on priorities 
in advertising education emphasized the need for transferable skills such as critical thinking, problem solving and 
research (Windels, Mallia, & Broyles, 2013). Further, a 2018 study of advertising practitioners (N=366) found that 
over 71% believe theory application in advertising education was either “important” or “very important” and an even 
greater percentage (86 %) believed that student engagement in research was either “important” or “very important” 
(Spring & Nesterenko, 2018, p. 38).  
 

Improved Learning through Undergraduate Research 

 
 The purpose of this research study in advertising education is to evaluate a combination of teaching methods 
specifically designed to enhance student learning in critical thinking, problem-solving, theory application and 
research. Faculty-student collaboration in undergraduate research (UGR) is a high-impact practice that aims to connect 
key concepts with students’ active engagement in systematic research and investigation (Kuh, 2008). To have a 
meaningful impact on student learning, undergraduate research and inquiry require a hands-on approach in which 
students become active producers, not just consumers of knowledge (Healey & Jenkins, 2009). In addition, 
undergraduate research increases student enthusiasm in learning as it sparks a sense of excitement from solving 
problems and answering important questions (Kuh, 2008).  
 Linking teaching and learning through undergraduate research (UGR) has become a widely accepted, high-impact 
teaching practice that is implemented at all types of higher education institutions worldwide (Healy et al., 2003; Healy, 
2005; Kuh, 2008; Rego, 2018) and can vary in area of focus (e.g., teacher-focused vs. student-focused) or in area of 
research emphasis (Healy 2005, 2006; Healy and Jenkins, 2009). Over the past 25 years, UGR has been championed 
by disciplines such as biology, mathematics, and health sciences but infrequently in business programs such as 
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marketing and advertising (Lee et al., 2012; Malachowski, 2019). A study of UGR participation by McMaster 
University in Ontario, Canada including the DeGroote School of Business, the Faculties of Engineering, Health 
Sciences, Humanities, Science, and Social Sciences found that undergraduate students in nursing, biochemistry and 
health sciences were the most likely to have an opportunity to actively participate in research and inquiry, with 
business students more likely to passively learn about common research techniques for their given discipline (Perella 
et al., 2020). 
 

Toward Equal Access to both UGR and Faculty Mentoring 

 

 Access is an important aspect of undergraduate research that requires considerable effort on behalf of the faculty 
as well as support from the academic institution. To ensure that all undergraduate students participate in “at least two 
high-impact activities” including “one taken later in relation to the major field” as recommended by Kuhn (2008), 
UGR it must be available to students in every program, not just a select few (p. 21). However, equal access of UGR 
for all students presents the real challenge of providing sufficient faculty mentoring. 
 A systematic review of the literature on undergraduate research by Gershenfeld (2014) found that the impact of 
UGR programs varies based upon the number of students engaged, available institutional support and frequency of 
faculty mentoring. Thus, faculty mentoring can be challenging for programs at institutions with larger class sizes 
(Clark et al., 2012; Kirschner et al., 2006). A meta-analysis of inquiry-based teaching studies provides additional 
evidence for a small group, mentored approach, reporting an additional positive effect for teacher guidance versus 
unguided research (Furtak et al., 2012). 
 

An Advertising Senior Capstone Project: Applied Theory through UGR 

 
 To effectively implement a faculty-undergraduate research experience in the senior capstone course, advertising 
faculty in the college of business at a university in the Northeast region of the United States developed a team-teaching 
course, thus decreasing the student mentoring hours per faculty. In addition to engaging students in applied theory, 
research processes, critical thinking, problem-solving and investigation, another goal of the capstone project was to 
produce research insights to drive the creative strategy for an advertising campaign. This campaign would later be 
presented by students to administration and be used as an example of “best work” for student portfolios, thus 
combining the high-impact practices of undergraduate research and course capstone projects (Kuh, 2008). 
 This review of the literature leads to the following research questions regarding the initiation of a new 
undergraduate research teaching approach in the senior capstone course. 

RQ1: Will faculty-guided undergraduate research provide an effective learning environment for advertising 
seniors in a business college setting? 
RQ2:  Is embedding a faculty-guided undergraduate research project in a capstone course an effective way 
to teach applied marketing communication theory? 

 

Engaging Students in Cutting-edge Technology: Virtual Reality Products 

 

 Learning about the use of cutting-edge technology in consumer marketing is vital for advertising students to 
prepare them for a successful career. Specifically, virtual reality (VR) technology is increasingly important for its role 
in consumer decision-making as it enables consumers to interact with products, firms, and each other in a growing 
number of VR brand communities (Hoffman et al., 2022). Understanding the process of VR technology adoption is a 
pivotal part of that learning, as studies have found that it offers the potential to transform marketing and create novel 
interactions between customers and firms (Lau et al., 2019).  
 Virtual reality is traditionally defined as the use of computer modeling and simulation that enables a person to 
interact with an artificial three-dimensional (3-D) visual or another sensory environment (Hoffman et al., 2022). A 
systematic review of virtual reality in education (Kavanagh et al., 2017) found that virtual reality is being widely used 
in education through simulation, training, and distance learning and that students tend to look favorably on their use 
(Huang et al., 2012; Kavanagh et al., 2017; Khosla et al., 2022).  
 

Diffusion of Innovation Theory 

 

 As part of the advertising capstone project to promote virtual reality products to college students, age 18-24, the 
seminar students needed to understand the concepts of technology adoption. As such, the Diffusion of Innovation 
(DOI) theory (Rogers, 1963) was introduced to students early in the semester through class lectures and readings to 
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provide a framework for their research. In the 2010 edition of his book Diffusion of Innovation Everett Rogers writes, 
“one reason why there is so much interest in the diffusion of innovations is because getting a new idea adopted, even 
when it has obvious advantages, is often very difficult” (Rogers, 2010, p. 2). Rogers continues, “there is a wide gap 
in many fields, between what is known and what is actually put into use” (p. 2). Rogers defines diffusion as “the 
process by which an innovation is communicated through certain channels over time among the members of a social 
system” (Rogers, p. 5).  

 
Innovation Adoption Rates and Characteristics 

 
 The undergraduate faculty guided research project focused on two primary aspects of the DOI theory, adoption 
rates and the characteristics of innovation (Rogers, 2010). According to Rogers, the adoption of new technologies 
begins with innovators, who move through the stages of the innovation-decision process first, followed by early 
adopters, early majority, late majority, and finally the laggards (Rogers, 2010). Innovators (2.5%) are individuals 
(often within the age range of college students) who embrace new technologies very early on, driven by their curiosity 
and willingness to take risks. Early adopters (13.5%) follow closely, influenced by the innovators and seeking the 
advantages and benefits that the innovation offers (Rogers, 2010). In the context of VR, these individuals may be the 
first to explore VR applications, purchase VR devices and experiment with VR experiences and the target audience 
for the campaign project.  
 Another important aspect of the Diffusion of Innovation theory that students needed to understand for this project 
were the characteristics of innovations including relative advantage, compatibility, complexity, observability, and 
trialability (Rogers, 2010).  
 Relative advantage refers to the individual’s belief in the usefulness and possible improvement that an innovation 
provides over a previous way of doing something or meeting a particular need (p. 16). Compatibility is the degree that 
the innovation is congruent with an individual’s current behaviors and beliefs (p.16). Complexity is the extent to which 
the use of an innovation requires effort or learning on behalf of the user (p. 16). Observability and trialability refer to 
the ability of the innovation to be seen by others and to be used by the individual on a trial basis and experiment, 
respectively, before deciding to adopt or reject it (p. 17).  
 After a thorough review of the diffusion of innovation literature, the students developed the following research 
question based on the characteristics of the innovation (Rogers, 2010), to be explored through focus group and 
observation (product trial) research. 

RQ3: Will attitudes toward VR technology and willingness to learn be increased by perceptions of a) relative 

advantage, b) compatibility, c) observability and d) trialability? 

 
 The level of knowledge about new technology an individual has, their willingness to seek new information and 
their attitude toward new technology are also important considerations for the faculty guided student research, along 
with purchase intentions. As Rogers states, “To reduce the uncertainty of adopting the innovation, individuals should 
be informed about its advantages and disadvantages to make them aware of all its consequences” (Rogers, 2010, p. 
7).   
 Next the students developed the following hypotheses to be tested using a quantitative analysis of survey research. 

H1: Personal innovativeness will increase knowledge of VR technology products. 
H2: Knowledge about VR technology will increase a) willingness to learn more about VR technology and b) 
attitudes toward VR technology. 

H3: Attitudes toward VR technology products will increase a) intentions to engage on social media about VR 
products and b) intentions to purchase VR technology products. 

 

METHOD 

 
 Fifteen undergraduate researchers were enrolled in a semester-long Advertising capstone project at a college of 
business located in a Northeast university in the United States. The students were tasked with the promotion of virtual 
reality headsets to 18–24-year-old college students. The students were guided by two faculty members, one serving 
as the principal investigator for the IRB approval process and both supervising in the research process. 
 

UGR: Focus Group Research 

 
 The objective for the qualitative research was to better understand consumer perceptions of the relative advantage, 
compatibility, and complexity (Rogers, 2010) and their influence of attitudes toward VR technology products. The 
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students self-selected roles as moderators, assistants, and transcribers for their upcoming focus groups. The students 
recruited a convenience sample of participants from the university across colleges and majors and conducted a series 
of eight focus groups (N=75), designed to identify themes in consumer attitudes and opinions about VR technology 
headsets through icebreaker and open-ended questions.  
 

UGR: Observation Research 

 
 The next stage of research designed to enhance the students’ comprehension of the DOI theory and target audience 
perceptions was a VR trial event (N=41) for students on campus. This event explored more aspects of the diffusion of 
innovations theory related to the characteristics of trialability and observability. Faculty mentored the students in the 
planning of the event and gained permissions for event space and use of equipment, but the undergraduate researchers 
conducted all aspects of the observation research and recording of results. Participants were a convenience sample of 
students, recruited through flyers and social media. As they arrived, participants were checked in at the door, and then 
after using the VR headset for a choice of a travel destination or gaming experience, were checked out with a series 
of open-ended questions related to their feelings, experience, attitudes towards VR, willingness to learn more about 
VR and intentions to purchase a VR technology headset. 
 

UGR: Survey Research 

 
 The final stage of the research was a quantitative online survey, of undergraduate and graduate, on-campus and 
online students. A convenience sample of survey participants (N=453) were recruited using university email and social 
media.  
 Dependent variables for the survey included intentions to engage on social media about VR technology products 
and intentions to purchase VR technology products. Engaging on social media was determined to be an important 
factor to help speed the diffusion process. Independent variables measured in the survey research included age, 
personal innovativeness, attitudes, knowledge, and willingness to learn about VR technology products.  
 Personal innovativeness was measured using a 6-item, 5-point, Likert-type question scale developed by Agarwal 
& Prasad (1998) designed to measure personal innovativeness with items such as: “I am usually receptive to new 
technology,” “I like to be among the first to use new technology,” “If I heard about a new technology, I would look 
for ways to experiment with it.” Knowledge about VR technology and willingness to learn more about VR technology 
products were also measured using a four-item, 5-point Likert-type scale measures. 
 Attitude toward VR technology products was measured using a six-item, 5-point bi-polar adjective scale including 
items such as “good / bad” and “important / unimportant” to gauge positive and negative attitudes toward VR 
technology (Fishbein & Raven, 1962). 

 

RESULTS 

 

UGR: Focus Group Results 

 

 Focus group participants (N=75) consisted of undergraduate students aged 18-24 with 49% of respondents 
reporting as male, 51% female. Questions included some introductory questions related to the students' use of 
technology. To approximate the diffusion of innovation (DOI) adoption categories for participants, moderators asked 
them to rate themselves (on a scale of 1-5, 1 as never open to new technology, and 5 as always open to new technology) 
to assess their own personal innovativeness. Results mapped closely to the theory, with 6.7% of participants 
responding they are “always open to new technology,” as typically found with innovators, 23% responding “often 
open to new technology” as the early adopters, 44% “sometimes open” and 18.7% “rarely open,” representing the 
early and late majorities. Finally, only 6.7% of participants responded they are “never open to new technology.” 
Although much smaller than the typical laggard population (16%), this was somewhat expected as college students 
are digital natives and more quickly to adopt new technology (Table 1). 
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 Students were also asked to identify their own “essential tech”, with the majority stating that their smart phone, 
laptop and Apple Air Pods were their essential technology. Nearly 90% of the focus group participants had a neutral 
or negative attitude towards VR and did not view it as important or useful for their academic or social lives. The last 
question centered on general perceptions of complexity and VR relative advantage (Table 2). 

 
UGR: Observation Research Results 

 

 This observation research (N=41) was conducted in a high traffic area that sparked the curiosity of students 
walking by, as the event was in an “observable” lab classroom with glass walls and could be viewed from the main 
lobby. This event explored more aspects of the diffusion of innovations theory related to the characteristics of 
trialability and observability. Most of the participants’ comments about their experience demonstrated that their 
attitudes toward VR technology had improved after being able to observe others using the product and participating 
in a product trial. Over 80% of participants responded they were “interested in learning more about VR technology 
products” (see Appendix, Table 3).  
 After an analysis of the results of the focus group and observation, the undergraduate researchers concluded that 
their research question regarding the impact of the characteristics of an innovation (RQ3), Will attitudes toward VR 

technology and willingness to learn be increased by perceptions of a) relative advantage, b) compatibility, c) 

observability and d) trialability? was confirmed, as they observed that negative perceptions of relative advantage and 
compatibility during the focus groups appeared to decrease attitudes toward VR technology, and observation and trial 
appeared to increase post-trial event positive responses (Table 3). 

 
UGR: Survey Research Results 
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 Survey results (N=453) were cleaned of missing data, resulting in a useful sample of 400 responses. The average 
age of participants was 20.1, and reported as 61% female, 35% male and 6% nonbinary or preferred not to say. The 
survey results were analyzed by undergraduate researchers using SPSS statistical processing software with the 
assistance of faculty. Composite variables were created from scale measures and were found to be reliable (α > .80). 
No multicollinearity was found. The survey population approximately mapped to the DOI categories of adoption as 
measured by Personal Innovativeness (N=400, M=3.62, SD=.91) scale by Agarwal and Prasad (1998).  A series of 
simple linear regressions produced the following results. Innovativeness had a significant, positive effect on 

knowledge, F(1,398)=92.4, β=.42, p<.001. Therefore, Hypothesis (H1) Personal innovativeness will increase 
Knowledge of VR technology products was accepted. Next, a linear regression analysis was conducted to measure the 
relationship of knowledge on attitudes toward VR technology products and was found to be significant and positive, 
F(1,356)=64.5, β=323, <.001. Accordingly, Hypothesis (H2b) was accepted: Knowledge about VR technology will 
increase b) attitudes toward VR technology. However, (H2a) willingness to learn more about VR technology could 
not be accepted. 
 Finally, attitudes also had a significant and large, positive effect on likelihood to engage on social media, 
F(1,356)=69.5, β=.70, p<.001, as well as intentions to purchase a VR technology product in the future, F(1,356)=1.44, 
β=.86, p<.001. Hence, Hypothesis (H3): Attitudes toward VR technology products will increase a) intentions to engage 

on social media about VR products and b) intentions to purchase VR technology products was accepted. 
 

UGR Capstone Learning  

 
 Regarding the first research question (RQ1), Will faculty guided undergraduate research (UGR) provide an 

effective learning environment for advertising seniors in a business college setting, the two faculty instructors 
determined that the project was indeed successful in providing an effective learning environment. The faculty were 
also satisfied with the students’ ability to understand and apply the diffusion of innovations theory (Rogers, 2010) as 
evidenced by the project capstone assessment (N=15) including theory essay grades (M=88.75, SD=11.20). In 
discussions with the faculty after the VR trial event, students were able to connect their observations to DOI theoretical 
concepts, able to identify insights and consider the implications of their trial event observations, promoting critical 
thinking and self-awareness.  
 Accordingly, agreeing that (RQ2) the use of faculty guided UGR in a capstone course was an effective way to 
teach applied marketing communication theory.  

 
DISCUSSION 

 

Implications of Results 

 
 The purpose of this study was to investigate whether faculty guided undergraduate research combined with a 
capstone senior project, would be beneficial to student learning in research and theory application. Throughout this 
faculty-student research collaboration in a senior seminar class, the students were able to better understand the 
attributes of innovation within the framework of the diffusion of innovation theory (DOI). Overall, the student 
qualitative and quantitative research results closely mapped the DOI adoption rates and the characteristics of 
innovations for virtual reality (VR) products. In addition, the research provided insights to inform the students’ 
integrated marketing communications campaign. 
 The focus group research process and analysis of the qualitative results was useful for the student researchers in 
the development of questions for the online survey, diving deeper into theoretical concepts of the diffusion of 
innovations (Rogers, 2010). Teaching the diffusion of innovation theory to these students through focus group 
experiential learning enhanced their understanding and application of the theory in real-world contexts. The 
observation research and survey results also provided students with an opportunity for a hands-on application of 
diffusion of innovation theory. 

 
Limitations 

 

 There were many limitations associated with combining two high-impact practices in one senior seminar capstone 
course, on the heels of a pandemic, when student engagement levels had declined significantly with exclusively online 
instruction. First, the UGR mentoring hours per student were not spread equally across the class. Some student 
schedules did not allow for as many project hours to be spent outside of class as others due to part-time job and 
internship schedules. This resulted in a somewhat unequal distribution of workload per student in performing focus 
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groups, observation trial event, and survey analysis. Some students were eager to be back in the classroom, while 
others struggled to find their voice after being online during the pandemic. Finally, some students began the course 
with more research experience due to varying electives and concentrations. 
 

Recommendations for Future Theory-Driven Undergraduate Research 

 

 Theory-driven undergraduate research projects in all areas of marketing education could provide an opportunity 
for students to apply a range of relevant theories to real-world applications. Collaborations across disciplines, 
curriculum design or colleges could increase the availability of faculty expertise for students. For instance, concurrent 
course capstones running in advertising and marketing could engage in the same client project with a strong focus on 
market research and analysis working in tandem with market trends, consumer behavior and competitive landscape 
concepts. Students might also benefit from more structured job roles in the research process with more specific 
accountability and associated portion of their grade.  
 The need for both hard and soft skills is also crucial to this kind of learning in a post-pandemic environment to 
promote, rather than stifle meaningful learning and academic success. Students would benefit greatly from 
certifications or micro-credentials that focus on market research and data analysis skills, and how to properly gather 
and interpret data to derive insights for decision-making. Soft skills are equally important as they help foster effective 
collaboration, communication, and adaptability in the professional world.   
 Overall, these hard and soft skills would enable advertising students to demonstrate their expertise and contribute 
to the development and execution of effective marketing campaigns, and provide the technical know-how required to 
navigate the ever-evolving marketing landscape and leverage emerging technologies.  
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EXTENDED ABSTRACT 

 

Over the past few years, a growing body of research has highlighted the importance of sense of belonging among 
undergraduate university students. Sense of belonging is defined as the feeling of being welcomed, accepted, and 
supported within a community (Walton & Cohen, 2007). A strong sense of belonging has been associated with stronger 
academic performance, retention, and overall satisfaction (Good et al., 2012).  

 
The objective of the study is to examine the sense of belonging of undergraduate marketing majors—specifically 

the factors that contribute to the sense of belonging, such as academic and social support and the feeling of fitting in 
with the business college community. The study also seeks to understand how the sense of belonging among marketing 
majors may influence academic performance, retention, and overall satisfaction with their university experience. By 
examining these factors, the study hopes to shed light on the importance of sense of belonging for undergraduate 
marketing majors and provide recommendations for marketing departments to improve the sense of belonging among 
their students. 
 

 Based on a comprehensive literature review, we developed the conceptual model of Sense of Belonging 
displayed in Figure 1, proposing that support (faculty, peer, and institutional) and perception of fit influence marketing 
students’ sense of belonging, which in turn affects students' academic performance (GPA), intention to quit and 
likelihood to recommend the program to others. This model forma the basis for the hypotheses that we tested in this 
study.  
 
Figure 1. Sense of Belonging Conceptual Model 
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To test the model and hypotheses, we conducted an online survey of students taking courses at a business 
college at a large public university, yielding the responses of 526 marketing majors. We employed Hayes’s (2013) 
PROCESS Macro (Model 4) with 5000 bootstrapped samples with a 95% confidence interval. The results indicate 
that faculty support, peer support, institutional support and fit have positive and significant effects on students’ sense 
of belonging. The results also indicate that a higher sense of belonging has a positive and significant effect on student 
recommendations and a negative effect on intention to quit studies. Surprisingly, the results indicate that sense of 
belonging has no significant effect on GPA. Furthermore, the mediation tests reveal that faculty support, peer support, 
institutional support and fit affect student recommendations and intention to quit through the mechanism of sense of 
belonging.  

 
The study’s results indicate that students should be encouraged to engage in activities that help them feel a greater 

connection to the academic community. Research that proves this connection should be shared with students to 
encourage them to engage in extracurricular and other school-related activities that align with their interests and 
values. More research should be conducted to identify which types of activities have the most positive impact and on 
which groups of students. Greater research focus should also be placed upon peer-to-peer support, given its role in 
fostering sense of belonging and fit. How can students best support one another, and how can they be encouraged to 
do so?  Which peer-to-peer factors best produce a feeling of fit? 

 
The findings in this research are of particular importance to college and university administrators. With declining 

numbers of high school student populations and an increasing number of post-pandemic high school students 
considering alternatives to college (Binkley, 2023), higher education institutions need to pay more attention than ever 
to attracting and retaining students.  With students’ sense of belonging so closely related to their decisions to 
recommend their institution to others and whether to stay there themselves, colleges and universities need to better 
understand the factors driving students’ sense of belonging.  How can they make students feel welcome, cared about, 
and supported from the moment they put down their financial deposit through to graduation? 

 
The generalizability of this study is enhanced by the large number of marketing majors we surveyed through 

this study. However, future research using representation from other institutions is recommended. Further research 
could consider incorporating additional measures, such as well-being and other measures of satisfaction, to gain a 
more comprehensive understanding of the potential outcomes of sense of belonging. Qualitive research methods, such 
as focus groups, are recommended to examine the experiences of marginalized groups that might experience support 
and fit differently from other students. Despite these limitations, our findings highlight the importance of promoting 
sense of belonging among marketing majors and provide a foundation for future research in this area.  
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EXTENDED ABSTRACT 

 

When students attend a college or university, their primary goals are job acquisition and career readiness (Astin, 
Astin & Lindholm, 2011).  For many students, this is attained through internships and networking outside of the 
classroom (Platform, Polls, & Market, 2017; Rutschow & Taketa, 2019).  However, for students who are working to 
put themselves through school and/or support their families, taking time out of their current job to do an internship or 
attend networking events may not be realistic.  Most internships are unpaid and studies have demonstrated that there 
is significant inequity in who is able to attain a paid internship.  Racial and ethnic minorities as well as women and 
first-generation college students are less likely to have paid internships (Collins, 2020).  This underrepresentation in 
paid internships can lead to more time taken to find a first job, lower starting salaries and lower overall satisfaction 
(Gault, Redington & Schlager, 2000).  In class course embedded projects are a way to bridge this gap and provide 
students with real-world experience, career skills and overall confidence before entering the job market (Scribner, 
Baker & Howe, 2003).  The subject of client or work-based learning has been researched thoroughly (De los Santos 
& Jensen, 1985; Clark & Whitelegg, 1998; Swan & Hansen, 1996; Bravo, 2018), however most of this research is 
siloed within a certain course or subject.  In order to create more equity among university students, it is imperative to 
offer this opportunity, not just to certain students in specific programs, but to all students.  This also offers an 
opportunity for faculty to work in a more interdisciplinary way, as they could work with the same client on multiple 
facets of the company in different courses.   

 
In order to demonstrate the benefits for students, the current program was assessed.  There were 218 total 

responses from students who completed a semester long project in a variety of subjects including English, Marketing, 
Engineering, Service Operations, Strategic Management, Childhood Studies, Political Science, Finance and Math.  
Projects focused on many topics including time series analysis, social media/wesbsite content creation, risk analysis, 
research and development, strategic planning and brand awareness.   Just over half of participants were female (52%) 
while roughly 1/3 were first generation and/or low income and 81% worked while going to school.  When asking 
students what specific soft and hard skills they improved during their projects, most participants saw significant 
improvement in all important soft skills.  The skills with the most improvement included research (85% saw 
improvement), leadership (84%), critical thinking (83%), computer and technological skills (82%) and teamwork 
(81%).   When asked what they learned, the most common response from students was professional or career related 
skills based on the specific project they did (22%).  Next, students learned about relevant things they would need to 
know on the job market (19%).  Other important things students learned or gained included research or data analysis 
skills (17%), Team work (12%), and Presentation skills (9%).  Notably, many students referenced learning or 
understanding what jobs in certain fields actually entail, as well as what they need to succeed in working in their 
chosen field or starting their own business.   

 
When asked how much students enjoyed working on these projects 86% of students enjoyed working on the client 

project.  Participants were also asked how beneficial they thought working on their client project was.  Again, the 
majority of students, 83%, found working on this type of project to be beneficial.  There was no significant difference 
between courses or professor in terms of how beneficial the project was (p=.24).  Prior to the project students were 
asked “how do your qualifications compare to others?”  Before the project 7.3% said much more qualified and 49.5% 
said somewhat more qualified.  After completion of the client project, when asked the same question, these numbers 
increased, with 9% feeling much more qualified and 60.1% feeling somewhat more qualified. Upon completion of the 
course project, 87% of students felt ready for the workforce with only 1.5% feeling very unready for the workforce.   
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The results of this study provide preliminary evidence that working on client-based projects across disciplines 
can provide more opportunities for all students.  Students felt more prepared for the workforce and gained soft skills 
as well as specific career skills.  Students felt the projects were beneficial and made them more qualified as well.  
Notably, these findings were consistent across disciplines, professors and types of projects.  This demonstrates the 
benefits of client projects regardless of course, as well as presents important opportunities for students.  As participants 
highlighted, they were able to network and learn more about career options, as well as understand what real jobs will 
entail and what skills are actually needed.  Part of educating young people is allowing them to enter the job market 
more prepared and confident.  This should occur regardless of gender, race, income, family educational background 
or major.  Providing more ways for more students to gain relevant career skills can level the playing field and open 
doors for all students, allowing them to succeed.   
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EXTENDED ABSTRACT 

 
 Using a qualitative, phenomenological lens, female sales and marketing professionals who transitioned positions 
in 2021 or 2022 were interviewed regarding their experiences during what researchers and the media call “the big 
quit.”  This economic trend exhibited employees who, en masse, voluntarily resigned from their jobs during the 
COVID-19 pandemic. The phenomenon was regarded as a single event rather than a change driven by multiple 
underlying trends and themes. To better understand the motivations behind this phenomenon for women in marketing 
and sales roles, in-depth interviews were conducted with ten participants, interview transcriptions were reviewed, and 
themes emerged from the data. The interviews revealed trust, belongingness, and growth as the primary motivators 
for these women to change roles. The authors recommend ways organizations can foster trust, belongingness, and 
growth to retain women in sales and marketing roles. The impact of these factors on the future of marketing education 
is also explored.  

 
 The impact of the COVID-19 pandemic is undeniable. The socio-cultural changes are so profound that the virus 
continues to create a “new normal” (Anderson et al., 2021, para. 5). This paper underscores this and its impact on 
female sales and marketing professionals. The article and research attempt to understand the motivation behind choices 
made by female sales and marketing professionals when deciding to leave positions during this time, identified as the 
“big quit” or “great resignation.” Ultimately, this research helps workplace leaders and academics understand what 
female sales and marketing professionals value in their positions to improve retention. 

 
 In 2021, 48 million U.S. citizens left their jobs; in 2022, 46.6 million left their positions, and according to the 
early 2023 data and despite 2023 inflation, the great resignation is still ongoing (Richter, 2023). The U.S.’s “quit rate” 
attained a 20-year high in November 2021; a Pew Research Center survey found low pay, low advancement 
opportunities, and feeling disrespected at work as the top reasons people quit (Parker & Menasce Horowitz, 2022). 
Those without an undergraduate degree (34%) are more likely than those with an undergraduate degree or more 
education (21%) to say the pandemic impacted their decision (Parker & Menasce Horowitz, 2022). The study also 
found that, for the most part, men and women offered similar reasons for quitting. One analysis found that 80% of 
people who quit their roles in search of greener pastures, especially those who switched industries, regretted the job 
switch (Jackson, 2023). 

 
According to a World Economic Forum (2022) article, women leaders were, during the Big Quit, quitting their 

jobs in record numbers. The wake of mass departures left companies struggling to understand how to retain talent. 
One driver of the decision to quit is that women recognize that the pre-pandemic pay and working conditions accepted 
are no longer acceptable (Segal, 2022). A research study from Gotara (2022) found that 50% of women in STEM 
careers are prepared to quit, and 56% indicated they were prepared to do so in the next three months. The main reasons 
for leaving their employers the women reported included: (a) Non-supportive managers (27%), (b) Lack of 
opportunities for promotion (18%), (c) Lack of recognition (12%), (d) Lack of communication (12%), (e) Lack of 
remote work opportunities (10%), (f) Being overworked (9%), (g) Not being heard (6%), and (h) Low or non-
competitive compensation (6%) (Gotara, 2022).  

 
 “There is a growing annoyance with work tasks that add no value to our lives.” Klotz (2023). After working from 
home during the pandemic, people recognized they could be more efficient with their time and create a better work-
life balance. Time spent commuting was replaced with activities like exercise, childcare, and home maintenance 
(Federal Reserve Bank, 2022).  
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As people returned to the office, they brought new habits and expectations. The increased cost of living has made 
the monetary value of people’s time even more striking. This newfound understanding pushed firms to consider how 
they make their employees’ lives rich outside of work while still getting their jobs done. Companies are experimenting 
with meeting-free days, half-day Fridays, and different time-saving strategies to meet employee demands (Liu, 2022). 
With a tight labor market, workers have plenty of power, allowing them to change personal priorities, question 
company approaches, and redefine the value of their jobs. This selective literature review builds a case for our 
methodology which hopes to fill some of the perceived gaps in those that quit, resign, and stay in their organizations. 

 
For this study, the authors used a transcendental phenomenological approach to understand the experience and 

perceptions of participants, seeking to understand the underlying structure of the experience. Transcendental 
phenomenology studies the lived experience of participants, allowing for the development of perspectives, including 
external, physical, and isolatable stimuli. In transcendental phenomenology, the researcher brackets understanding or 
pre-conceived ideas, as the purpose is to move beyond everyday experience to a state where everything is perceived 
freshly, as if for the first time (Moustakas, 1994). 

 
Transcendental phenomenology clarifies the assumptions in which human understanding is grounded and 

investigates how knowledge comes into being. The process of transcendental phenomenology includes bracketing out 
one’s experience, collecting data from people who have experienced the phenomenon, and analyzing the data by 
reducing it to significant statements or quotes to combine them into themes (Creswell & Poth, 2018; Moustakas, 1994). 
The researcher then develops a textural description of what the participants experienced and a structural description 
of how they experienced it in terms of conditions, situations, or context. Questions examined include: 

1. What was your experience during your recent job switch? 
2. What motivated the switch in positions? 
3. What position did you leave, and what position did you go to? 
4. Did switching make a difference? If so, how? 
5. What or who influenced your decision to switch positions? 
6. What part, if any, do you think the pandemic played in your decision to leave your old position? 
7. Do you have any regrets about leaving your position? If so, what do you regret about it? 

    
 The population studied are adult female sales/marketing professionals with at least a 4-year college degree. The 
specific sample being studied is ten adult female sales/marketing professionals who left their positions in 2021 or 
2022. None were coerced to participate, and their responses have been documented for us to learn from their lived 
experiences.  
       
 Based on the information uncovered in these interviews, it is evident that female employees in sales and marketing 
roles, need trust, belonging, and growth to achieve job satisfaction. Organizations that prioritize these needs are more 
likely to retain their female employees and benefit from their contributions over the long term.  
 

Furthermore, marketing educators have an essential role in preparing students for successful marketing careers 
by emphasizing the importance of these needs and providing exercises that help students develop the skills necessary 
to meet them. Fostering a workplace environment prioritizing employees’ need for trust, belonging, and growth is 
crucial for retaining top talent and achieving long-term success in the marketing sector. By emphasizing these needs 
in marketing education and providing exercises that help students develop the skills necessary to meet them, we can 
better prepare the next generation of marketers for successful careers prioritizing employee well-being and 
organizational success. 
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EXTENDED ABSTRACT 

 Conventional educational approaches, like lecturing, have resulted in a disparity between classroom teachings 
and industry expectations. It is essential for educators to know what employers are looking for when hiring new 
employees, considering the goal of marketing education is to prepare students for jobs in the field. The most important 
skills that employers cite, in addition to subject knowledge, are teamwork, problem solving, communication, 
proactivity, and leadership (NACE, 2021). There is also an increasing focus on soft skills, also known as power skills 
or durable skills, to add value beyond artificial intelligence, show adaptability, work and communicate across diverse 
teams, innovate, and think critically (Udemy Business, 2022). 
 
 Career readiness, as defined by the National Association of College and Employers (NACE), includes eight core 
competencies: career and self-development, communication, critical thinking, equity and inclusion, leadership, 
professionalism, teamwork, and technology (2021). A unique challenge is that students perceive themselves to be 
more career ready than employers do, rating their own competencies significantly higher (Gray, 2022). McKinsey and 
Company conducted surveys of 18,000 people in 15 countries, focused on defining the skills needed in the future 
world of work (Dondi et al., 2021). Dondi et al., (2021) found that to be successful across all sectors, workers must 
be adaptable in order to contribute value, leading to an increased demand for technological, social and emotional, and 
higher cognitive skills. Based on these findings, the researchers recommended that universities and colleges build self-
leadership skills like self-confidence, risk-taking, and grit as well as interpersonal skills like negotiation, empathy, 
and collaboration into curriculum. 
 
 One of the most valuable and high-impact approaches to developing these critical skills is using experiential 
learning in the classroom which is defined as “the study of learning through action” (Payne et al., 2011, p. 206). Client-
based projects (CBPs) are a subset of experiential learning that allow students authentic connection between the “real 
world” and their class concepts. Shanahan, Palmer, and Salas (2021) uphold the benefits of CBPs for multiple 
stakeholders (student, client, instructor, and university). Across their combined decades of teaching experience, the 
authors of this paper have observed how effective CBPs can be at helping students build career-ready competencies 
through analyzing and addressing client challenges and managing complex team projects; hence, CBPs are the primary 
focus of this research. 
 
 This mixed method study, conducted at four U.S. universities, investigated the potential impact of CBPs on 
students’ self-perceived career readiness competencies. A multidimensional measurement device was used to evaluate 
participants' perspectives on the significance of NACE's eight Career Readiness Competencies. Participants were 
asked to rate how crucial they believed the NACE competencies were for college graduates to successfully enter the 
workforce. In addition, the participants were asked to assess themselves on the same eight competencies using a five-
point Likert-like scale. The pre-CBP survey took place at the beginning of the term, while the post-CBP survey was 
administered after the student presentations to the client. To gain more comprehensive and qualitative feedback, open-
ended questions were included in both surveys.  
 
 The authors hypothesized there would be a significant difference in their perception of their own competency and 
career readiness before versus after a CPB classroom experience.  Additionally, the authors hypothesized there would 
be no significant difference in how students rated perception of the importance of career readiness competencies pre 
and post their CBPs. 
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 Study results support the researchers’ hypotheses; findings showed that student perception of the importance of 
these NACE essential skills remained consistent before and after the CBP, and students rated themselves higher on 
six of the eight core competencies post-CBP as compared to pre-CBP. Further, in open-ended questions, participants 
provided their insights into how the CBP enhanced their professional preparedness. By employing keywords-in-
context and word repetition analysis (Ryan & Bernard, 2023, p. 2), the authors discovered two main themes: skill 
development and engagement. 
 
 The results of this study underscore the authors’ experiences that CBPs are a powerful, effective tool for 
transforming students into marketing professionals. As a result, the authors are developing a framework illuminating 
the productive relationship between CBPs and career readiness competency development. Ultimately, the goal is to 
prepare students to meaningfully contribute to and positively impact their workplaces and industry post graduation. 
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EXTENDED ABSTRACT 

 

Public trust in institutions is essential for a well-functioning society; however, according to opinion polling, the 
legitimacy of institutions has been in steady decline over the past few decades. For example, government, banking, 
healthcare, and higher education are all institutions that have experienced a decline in public trust. As institutional 
trust declines, marketers in these sectors face decreases in brand image and consumer confidence. Multiple reasons 
explain why trust in institutions is eroding, including a rise of political polarization, social media disinformation, 
corporate political advocacy, and corruption. This study proposes that service failure-recovery strategy (SFR) can also 
be a cause of institutional mistrust. The SFR field has long been interested in how SFR interacts with perceptions of 
trust but has yet to examine trust from an institutional level. This study provides a high-level conceptual framework 
of the SFR literature and an empirical study that investigates various SFR strategies and their impact on institutional 
trust. 

 
In this study, an empirical model of SFR and institutional trust is conceptualized and empirically evaluated within 

healthcare, “big tech,” and transportation institutional contexts. In these service contexts, consumers often derive value 
in complex intangible benefits. However, intangible benefits may not be immediately visible and are challenging for 
consumers to quantify. Further, the presence of information asymmetry, especially in expert services like healthcare, 
poses a challenge for consumers in accurately assessing risk, particularly in physical harm contexts. As a result, 
consumers may heavily rely on institutional trust as a guiding factor in their decision-making process. Consequently, 
as institutional trust erodes, market inefficiencies may occur when there is a misalignment of customers’ perception 
of risk and actual risk involved. Marketers in these institutional contexts must seek effective strategies to rebuild 
institutional trust and recalibrate risk perceptions. In the field of SFR, and more broadly in the marketing field as a 
whole, there has been little research examining institutional trust from a customer perspective. This study makes a 
considerable number of contributions to service failure-recovery and institutional trust literature.  

 
First, this study conceptualizes customer trust at the micro, meso, and macro levels and identifies the causes of 

institutional trust. These contributions expand the current understanding of trust dynamics within service ecosystems 
and provide a comprehensive framework for analyzing institutional trust from a customer perspective. Furthermore, 
this research identifies a previously undefined cause of institutional trust, ‘buyer beware,’ shedding light on an 
institutional strategy that pushes risk onto customers and how this practice has impacted customer’s perceptions of 
risk and trust in institutions. In addition, this study advances the service guarantee literature by describing how service 
guarantees positively impact institutional trust in service ecosystems, categorizing the different types of service 
guarantees, and labeling a previously undefined service guarantee; the no-harm guarantee. The proposed empirical 
model advances the field by investigating the differential effects of proactive SFR strategies (buyer beware vs no-
harm service guarantees), on institutional trust, revealing the role of service guarantees in aligning customer’s 
perceptions of risk with actual risk. Finally, the managerial implications section discusses the ethical implications of 
service guarantees and how they contribute to equity and equality of outcomes.  
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EXTENDED ABSTRACT 

 

The COVID-19 pandemic has brought about significant changes in society, including people's expectations and 
attitudes towards online education. As a result, there has been a surge in enrollments on learning platforms, 
highlighting the need to understand consumer preferences and sentiment trends in online courses. This study aims to 
investigate the effect of the pandemic on individuals' expectations of online courses and contribute to the evolving 
landscape of education. Understanding the factors that influence consumer choices in marketing courses on online 
platforms is crucial, particularly considering their unique conceptual and discussion-oriented nature, which differs 
from more science-based and objective fields. 

 
To gain valuable insights into the evolving landscape of online marketing courses, this study conducted an 

analysis using a dataset comprising 28,280 online customer reviews sourced from Coursera, a prominent online course 
provider. The dataset encompassed reviews collected between the years 2019 and 2020, specifically focusing on the 
domain of marketing courses. Consequently, a filtered subset of 30 marketing courses was derived for analysis. 
Leveraging machine learning techniques, the study employed a comprehensive approach to analyze sentiment trends 
and topics within the online reviews. A comparative analysis was conducted to examine sentiments and topics 
expressed by learners both before and after the onset of the COVID-19 pandemic (distinguishing the periods before 
March 2020 and after March 2020). The primary objective of this analysis was to gain a deeper understanding of the 
impact of this global event on individuals' expectations within the realm of online education, with a specific emphasis 
on the marketing field. Through this research, novel insights into the changing dynamics of online marketing courses 
in response to the pandemic were sought, providing valuable knowledge for educational stakeholders and shedding 
light on the evolving landscape of online education. 

 
To perform the sentiment analysis, TensorFlow, a widely used machine learning framework, was employed. This 

approach allowed the extraction of sentiment scores ranging from 0 to 1, where a score of 0 indicates a highly negative 
sentiment, and a score of 1 represents a strongly positive sentiment. The examination of these sentiment scores 
revealed a significant decrease in the sentiment expressed within Coursera reviews following the outbreak of the 
COVID-19 pandemic compared to the pre-pandemic period (t-statistic: -3.021, p < 0.05). These sentiment scores, 
serving as quantitative measures of the overall sentiment conveyed in the reviews, underscored a discernible shift in 
user expectations subsequent to the pandemic's onset. 

 
Furthermore, to gain deeper insights into the salient attributes perceived by learners, further analysis using topic 

modeling was conducted, employing the widely utilized Latent Dirichlet Allocation (LDA) technique. The statistical 
significance of the findings was rigorously assessed through appropriate hypothesis testing. The results of this analysis 
indicate that following the COVID-19 pandemic, there was a notable decrease in discussions pertaining to course-
related topics such as course organization (t-statistic: -4.10, p < 0.05), course content (t-statistic: -1.99, p < 0.05), and 
course deliverables (t-statistic: -2.64, p < 0.01). This negative change in emphasis suggests that users attributed 
relatively less importance to these aspects of the courses in the post-pandemic period. 

 
In contrast, users expressed a substantial increase in the importance placed on course perceived usefulness (t-

statistic: 8.90, p < 0.01) and the effectiveness of courses in facilitating job career advancement (t-statistic: 2.43, p < 
0.05) during the post-pandemic period. These findings suggest that learners' focus shifted towards the practical 
applications and tangible benefits of the courses in the context of their professional development and career 
trajectories. Additionally, the comprehensiveness of discussions compared to the pre-pandemic period did not show 
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significant changes. Notably, the length of reviews remained consistent, indicating a parallel steadiness in their 
comprehensiveness. 

 
Overall, the findings revealed a significant decrease in sentiment expressed by Coursera users following the 

pandemic compared to the pre-pandemic period. Also, the results showed a notable decrease in course-related 
discussions, while an increase was observed in the discussions regarding practical applications and career benefits.  
These insights play a crucial role in informing actionable strategies aimed at enhancing online learning experiences 
and adapting to the changing educational landscape. This academic research provides valuable insights into consumer 
preferences in marketing online education. By understanding and addressing these preferences and expectations, 
online learning platforms can deliver high-quality educational experiences that cater to learners in the digital age, 
ultimately leading to increased consumer satisfaction. The findings will be particularly valuable for educators and 
platform managers, enabling them to develop impactful and engaging online learning opportunities. 
 

REFERENCES 

 

Adamopoulos, P. (2013). What makes a great MOOC? An interdisciplinary analysis of student retention in online 
courses. 

 
Dang, A., Khanra, S., & Kagzi, M. (2022). Barriers towards the continued usage of massive open online courses: A 

case study in India. The International Journal of Management Education, 20(1), 100562. 
 
Ghasemaghaei, M., Eslami, S. P., Deal, K., & Hassanein, K. (2018). Reviews’ length and sentiment as correlates of 

online reviews’ ratings. Internet Research, 28(3), 544-563. 
 
Narang, U., Yadav, M. S., & Rindfleisch, A. (2022). The “idea advantage”: How content sharing strategies impact 

engagement in online learning platforms. Journal of Marketing Research, 59(1), 61-78. 
 
Peng, X., & Xu, Q. (2020). Investigating learners' behaviors and discourse content in MOOC course 

reviews. Computers & Education, 143, 103673. 
 
Rääf, S. A., Knöös, J., Dalipi, F., & Kastrati, Z. (2021, November). Investigating learning experience of MOOCs 

learners using topic modeling and sentiment analysis. In 2021 19th International Conference on Information 

Technology Based Higher Education and Training (ITHET) (pp. 01-07). IEEE. 
 
Wei, X., & Taecharungroj, V. (2022). How to improve learning experience in MOOCs an analysis of online reviews 

of business courses on Coursera. The International Journal of Management Education, 20(3), 100675. 
 
 

For further information, contact: 
Maryam Nezhadian 

University of Wisconsin-Milwaukee 
3202 N Maryland Ave 

Milwaukee, WI 53211-53202 
(414) 229-252 

nezhadi2@uwm.edu 
 

  



37 

THE AI-POWERED MARKETING EDUCATOR: THE 

USE OF CHATGPT TO GENERATE BLOG AND SOCIAL 

MEDIA CONTENT IN A SOCIAL MEDIA MARKETING 

COURSE 
 

Mary C. Martin, Fort Hays State University 

Michael J. Martin, Fort Hays State University 

 

EXTENDED ABSTRACT 

 
Marketing students today – particularly those with interests in content marketing and social media marketing – 

need to understand how artificial intelligence (AI) tools like ChatGPT can complement, not replace, content generation 
and be able to use various AI tools. For those students desiring careers in content and social media marketing, 
marketing educators must embed meaningful, engaging AI assignments into their course and program curricula so 
students become equipped with the skills and knowledge to use AI effectively and efficiently but all the while not 
forgoing their development and utilization of critical thinking and problem-solving skills. 

 
The purpose of this paper is to describe the implementation and assessment of an assignment to help marketing 

students understand the role of and how to use AI, specifically ChatGPT, to generate blog and social media content. 
First, we provide an overview of higher education’s response to artificial intelligence and strategies for university 
professors for using AI effectively in the classroom. We then discuss AI’s impact on the field of content marketing.  

 
The assignment described here required students to create content for a blog post and social media posts using 

ChatGPT. Prior to beginning the process of creating a blog post and social media content using ChatGPT, a class 
lecture and discussion took place that addressed topics such as AI tools available to marketers, prompt engineering 
and how to effectively create prompts, what ChatGPT can and cannot do, how to use ChatGPT to create blog and 
social media posts, the importance of carefully reviewing and editing AI output, and the use of disclaimers and full 
disclosure when using AI to generate content. The assignment then required students to use ChatGPT to help them 
write blog posts and to generate blog post title ideas and SEO content, including keywords and a meta description. 
They were required to review and edit the output prior to publication and include a disclaimer in their blog posts. After 
completion of the assignment, students were asked to complete a structured reflection to assess specific learning 
outcomes. Student reflections are summarized and presented.  

 
Because this topic is largely unexplored in marketing pedagogy, many benefits for others teaching marketing are 

expected including, for example, how to structure AI assignments, how to assess learning outcomes, and student 
perceptions regarding the use of AI.  
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EXTENDED ABSTRACT 

 

 Service environments have become more competitive than ever before. It is well documented that word-of-mouth 
(WOM) plays a significant role in consumers' decision-making in the service industries (Litvin et al., 2008). 
Recognizing that negative experiences hurt service providers more than positive ones help them (Chevalier & Mayzlin, 
2006; Lee, 2018), service providers attempt to deliver failure-free services. Nonetheless, the human element of 
services means that service failures may be inevitable (Mattila & Cranage, 2005; Shapiro & Nieman-Gonder, 2006). 
For this reason, service robots are increasingly utilized in service. It is estimated that service robots will acquire 96% 
of hotel frontline jobs and 42% of delivery-related tasks in the hotel industry within the next decade (Belanche et al., 
2020). While artificial intelligence and robots are often perceived as failure-free and invariant in service delivery, they 
are also prone to technical failure and user adaptability issues because of the evolving user interfaces, which lead 
consumers to experience service failure (Honig & Oron-Gilad, 2018), resulting in consumers’ negative reactions (Leo 
& Huh, 2020). Whenever service failures occur, consumers tend to be dissatisfied (Kelley et al., 1993), engage in 
switching behavior (Chih et al., 2012), and complain (Huang & Chang, 2008). 
 
 Customers who are dissatisfied with the poor service tend to spread negative word of mouth (NWOM) about their 
lousy experience. Previous research has shown that NWOM can negatively affect the firms’ image and customers' 
intention of getting service from the firm (Balaji et al., 2016). Hence service marketers must find ways to safeguard 
customers from experiencing poor service encounters in the first place. However, there is very limited extant research 
that explores consumers' reaction to service failure caused by service robots compared to human agents. Previous 
research suggests that consumers’ tendency to engage in NWOM could differ depending upon if the failure is caused 
by [AI] vs. humans. For example, consumers are less likely to spread NWOM if an AI recommendation system causes 
service failure as compared with a human employee because of the perceived connection with the AI recommendation 
system that stores personal behavioral data (Huang & Philp, 2021). Seemingly contradictory to that finding, however, 
Chen et al. (2021) show that consumers have a higher intention of spreading NWOM when self-service technologies 
(e.g., self-service kiosks), relative to human employees, cause a service failure.This research explores consumers’ 
intention to spread NWOM when a service failure is caused by a robotic agent.  
 
 Previous research also suggests that consumer reaction to service failure caused by robots could depend on factors 
such as human-likeness of robots (Belanche et al., 2020). Existing literature has identified the anthropomorphism of 
robots, the extent to which a robot assumes the characteristics of a human, as significantly impactful for the acceptance 
and perceptions of service robots (Belanche et al., 2020). Previous research exploring the concept of the “uncanny 
valley” shows that the human-likeness or anthropomorphism of robots increases the feeling of familiarity, but if robots 
resemble humans very closely, then people feel a threat to their self-concept (MacDorman, 2006). Previous research 
has categorized robots into three broad categories based on human-likeness: 1) Mechanoids, highly machine-like in 
appearance with hardly any human-like features; 2) Humanoids – possess some human-like features; 3) Androids – 
resemble very closely to humans (Walters et al., 2008a). Thus, it is reasonable to assume that the human likeness of 
service robots may influence consumers’ cognition, affect, and behavioral intentions toward such robots. Supporting 
this, previous research suggests that consumers’ reactions and perceptions of service robots may vary as a function of 
how closely they resemble a human (Lu et al., 2021; Mende et al., 2019). Interestingly, Lv et al. (2021) suggest that 
cute robot designs (e.g., pets and animals) are significantly more likely to decrease performance expectations. We 
build on these streams of research. Specifically, we examine whether the different levels of human likeness (i.e., low 



39 

human likeness, medium human likeness, and high human likeness), cuteness, and attractiveness affect NWOM in the 
service failure context.  

 
 It is well documented that cultures differ in various dimensions such as power distance, 
individualism/collectivism, uncertainty avoidance, long/short term orientations (four unique cultural dimensions; 
Hofstede, 2003), risk tolerance (Lockwood et al., 2005), and entity/incremental mindsets (Murphy & Dweck, 2016). 
In particular, our research centers on collectivistic orientations. People with high (vs. low) collectivistic orientations 
tend to be interdependent, emphasizing harmony and relationships with others, and exhibit communal relationships 
(Markus & Kitayama, 1991). Those people feel responsible to others, which in turn shapes their behavior and decisions 
(Srite & Karahanna, 2006). Moreover, when it comes to technology acceptance, people with high collectivistic 
orientations tend to have less positive attitude toward technology (Kovačić, 2005), whereas those with high 
individualistic orientations are more inclined to accept and use technological products (Srite & Karahanna, 2006). 
Given that those with high collectivistic orientations value relationships with others but are negative toward 
technology, it is likely that they may engage in more NWOM when service failure is caused by robot agents (vs. 
human agents). Therefore, we examine how individual cultural orientations play a role in responses to service failure 
as a function of human and robot agents. 
 
 To answer the research questions discussed so far, we conducted three experiments where we utilized various 
scenarios (e.g., different failure types, different service contexts, and different human-likeness levels of robots) to 
enhance generalizability. All data were collected from Amazon Mechanical Turk members (MTurkers) via 
CloudResearch. Experiment 1 is a two-group between-subjects design (machine vs. human) using an outcome-failure 
scenario related to lost baggage in an airport setting. The results showed that participants in the machine condition 
increased significantly higher NWOM for the service failure (M = 5.92; SD = 1.24), relative to the human condition 
(M = 5.29; SD = 1.47; F(1, 198) = 10.68; p = .001).  
 
 The objective of Experiment 2 is to replicate the finding of Experiment 1, as well as differentiate the levels of 
human-like appearance of robot agents to investigate whether the effect observed in Experiment 1 differs. The study 
had a four-group between-subjects design (human vs. low human-like robot vs. medium human-like robot vs. high 
human-like robot). All participants read a process-failure scenario describing an inattentive restaurant server at a 
restaurant and were shown a picture of a human server and a robotic server with three levels of humna-likeness based 
on the condition. We replicated the results of Experiment 1. More specifically, there were significant differences 
between the human condition and the three robot conditions (Mhuman = 5.18, SD = 1.56; Mlow-humanlike = 5.75, SD = 1.17; 
Mmedium-humanlike = 5.68, SD = 1.40; Mhigh-humanlike = 5.90, SD = 1.08; ps < .089). However, there was no significant 
difference among the three robot conditions (p > .36).  
 
 Finally, Experiment 3 explores the role of cultural orientations (i.e., high vs. low collectivistic orientations) in the 
relationship between the types of service agents and NWOM. The experimental manipulations were identical to those 
used in Experiment 1. Participants completed a collectivistic-individualistic measure adapted from Gelfand and 
Triandis (1998) using a 16-item, 7-point scale (α = .73). There was a significant main effect of the agent type on 
NWOM (Mhuman = 5.22, Mrobot = 5.63; F(1, 249) = 4.61; p = .03), replicating Experiment 1. To test our moderation 
model, we used Hayes (2017) Model 1. There was a significant two-way interaction between the agent type and the 
cultural orientation (B = -.86, SE = .35, p = .02). Participants with higher collectivistic orientations reported 
significantly more NWOM under the robot (vs. human) condition (B = -.86, SE = .27, p = .001).  
 
 To summarize, in this research, we make novel contributions to the literature surrounding word of mouth and 
service failures caused by robotic and human service agents. We find that consumers would be inclined to spread 
negative word of mouth (NWOM) when robotic agents (vs. human agents) cause service failures. We also find that 
the effect of the failure agent (human vs. robot) is also influenced by culture. Specifically, only high collectivistic 
individuals will have higher NWOM for service failure caused by robots (vs. caused by human agents). In an era in 
which robotic usage is gaining popularity in the service sector, we suggest that managers and marketers take this 
information to analyze when a robotic agent may or may not be appropriate and consider the possible repercussions 
of using a robotic agent. Moreover, the use of robotic agents in the service industry should be judiciously employed, 
catering to varying mindsets and considering specific cultural norms and orientations that may affect consumer 
sentiment. Our findings suggest that further exploration into the effects of service agent type in service failure 
scenarios considering other cultural dimensions is warranted. 
 



40 

REFERENCES 

 
Balaji, M. S., Khong, K. W., & Chong, A. Y. L. (2016). Determinants of negative word-of-mouth communication 

using social networking sites. Information & Management, 53(4), 528–540. 
https://doi.org/10.1016/J.IM.2015.12.002 

 
Belanche, D, Casaló, L. V, Schepers, J., & Flavián, C. (2021). Examining the effects of robots’ physical appearance, 

warmth. And Competence in Frontline Services: The Humanness‐Value‐Loyalty Model, 38(12), 2357–2376. 
 
Belanche, Daniel, Casaló, L. V., Flavián, C., & Schepers, J. (2020). Service robot implementation: a theoretical 

framework and research agenda. Service Industries Journal, 40(3–4), 203–225. 
https://doi.org/10.1080/02642069.2019.1672666 

 
Chevalier, J. A., & Mayzlin, D. (2006). The effect of word of mouth on sales: Online book reviews. Journal of 

Marketing Research, 43(3), 345–354. https://doi.org/10.1509/jmkr.43.3.345 
 
Chih, W.-H., Wang, K.-Y., Hsu, L.-C., & Cheng, & I.-S. (2012). The Service Industries Journal From disconfirmation 

to switching: an empirical investigation of switching intentions after service failure and recovery) From 
disconfirmation to switching: an empirical investigation of switching intentions after service failure and 
recovery. The Service Industries Journal, 32(8), 1305–1321. https://doi.org/10.1080/02642069.2010.531267 

 
Choi, S., Mattila, A. S., & Bolton, L. E. (2021). To Err Is Human(-oid): How Do Consumers React to Robot Service 

Failure and Recovery? In Journal of Service Research (Vol. 24, Issue 3, pp. 354–371). 
https://doi.org/10.1177/1094670520978798 

 
Colby, C. L., & Parasuraman, A. (2016). Service Robotics: How Ready Are Consumers to Adopt and What Drives 

Acceptance?, 25, June 24. 
 
Grégoire, Y., Ghadami, F., Laporte, S., Sénécal, S., & Larocque, D. (2018). How can firms stop customer revenge. 

The Effects of Direct and Indirect Revenge on Post-Complaint Responses, 46(6), 1052–1071. 
 
Hofstede, G. (2001). Culture’s Consequences: Comparing Values, Behaviors, Institutions, and Organizations Across 

Nations. Culture’s Consequences: Comparing Values, Behaviors, Institutions, and Organizations Across 
Nations. https://digitalcommons.usu.edu/unf_research/53 

 
Holloway, B. B., Wang, S., & Parish, J. T. (2005). The role of cumulative online purchasing experience in service 

recovery management. Journal of Interactive Marketing, 19(3), 54–66. https://doi.org/10.1002/dir.20043 
 
Honig, S., & Oron-Gilad, T. (2018). Understanding and resolving failures in human-robot interaction: Literature 

review and model development. Frontiers in Psychology, 9(JUN), 861. 
https://doi.org/10.3389/fpsyg.2018.00861 

 
Huang, B., & Philp, M. (2021). When AI-based services fail: examining the effect of the self-AI connection on 

willingness to share negative word-of-mouth after service failures. Service Industries Journal, 41(13–14), 
877–899. https://doi.org/10.1080/02642069.2020.1748014 

 
Huang, J. H., & Chang, C. C. (2008). The role of personality traits in online consumer complaint behavior and service 

recovery expectation. Social Behavior and Personality, 36(9), 1223–1232. 
https://doi.org/10.2224/sbp.2008.36.9.1223 

 
Huang, M. H., & Rust, R. T. (2018). Artificial Intelligence in Service. Journal of Service Research, 21(2), 155–172. 

https://doi.org/10.1177/1094670517752459 
 
Jiang, Y., & Wen, J. (2020). Effects of COVID-19 on hotel marketing and management: a perspective article. 

International Journal of Contemporary Hospitality Management, 32(8), 2563–2573. 
https://doi.org/10.1108/IJCHM-03-2020-0237 



41 

 
Kelley, S. W., Hoffman, K. D., & Davis, M. A. (1993). A typology of retail failures and recoveries. Journal of 

Retailing, 69(4), 429–452. https://doi.org/10.1016/0022-4359(93)90016-C 
 
Kim, Y., Park, K., & Stacey Lee, S. (2019). The underdog trap: The moderating role of transgression type in forgiving 

underdog brands. Psychology and Marketing, 36(1), 28–40. https://doi.org/10.1002/mar.21155 
 
Kovačić, Z. J. (2005). The impact of national culture on worldwide eGovernment readiness. Informing Science, 8, 

143–158. https://doi.org/10.28945/492 
 
Lee, J. (2018). Can a Rude Waiter Make Your Food Less Tasty? Social Class Differences in Thinking Style and 

Carryover in Consumer Judgments. Journal of Consumer Psychology, 28(3), 450–465. 
https://doi.org/10.1002/jcpy.1020 

 
Leo, X., & Huh, Y. E. (2020). Who gets the blame for service failures? Attribution of responsibility toward robot 

versus human service providers and service firms. In Computers in Human Behavior (Vol. 113). 
https://doi.org/10.1016/j.chb.2020.106520 

 
Litvin, S. W., Goldsmith, R. E., & Pan, B. (2008). Electronic word-of-mouth in hospitality and tourism management. 

Tourism Management, 29(3), 458–468. https://doi.org/10.1016/j.tourman.2007.05.011 
 
Lockwood, P., Marshall, T. C., & Sadler, P. (2005). Promoting success or preventing failure: Cultural differences in 

motivation by positive and negative role models. Personality and Social Psychology Bulletin, 31(3), 379–
392. https://doi.org/10.1177/0146167204271598 

 
Lu, L., Zhang, P., & Zhang, T. (Christina). (2021). Leveraging “human-likeness” of robotic service at restaurants. 

International Journal of Hospitality Management, 94(10282), 3. https://doi.org/10.1016/j.ijhm.2020.102823 
 
MacDorman, K. (2006). Subjective ratings of robot video clips for human likeness, familiarity, and eeriness: An 

exploration of the uncanny valley. ICCS/CogSci-2006 Long Symposium: Toward …, 2006(January 2006), 
26–29. http://www.coli.uni-saarland.de/courses/agentinteraction/contents/papers/MacDorman06short.pdf 

 
Marinova, D., de Ruyter, K., Huang, M. H., Meuter, M. L., & Challagalla, G. (2017). Getting smart: Learning from 

technology-empowered frontline interactions. Journal of Service Research. 20(1), 29–42. 
 
Mattila, A. S., & Cranage, D. (2005). The impact of choice on fairness in the context of service recovery. Journal of 

Services Marketing, 19(5), 271–279. https://doi.org/10.1108/08876040510609899 
 
Mende, M., Scott, M. L., van Doorn, J., Grewal, D., & Shanks, I. (2019). Service Robots Rising: How Humanoid 

Robots Influence Service Experiences and Elicit Compensatory Consumer Responses. Journal of Marketing 

Research, 56(4), 535–556. https://doi.org/10.1177/0022243718822827 
 
Reis, J., Melão, N., Salvadorinho, J., Soares, B., & Rosete, A. (2020). Service robots in the hospitality industry: The 

case of Henn-na hotel, Japan. Technology in Society, 63, 101423. 
https://doi.org/10.1016/J.TECHSOC.2020.101423 

 
Smith, A. K., Bolton, R. N., & Wagner, J. (1999). A Model of Customer Satisfaction with Service Encounters 

Involving Failure and Recovery. Journal of Marketing Research, 36(3), 356–372. 
https://doi.org/10.1177/002224379903600305 

 
Srite, M., & Karahanna, E. (2006). The role of espoused national cultural values in technology acceptance. MIS 

Quarterly: Management Information Systems, 30(3), 679–704. https://doi.org/10.2307/25148745 
 
Triandis, H. C., & Gelfand, M. J. (1998). Converging Measurement of Horizontal and Vertical Individualism and 

Collectivism. Journal of Personality and Social Psychology, 74(1), 118–128. https://doi.org/10.1037/0022-
3514.74.1.118 



42 

 
Walters, M. L., Dag, · , Syrdal, S., Dautenhahn, K., René Te Boekhorst, · , Kheng, · , Koay, L., Walters, M. L., Syrdal, 

D. S., Dautenhahn, ·  K, Te Boekhorst, ·  R, Koay, ·  K L, Dautenhahn, K., & Koay, K. L. (2007). Avoiding 
the uncanny valley: robot appearance, personality and consistency of behavior in an attention-seeking home 
scenario for a robot companion. Autonomous Robots, 2007 24:2, 24(2), 159–178. 
https://doi.org/10.1007/S10514-007-9058-3 

 
Wetzer, I. M., Zeelenberg, M., & Pieters, R. (2007). “Never eat in that restaurant, I did!”: Exploring why people 

engage in negative word-of-mouth communication. Psychology and Marketing, 24(8), 661–680. 
https://doi.org/10.1002/mar.20178 

 
Wirtz, J., Patterson, P. G., Kunz, W. H., Gruber, T., Lu, V. N., Paluch, S., & Martins, A. (2018). Brave new world: 

service robots in the frontline. Journal of Service Management, 29(5), 907–931. 
https://doi.org/10.1108/JOSM-04-2018-0119/FULL/PDF 

 
Zhang, T., Kaber, D. B., Biwen, · , Manida, Z. · , Prithima Mosaly, S. · , Hodge, L., Zhang, T., Kaber, D. B., Zhu, ·  B, 

Swangnetr, ·  M, Hodge, ·  L, Fitts, E. P., & Mosaly, P. (2010). Service robot feature design effects on user 
perceptions and emotional responses. Intel Serv Robotics, 3(2), 73–88. https://doi.org/10.1007/s11370-010-
0060-9 

_____________________________________________________________________________________________ 
 

For further information contact: 
Jaehoon Lee 

Assistant professor, Department of Marketing and Logistics 
Florida International University, Miami, Florida 

Modesto A. Maidique Campus 
11200 S.W. 8th St, RB 347A 

Miami, FL 33199 
(305) 348-3314 
jaehlee@fiu.edu 

 

 

  



43 

PONDERING THE ETHICS OF AI: A FACULTY 

DISCUSSION 
 

Paul Lane, Grand Valley State University 

Ryan Lafferty, Grand Valley State University 

Evan Jackson, Grand Valley State University 

Carson Lafferty, Aquinas College 

 
 

POSITION PAPER 

 
 Three significant ethical challenges for AI in the context of university professors:  

1. AI systems can perpetuate biases present in the data they are trained on. 

2. Professors using AI must be mindful of privacy and data protection implications.  

3. Implementing AI in education raises questions about accountability and responsibility.  

University professors should be mindful of ethical challenges with AI and ensure that the benefits are balanced with 
ethical considerations and the well-being of students. 
 
 As the authors prepared their syllabus for the fall of 2023 they realized the inherent problems AI presented. The 
first problem was the university changing its software, and the second was the impact of AI. A few students showed 
us how simple it was to do existing assignments using AI-generated responses. Working in an open office, our 
colleagues were fascinated with our work with AI, which led to us being asked to lead workshops on AI. Workshop 
Two regarding ethics is discussed here. 
 
 AI is growing rapidly, particularly on university campuses. While it is challenging to provide precise growth 
rates, the adoption of AI technologies has seen significant acceleration. Some factors contributing to the rapid growth 
of AI include: 

1. The digitalization of various processes and the proliferation of devices have generated vast amounts of 
data. This data serves as fuel for training AI models and enables organizations to leverage AI capabilities 
to extract valuable insights.  

2. The exponential growth in computing power, aided by technologies like GPUs and specialized AI chips, 
has enabled more complex AI algorithms and models. This has facilitated the training and deployment 
of AI systems at scale. 

3.  The diversification of AI has resulted in increased adoption as organizations recognize the potential 
benefits and competitive advantages AI can offer. 

4. Governments, corporations, and academic institutions have significantly increased their investment in 
AI research and development. Funding for AI startups and research initiatives has surged, leading to 
breakthroughs and advancements that further drive the growth of AI technology. 

5. The AI ecosystem has flourished. It provides accessible tools and resources for developers and 
organizations to leverage AI more easily, accelerating its adoption across various sectors. [2] 

 
 The growth of AI brings opportunities and challenges. Ethical considerations, privacy concerns, and ensuring 
responsible AI deployment are crucial aspects that need to be addressed as AI continues to evolve and become more 
pervasive in society. 
 
 The idea of exploring AI in terms of academic courses quickly turned into faculty learning groups. Here, we will 
report on the ethics discussions and the framework used in the virtual discussion. The challenge is that with each day 
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the power is greater and students and colleagues can do more with AI.  How does increased AI usage fit with course 
objectives, writing requirements, etc.? AI is here to stay. In fact, we will all use it as we have to demonstrate in two 
large chunks of this position paper. 
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 Social media has become progressively prominent as a learning resource in higher education, and the COVID-19 
global pandemic intensified its usage. Learning resources within each modality (face-to-face, online, hyflex) have 
been transformed. As such, research has examined the impact of using social media to enhance teaching and learning 
in universities, motivating and supporting students and developing community connection (Papademetriou, 
Anastasiadou, Konteos, & Papalexandris, 2022). While social media provides unique opportunities, choosing how or 
whether to utilize each platform may prove daunting. This position paper provides a learning resource for engaging 
students via YouTube, and more specifically via MrBeast.  
 
 According to a 2022 study of Gen Zers between the ages of 13 and 25, YouTube stands out as the most used 
platform, with 88% using the platform (Briggs, 2022). Coming in second was Instagram (76%) and third was TikTok 
(68%). In another study, the highest usage of social media platforms was also YouTube, with 100% of teachers using 
the platform and 95% of students (Papademetriou et al., 2022). Additional research has examined YouTube users’ 
behavior intention, postulating it is associated with an individual’s perception of the platform’s usefulness and content 
richness (Liu & Luo, 2022). Mere usage of the platform is not enough, educators need to ensure the usefulness of the 
platform as a learning resource to the discipline.  
 
 Jimmy Donaldson, better known as MrBeast, is a Youtuber, businessman and philanthropist considered the most 
subscribed YouTube Channel whose owner is an individual (Leskin, 2019). He is also credited with pioneering a genre 
of videos that center on expensive stunts. With more than 150 million subscribers as of this writing and over 25 billion 
views, MrBeast’s YouTube videos offer a unique opportunity for creatively teaching marketing tactics to a new 
generation of students.  
 
 While the vastness of subscribers alone doesn’t demonstrate MrBeast’s usefulness to the discipline, this paper 
explores strategies for utilizing MrBeast as a learning resource. These strategies can be employed in any teaching 
modality. The potential advantages and disadvantages are also explored.  
 
 Hubspot’s CMO, Kipp Bodnar believes MrBeast has found the ability to align creativity with process (2023). In 
addition, Bodnar credits MrBeast with a number of advantageous tactics. These tactics include:  

 the ability to apply quick and tight feedback loops,  
 creating powerful “hooks”,  
 delivering on the hook immediately,  
 leveraging pop culture, and  
 building multi-language content (localized strategy) for scalability 

 
 Additionally, MrBeast has recreated the popular Netflix series Squid Game and educators have used this video as 
a tool for teaching economic theory such as explicit/implicit cost, accounting profit, economic profit and production 
(Geerling, Mateer, & Wooten, 2023).  This same video may also be used as a discussion tool regarding factors of 
production.  
 
 The ease of the internet and availability of MrBeast’s videos may create the opportunity for collaborative learning 
by driving communication and collaboration with peers/faculty. In addition, his videos create an opportunity for 
inspiration and creativity. However, as with any learning tool, there are challenges. MrBeast may not be favored by 
all learners, and therefore using his videos may encourage disengagement from some students.  
 
 Future writings may expand on detailed lessons plans specifically for marketing educators. In addition, further 
research will aim to measure student perceptions on the effectiveness of utilizing MrBeast as an engaging resource 
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within a course. Research questions may include: How do students respond to using clips from MrBeast to aid in 
teaching marketing concepts? What are advantages and drawbacks to this strategy? Do students appreciate utilizing 
clips from an influencer when learning marketing strategies? 
 
 Undeniably, the future of marketing education is changing. One thing that hasn’t changed is the importance of 
connecting with students. To potentially spark the interest of students, specifically Gen Z students, educators may 
integrate MrBeast’s content into course discussions and assignments.   
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It is certain that higher education has moved completely into the digital age. Indeed, during the global pandemic, many 
institutions were saved by technology, allowing remote learning and digital platforms to substitute for classrooms and 
campus spaces. One drawback to our reliance on technology, however, is the danger of digital threats. Cybercriminals 
are well aware of our institutional dependence on data and can use that to exploit organizations for profit. This is 
possible using “malware”. Malware refers to malicious software attackers use to infect an organization’s (or 
individual’s) network. One form of malware is “ransomware,” in which the attacker locks and encrypts the victim’s 
data, deletes it and any accessible backups, then demands a payment to unlock and decrypt the stolen data (US 
Cybersecurity and Infrastructure Security Agency, 2023). Cybercriminals often request payment in Bitcoin or other 
untraceable currency, hampering law enforcement ability to trace or discover the culprit. (Brewer 2016). 
 
While hospitals and banks have been popular targets, higher education institutions continue to see these attacks 
perpetrated with regularity (Chapman 2019, Schell et al. 2019).  Alarmingly, nearly three-quarters (74 percent) of 
ransomware attacks on higher ed institutions succeeded. Hackers’ efforts in other sectors were not as fruitful, including 
in business, health care, and financial services, where respectively 68 percent, 61 percent and 57 percent of attacks 
succeeded. For this reason, cybercriminals may view colleges and universities as soft targets for ransomware attacks, 
given their above-average success rate in accessing and ransoming institutional data (D’Agostino 2020).  This can be 
attributed to several factors, including commitment to academic freedom and relatively open access to networks by 
key stakeholders like faculty, staff, and students (Schell et al. 2019).  This presents a vulnerability that makes cyber-
attacks and data breaches possible, not only resulting in lost data but in some cases to lawsuits against the institution 
when personal data, intellectual property etc. has been stolen. 
 
The results can be devastating. In January 2017, Los Angeles Community College paid almost $300,000 to an 
unidentified cybercriminal to recover from a campus-wide ransomware attack (Blake 2017). In 2020 the University 
of California paid $1.14 million in response to a ransom attack to obtain decryption (Tidy 2020). Further, insurance 
is not the bulwark against the attack that it would be in instances of unexpected physical catastrophe. In 2020, 84 
percent of higher education institutions had cyber insurance, but only 64 percent had a policy that covered ransomware 
attacks, according to the Sophos survey (Adam 2022). 
 
To get a better snapshot of what was happening recently in our industry, content analysis was conducted with publicly 
documented cases of ransomware attacks higher education. Each case was examined to determine the type of 
institution, if the ransom was paid, or if the institution was able to recover in another manner. Where the ransom was 
paid, the cost to the institution to recover and restore systems is included when available. Using this method, 53 
schools were identified as ransomware targets since 2019. From that list, 52% were community colleges, and 64% 
overall were public schools. The average ransom requested was nearly $2 million, while the average amount actually 
paid was closer to $420,000. With regards to recovery, the average cost of recovery was nearly $720,000. At a time 
when enrollments are declining and public funding can be difficult to obtain, these are significant unanticipated costs. 
 
There are limitations to using news and public sources of information. Private schools may be less inclined or obligated 
to report these breaches, and in this data set the vast majority (87%) did not report whether they paid the ransom. 
Surely this is both for public perception and also to prevent being seen as an obliging victim for future attacks. Despite 
these shortcomings, this data should nonetheless sound a warning to all administrators. If there are over fifty cases in 
the past 4 years that we know of, one can easily project a higher number of cases at private institutions that did not 
reach public attention, particularly given trends from earlier research (see Chapman 2019, D’Agostino 2020, Schell 
et al. 2019). 
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Administrators can and should be proactive to prevent such an attack from damaging their institution. They cannot do 
it alone, and will need support from their IT department as the primary stakeholder. Recommended practices include 
regular pruning of unused accounts to reduce access points, as well as an investment in training for faculty and staff. 
The easiest and most direct path for hackers is to utilize someone’s existing credentials to gain entry. Two-factor 
authentication, like a token or one-time code, is a must for anyone with administrative access. Keeping backups off-
network is an additional solution which can reduce the damage should a breach occur. As Benjamin Franklin famously 
advised, “An ounce of prevention is worth a pound of cure.” 
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The purpose of this paper is to contribute to a better understanding of unconscious learning and its impact on moral 
capability building in business education. Our major motivation lies not only in the ongoing discussion about moral 
in business dealings, but also in a recent call for business schools to pursue ethical actions (Jaganjac et al., 2023). 
Moral capability can be described as an internal moral compass of an individual and personal competence to 
comprehend and consider the variation across individual moral compasses (within the collective) (Bowden & Green, 
2019). We specifically focus on students’ unconscious learning processes in the moral development in a postgraduate 
business programme. Unconscious learning means students learn without being aware of the changes in their 
knowledge skills, attitudes or learning ability stemming from the activities or processes they engage with (Núñez 
Partido, 2012). In this study, students are expected to learn unconsciously moral capability through a series of activities 
they undertake in two postgraduate international marketing courses. The activities are designed so that the students 
can be exposed to practitioners’ hands-on experiences in not-for-profit sectors to impact their knowledge, perceptions, 
attitudes, and ultimate learning ability of a more holistic business environment, of which they may not have been 
aware previously (Núñez Partido, 2012). To this end, we examine the students’ self-reflective reports by a 
computerised text mining approach.  
 
Kohlberg’s moral development theory suggests that students could develop moral reasoning capability through their 
college experience (Heyman & Lee, 2012). On this basis, Hanson et al. (2017) further proposed student moral 
development theory, according to which universities influence the students’ moral development through institutional 
moral reinforcement of the student moral code. Such reinforcement can be environmental (i.e., the university as an 
ambiguous atmosphere as a whole), structural (i.e., rituals, rules, and routine activities helping students learn moral 
lessons), or interventional (i.e., direct, specific, and non-routine programmed activities to alter student behaviour or 
understanding). This study adopts the interventional approach, but the learning processes are hidden for students as 
they are organised and planned by educators. Two reasons though speak in favour of more learning awareness on the 
side of students: first reaching better learning outcomes, and second being able to find better learning partners. A 
popular way of unearthing one’s learning processes is reflection, especially when related to specific activities or tasks 
(Dornboos, 2006). 
 
As many learning processes remain unconscious (Eraut, 2000) it is vital to help students become more aware of what 
they had learnt. In this study, students are first asked to attend a series of extra-curricular sessions where practitioners 
from non-governmental organisations (NGOs) are invited as guest speakers. Then, students are asked to prepare the 
first self-reflective reports as individual assignments. Next, students are asked to conduct an interview with selected 
NGOs in groups. The interview results are presented in class. Then, students are asked to write the second self-
reflective reports as individual assignments. The self-reflective reports are examined using a natural language 
processing analysis tool, namely, the Linguistic Inquiry and Word Count (LIWC) software (Pennebaker & Francis, 
1996). In so doing, we attempt to compare the two sets of self-reflective reports and identify possible perceptual and/or 
attitudinal differences towards NGOs before and after the interviews. We expect the results to help us better understand 
the impact of in-class activities on students’ unconscious learning outcomes such as moral capability. On the one hand, 
there might be some cumulative effects, i.e., the frequency of involvement in certain in-class activities. On the other 
hand, the directedness of activity exposure (e.g., attending a guest lecture or a panel discussion in a class plenum vs. 
directly interacting with an organisation as interviewer) may impact the learning outcomes. We are interested both in 
learning outcomes related to a postgraduate international marketing programme as well as broader implications related 
to the transferability of the pedagogic approaches to other disciplines.  
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The study’s main limitation is related to its self-reported character involving learning outcomes from self-reflective 
reports. We may not be able to completely deny a potential influence of social desirability bias. Also, the number of 
NGOs collaborating in this project is limited, which may affect the generalisability of the results. Finally, the study is 
conducted in only two of the four mandatory courses offered within the postgraduate business programme under 
discussion. 
 
Making unconscious learning processes more visible to learners as well as extending the student moral development 
theory to postgraduate and cross-sectoral settings is the main research implication. Unpacking unconscious learning 
occurrence in the classroom has further important practical implications on module design and delivery in higher 
education. In broader terms, it also has impact on training design and delivery in work-related contexts. 
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Having a marketing education grounded in ethics and social responsibility prepares the college graduate for success 
in alignment with the American Marketing Association’s statement of ethics: “…We recognize that the marketing 
community not only serves organizations but also acts as a steward of society in creating and facilitating the 
transactions and experiences that drive the greater economy. In this role, all stakeholders of the community are 
expected to embrace the highest ethical norms and values implied by our responsibility to society” (n.d.). With ethics 
and social responsibility being an integral part of marketing, how should marketing professors incorporate the study 
and application of ethics and social responsibility into the curriculum to best serve the student, employers, and society?  
 
Instilling the significance of ethics and social responsibility in the marketing student is  important as organizations 
and society depend on it. “Business is creation and exchange with the purpose of generating benefit…the creation of 

value” (Otteson, 2019, p. 17). The purpose of business and marketing  should be a focus on “the human person, our 
(creative) work, and the value created for customers” (Widmer, 2022, p. 59). Otteson (2019) refers to this “value-
creating business activity [as] ‘honorable business’…that conduces to a just and humane society” (p. 17) through its 
contribution to a market economy that functions properly through cooperative (voluntary) exchanges that are mutually 
beneficial, generate prosperity, and result in a win-win or positive-sum outcome (Otteson, 2019, 2021; Widmer, 2022). 
Each businessperson, and therefore each marketer, should focus on positive-sum and mutually beneficial transactions 
that are voluntary between both parties. With this ethical and socially responsible approach to business, profits are 
earned through the creation of value for others at the same time the business is creating value for itself (Otteson, 2019). 
Additionally, marketers need to weigh the opportunity cost of dedicating their time and talent toward a particular 
outcome compared to alternative outcomes (Otteson, 2021), and evaluate whether they are making the best use of their 
limited time and resources. 
 
One may challenge this approach as focusing on values or morals, which may vary by individual or organization. 
However, the significance of this approach is based on cooperation between two or more parties in voluntary 
exchanges for mutual benefit. The alternative is extraction in which one benefits at the expense of the other with a net 
zero sum or negative sum (Otteson, 2021). In order for one to win, other(s) must lose. Extraction undermines the 
premise “that the goal of work, business, and therefore the economy is human excellence and flourishing—creating 
goods that are truly good and providing services that truly serve” (Widmer, 2022, pp 127-128). Sandelands (2015) 
further argues that self-interest and profit are good but are not sufficient to be the main purpose for business. 
Furthermore, cooperation is necessary and occurs within the community, which is a work in progress (Schlag & Melé, 
2020). By successfully meeting the needs of others and serving them well, organizations are rewarded with 
profitability and return on investment (Widmer, 2022). The student should be encouraged to add his or her value to 
the needs of stakeholders within the community (Sandelands, 2015). 
 
Given the importance of ethics and social responsibility, the marketing curriculum should focus on and reinforce the 
“why” of pursuing a marketing education, and for the student to prepare for the pursuit of excellence in marketing 
(Widmer, 2022) in addition to the “how” of technical preparation. Ethics and social responsibility can be taught as a 
part of a principles course and/or a capstone course, as a standalone ethics course, or be incorporated into every 
marketing course in the curriculum. With ethics and social responsibility being integral to all marketing decisions and 
activities, the student should benefit more in “finding their ‘why’” (Widmer, 2022, p. 164) from regular consideration 
of ethics and social responsibility in learning about marketing concepts and applying them in discussions and 
assignments. 
 
Future research should be conducted with undergraduate and graduate students in taking marketing classes with ethics 
and social responsibility as a part of one to two courses, a standalone course, and incorporated into all marketing 
classes. These studies can be pre- and post-course or pre- and post-program to further evaluate the effectiveness of 
alternative approaches. 
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 Ethical and socially responsible practices have long been important goals for businesses and nonprofits to enhance 
everyone’s reputations and to build the trust of all parties they are working with. The field of marketing has often had 
an unfair stigma attached to its efforts when working with customers as being less ethical than other areas of business. 
It is almost always considered more unethical when compared with the organizations in the non-profit sector.  This 
position paper highlights the importance for presenting ethics and social responsibility topics in all marketing classes, 
and offering some suggestions for teaching ideas for ethics and social responsibility topics for students today.  As 
educators, we understand that students often look to their professors for best practices and guidance when they pursue 
career opportunities in business.  That is why we must emphasize the importance for our students to understand and 
appreciate why customers and all businesses in the supply chain place such a premium on ethical behavior.  It is 
necessity for every organization to be able to value and support a high level of integrity.  As marketing educators, it 
is important to present and discuss with our students, the various topics within marketing that too often appear to have 
an unfair perception of bias by being unethical.  As noted by Loe and Ferrell (2001), teaching marketing ethics has 
the understanding that personal ethics is a baseline requirement for good marketing ethics but having a high level of 
personal moral development cannot prevent ethical mistakes.  
 
 Ethical responsibilities need to be highlighted in every marketing class mainly because the discipline of marketing 
ultimately links the customer with a respective business.  Students must be made aware of the feelings that currently 
exist about ethics and social responsibility issues within the business of marketing.  Wilkie and Moore (1999), for 
example, revealed concerns about marketing’s negative effect on cultural values and the harm that can occur by 
deceptive marketing practices.  Smith and VanDoren (1989) suggested that scenarios can be used to successfully 
integrate ethics into the marketing curricula.  Providing thought provoking situations for students to discuss allows 
for a robust classroom interaction.    I have used a number of classroom teaching methods to help reinforce a better 
understanding of the actual feelings of marketing ethics and social responsibility by students.   One successful practice 
is engaging the students in a Lincoln/Douglas debate.  I assign the debate topic and have teams of three students taking 
the positive side and three students taking the negative side of the debate topic. Teams must support their positions 
with data and prior research on the topic.  One successful; ethical topic that has been assigned as a debate where each 
team takes the opposite side is: “Businesses have the right to only open retail store locations in middle-class and upper-
class suburbs and avoid low-income areas” versus “Businesses should open retail store locations in all areas both 
middle and upper income as well as lower income locations.” Another successful teaching approach has been to form 
teams of two or three students to identify two ethical and socially responsible businesses and two unethical and socially 
irresponsible businesses.  The teams must present data to support their positions on each company.  I also have the 
class vote on each team presentation to decide which student team has most successfully defended their position.  
 
 Further research needs to investigate the particular areas in marketing that are viewed more often as being 
unethical and unfair. Will the research suggest that all areas of marketing are viewed to be similar?  For example, are 
sales practices perceived in a similar way such as advertising, pricing, and packaging?  It would be interesting to 
conduct further research with business students and particularly marketing majors, to see if there is a difference in 
their beliefs based on the specific year they are attending their university, such as the first year through the year of 
graduation. Also, another investigation can review whether Generation X, Generation Y, and Generation Z business 
students have similar views on ethics and social responsibility.  It is important for future research, to investigate the 
beliefs of both customers and business students to better understand what actions a company can take to create the 
positive feeling that it is acting in a socially responsible way. 
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The democratization of online technology has facilitated opportunities for higher education institutions to 
internationalize curricula. As a result, collaborative online international learning (COIL) programs have become 
increasingly popular in recent years. COIL “leverages technology to connect students, professors, and organizations 
in different countries online to work on projects and tackle local-to-global challenges collectively as part of their 
academic coursework” (Carroll et al., 2022). This paper focuses on students’ perceived learning outcomes (Alavi et 
al., 2002) of COIL. 
 
During the academic year 2022-2023, professors from South East Technological University (SETU) (Carlow, Ireland) 
and University Institute of Technology (IUT) (Angers, France) developed a COIL assignment for their courses in 
Business Psychology (year 1) and Marketing Strategy (year 2), respectively. The assignment built on a collaborative 
assessment previously initiated between SETU and SAMK (Finland) (Harris-Byrne & Wikman, 2020). The 
assignment called for interinstitutional teams to conduct a focus group analysis on French carpooling platform 
BlaBlaCar to determine if the service provider had the potential to enter the Irish market. This choice of service was 
a good fit for the assignment since both institutions are undertaking initiatives to implement ecological transition and 
achieve sustainable development goals. 
 
The assignment took place in Spring 2023. The students were integrated into one sole learning management system 
to submit the final report, and they received the same instructions for the assignment. The class size for Marketing 
Strategy was smaller than that for the Business Psychology class. As result, the professors paired the students 3 to 1, 
respectively. 
 
IUT students were required to submit a graded assessment at the end of the semester reflecting on the following 
questions in relation to the assignment:  What surprised me during this experience? What were my impressions of 
working in a multi-cultural team? What difficulties did I face during this experience? How has this project helped me 
to become a better future marketer? What is my overall takeaway from this experience?  
 
The preliminary findings reveal that being in an intercultural team provided them with the sensibility and awareness 
that would enable them to become better marketers. The experience forced them to adapt to new situations and to 
different worldviews. It was also a rare, enriching opportunity to work directly with students from another culture. 
The findings also reveal some shortcomings. “Communication” was frequently cited in the reports (40 times in total). 
Students perceived that the instructions were not communicated in the same way between the Irish and French 
students. They did not clearly understand that the final written assignment was designed to be a joint effort. Working 
long-distance with team members whom they had never physically met was also a source of frustration. Some students 
reported issues with the Irish accent as well as English not being their native language, leading to miscommunication. 
The perception and use of time was also cited as a challenge (cited 67 times). IUT students reported that the one-hour 
time difference between France and Ireland as well as the different class schedules made meetings difficult to set up. 
There were also reports of anxiety when teams started working on the assignment at the last minute. Finally, the make-
up of the teams was reported as an issue. The teams had to be readjusted twice throughout the semester due to student 
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withdrawals and lack of participation, leading to student frustration of adapting to new groups. The IUT students 
included four North American exchange students, who had no previous knowledge of French culture and of the French 
firm BlaBlaCar. As a result, the exchange students had to be paired with a French student to effectively participate in 
the exercise. Finally, the IUT students revealed the sentiment of inferiority because the ratio of Irish to French students 
was between two and three to one.  
 
This paper provides preliminary results for the perception of students from a French technological institute who 
participated in a COIL assignment with an Irish technological university. To conclude, the professors will implement 
the COIL assignment in upcoming academic year with updates to improve the perceived outcomes and experiences 
for the students. The instructions will need to be more precise to ensure they are properly understood. The assignment 
will be divided into shorter assignments with interval deadlines instead of one final deadline at the end of the semester. 
Finally, the number of Business Psychology students will be reduced to help balance out the teams. Future research 
will include collecting reflection data from SETU students to have a more complete cross-cultural comparison and 
conducting a more in-depth thematic textual analysis on the data collected from the IUT students. 
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Initial interactions between salespeople and customers can significantly impact sales performance (Evans et al., 2000). 
Humor has been identified as an effective adaptive selling strategy, but little research has investigated how gender 
affects its use in different social contexts during initial sales pitches. While humor can help build rapport and enhance 
customer relationships (Lussier et al., 2017), it can also be perceived as unprofessional. Furthermore, research has 
shown that the use of humor can be a double-edged sword, as it can enhance or detract from the salesperson's 
credibility and likability, depending on the context and audience (Guenzi et al., 2019). For example, humor may be 
more effective with younger customers, who are more likely to appreciate and respond positively to humor  
(Delpechitre et al., 2019). Other studies suggest that self-defeating humor is particularly effective in sales interactions, 
as it can lower the customer's guard and build rapport. Other types of humor, such as sarcasm or aggressive humor, 
may be less effective and could even backfire, causing the customer to feel uncomfortable or insulted. 
 
Gender stereotypes may influence how humor is perceived and how salespeople are evaluated in sales interactions, 
particularly in male-dominated industries. Women are often judged more harshly than men for using humor in sales 
interactions, and humor may be perceived differently in different social situations, depending on factors such as age, 
culture, and social norms (Bompar et al., 2018). Women who use humor in the workplace are often viewed as less 
competent and less professional than their male counterparts (Evans et al., 2019). This may be particularly true in 
male-dominated industries, where women are often expected to conform to traditional gender roles (Gibson & Swan, 
1982). Additionally, men and women tend to have different preferences regarding humor, with men preferring more 
aggressive or hostile forms of humor. In contrast, women may prefer more affiliative or self-defeating humor (Decker 
& Rotondo, 2001). Understanding these differences could be helpful for salespeople who want to use humor as an 
adaptive selling strategy when tailoring their approach to different types of customers. Adaptive selling refers to the 
ability of salespeople to adjust their approach and behaviors based on the needs and preferences of their customers 
(Spiro & Weitz, 1990). Humor can be used as an adaptive selling strategy during initial sales pitches to build rapport, 
overcome objections, and establish customer trust. However, the use of humor can also be risky and may backfire if 
it is perceived as inappropriate or unprofessional. 
 
This study aims to investigate how humor is used differently by male and female salespeople in various social contexts 
during initial sales pitches and how these differences impact customers' perceptions of product quality, customer trust, 
and sales effectiveness. The study will examine the impact of humor in various sales contexts, such as retail sales, 
B2B sales, or sales to different demographic groups during initial sales pitches. 
 
A mixed-methods approach will be employed to achieve the research objectives, including surveys and experiments. 
First, a survey will be conducted to gather data on salespeople’s adaptive selling behaviors, including their use of 
humor and success in closing sales, will also be collected. Second, a series of experiments will be conducted to 
examine the impact of gender and social context on the effectiveness of humor as an adaptive selling strategy. 
Participants (customers) from various industries will be asked to rate the effectiveness of a hypothetical sales pitch for 
a product/service. After watching the pitch, participants will complete a survey assessing their attitudes towards the 
salesperson, perceived quality of the product/service, level of trust in the salesperson, and the likelihood of purchasing 
the product/service. The survey data will be analyzed using a mixed-model ANOVA to test for the main effects and 
interactions of gender and humor on customer attitudes toward product quality, customer trust, and sales effectiveness. 
Structural Equation Modelling will be conducted to examine the impact of customer attitudes toward product quality, 
customer trust, and sales effectiveness on actual sales performance. 
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This study aims to provide insights into how humor can be used by salespeople to build rapport, establish trust, and 
increase sales effectiveness during initial sales interactions. It will examine the role of humor as an adaptive selling 
strategy, with a focus on how gender and social context influence its effectiveness. The findings will have implications 
for sales training and improving sales performance. Future research could explore the impact of cultural differences 
on the use of humor and investigate the long-term effects of humor on customer relationships and loyalty—shedding 
light on the effectiveness of humor as a long-term relationship-building strategy. 
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 In Nicaragua for the past three years the authors (Fahad, 2022, Prasad Acharya 2023, and Strategyze, 2020) have 
worked in the Creative Economy. In May, they were asked to develop a workshop to help strengthen the artisanal 
communities in Nicaragua’s most creative cities. The cities included: Bluefields, Estelí, Granada, Juigalpa, León, 
Managua, Matagalpa, Masaya, Nagarote, and San Juan del Oriente. 
 
 Each of the ten cities have many artisans that work with different types of materials, called rubros. Each city also 
has a Co-Creamos commission that works alongside these artisans. The commissions are made up of staff from the 
mayor’s office, the local offices of the Ministry of Family and Community, of the Economy, and other administrators. 
However, most of them have little or no experience with their respective artisanal communities. The authors developed 
a three-day workshop using 9 marketing models to lead the participants into thinking about what they could do for 
their communities, with the main objective of empowering them to help the artisans. From the authors’ experiences 
most artisans cannot leave their workshops to do other things in Nicaragua as they need to work every day to make 
enough money to feed themselves and their families. The workshop started with the PESTEL model and macro factors 
impacting sales of artisanal items. An example of economic impact has been the dramatic drop in international visitors, 
from two million in 2017 to 200,000 in 2022. 
 
 

 
(Fahad, 2022) 

 

 
(Formplus, 2020) 

 
 This opened the discussion of different customer segments. For example, Nicaraguans vs. international tourists. 
Due to the diminished tourist market, the Ansoff Matrix was introduced to help the participants think about new ways 
of generating sales in the creative sectors of their communities. The last part of day 1 was the SWOT analysis, which 
was an opportunity to think at all levels, Macro to Micro, about the artisanal communities that they are serving. At the 
end of day one, the Co-Creamos commissions had expanded their knowledge about the situational analysis part of 
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marketing. They were given tools to use to analyze theirs and their artisans’ current situation and how best to handle 
it. 
 
 Day two began with a wonderful crowd anxious to get started. A question was posed of how many artisans they 
had visited. The vast majority answered with none. Thus, a discussion on empathy in marketing. They must understand 
their customers, the artisans as well as their artisans’ customers. Next, they were introduced to a simple buying process 
model. 
 

Need>search>evaluation>purchase decision> 

 
(Acharya, 2023) 

 

 
  
 For most of the seventy participants the models, Maslow’s Hierarchy, and the Pain Gain model from Strategyzer 
(2020), seemed to be all new. In the last part of day 2, teams engaged in figuring out how they might allocate the 
responsibilities of the purchase funnel between themselves and the artisans in their community by coloring it. 
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(Strategzyer, 2020) 

 
 Finally, the problems of the general communication model of encoding and decoding were discussed as they 
related to communication between the commissions, artisans, and their clients. 
 
 There was a lot of excitement for the “new,” material. They will now have to think about how much time a poor 
artisan might have to learn these things. The trick is going to be to develop very short and powerful workshops in 
barrios, or neighborhoods, that artisans can attend and learn how to improve sales and or products.  
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 The adaptation of Artificial Intelligence (AI), such as the technology developed by OpenAI called ChatGPT 
(OpenAI, n.d.), is rapidly transforming the role and impact of higher education. Even before the advent of AI, 
humanity has long used automation in applications where it can save time, labor, money, or tangible resources; this 
has been the basis for most any innovation noted during the span of the First and Second Industrial Revolutions (1760 
– 1915) (Industrial history of European countries, n.d.). AI technology is expected to streamline research processes 
and rapidly accelerate data analysis with precision and accuracy (Abdous, 2023).  
The issue in higher education today is which tasks AI can perform on students’ behalf that still enable them to perform 
activities that build valuable and applicable research skills. Faculty will be challenged to learn new skills, particularly 
how to use AI to enhance student learning, while at the same time ensuring students build the disciplinary skills 
necessary for career success. The effects on learning, whether positive or negative, raise questions about AI’s potential 
to enrich teaching methodologies and student outcomes (Anderson, 2023). To fully leverage AI, educators must 
actively investigate the capabilities and risks associated with incorporating it into student learning (Roschelle, Lester, 
and Fusco, 2020). 
  
Integrating AI into marketing research courses could significantly enhance the learning experience and enable students 
to participate more actively in various phases of the marketing research process, from planning to research to 
implementation. While AI brings numerous benefits, the hands-on experience students gain through the execution of 
their marketing recommendations remains a crucial role that AI technology has yet to replace. This position paper 
explores how ChatGPT could be integrated into an upper-level client-based market research course to elevate 
experiential learning and increase value for the client partners.  
  
Community Garden Center Project: This client’s research objective was to increase community gardeners' sales and 
engagement. The project was initially designed to utilize observational research as the primary methodology, requiring 
student teams to observe the gardeners' practices and interactions within the community garden environment. The 
qualitative data collected would then be systematically analyzed to create recommendations for the client. To 
accelerate the data collection and analysis phases of the project, the most time-intensive tasks. ChatGPT could be used 
to simulate the experience of observing community gardeners. The technology could rapidly provide a comprehensive 
overview of the target audience’s demographics, psychographics, and recommendations to address the research 
objective. Using prompts to understand the target market, ChatGPT was able to provide a detailed analysis of 
consumer behavior and product preferences in great detail. Using additional prompts, ChatGPT developed a series of 
marketing personas and recommendations for the client to reach its target market. Furthermore, the output included a 
comprehensive marketing plan and customized social media strategy that would be remarkably challenging to replicate 
during the semester. 
  
Given the pace at which students could advance to the recommendations phase of the research process, there would 
be adequate time within the term to execute the proposed recommendations. This could include students working on 
the client’s digital marketing needs through website design, social media, user experience, marketing analytics, 
planning and measuring the success of community engagement activities, or any measurable outcomes. Students could 
have the opportunity to use analytical tools, including AI, to measure the effectiveness of their efforts. This approach 
is not without challenges. Students still need a thorough grounding in data collection and analysis skills. Thus, the 
curriculum should be structured to cover these critical aspects while integrating AI tools to enhance efficiency and 
focus on implementation.  Expertise among faculty is necessary to ensure that the data gathered through AI is relevant 
and accurate. It is essential to address these concerns proactively and with scrutiny. Existing AI tools, such as 
ChatGPT, have limitations, such as a lack of real-time data and the possibility of generating inaccurate information 
(OpenAI, n.d.).  
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In order to fully capitalize on the benefits of artificial intelligence, educators will need to reevaluate their teaching 
methods to effectively prepare students with the necessary knowledge and skills required for successful careers. Future 
research should investigate best practices for integrating AI into marketing research courses to optimize student 
learning while leveraging the capabilities of AI technology. Ultimately, students should become proficient in using 
AI and value the need to conduct in-depth research independently. By working together, faculty and students can 
tackle these issues and ensure the appropriate utilization of AI in marketing education.    
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The United States and numerous other countries face a significant shortage of qualified teachers, providing a growing 
worldwide problem and leaving many classroom vacancies unfilled (Craig et al., 2023; Ingersoll & Tran, 2023). 
Additionally, there is a concerning trend of a decreasing number of students enrolling in Educator Preparation 
Programs (EPPs) designed to prepare individuals for a career in teaching (Love & Love, 2023). 
 
There is a shortage of qualified teachers within the United States, but there also appears to be a global opportunity 
concerning the number of qualified teachers (Craig et al., 2023). Countries such as Australia, England, and Canada 
suggest difficulty recruiting qualified teachers. European nations echo the concern with a need to recruit tens of 
thousands of qualified educators. 
 
Professor Anthony Welch from the School of Education and Social Work seeks to understand if hiring teachers from 
overseas is genuinely a solution for Australia’s teacher shortage. Hiring from other countries is a tactic that several 
politicians in Australia currently recommend. However, Welch questions if this hiring tactic will solve the 
unprecedented teacher shortage faced by Australia. 
 
Research conducted by the National Association of Schoolmasters and Union of Women Teachers (NASUWT) in 
early 2022 suggests that 70 percent of teachers in England considered resigning. The number one reason for exiting 
their current position was pay. Additional research conducted in the UK indicates that nearly half the lead teachers or 
principals planned to leave their current jobs. The top reasons cited include heavy workloads, poor pay, and challenges 
finding staff to fill the vacant positions. 
 
Canada looks to bring retired teachers back to the classroom. The significant shortage of teachers in Canada is found 
in special needs, early childhood education, and higher secondary education. Canadians find that attrition is an issue 
in their system. Indeed, nearly 40 percent of teachers leave in the first five years of service in some Canadian provinces 
(Loewus, 2021). Canada is also recruiting internationally, providing points to those with foreign education credentials. 
 
When combining Germany, Hungary, Poland, Austria, and France, the need for qualified teachers exceeds 80,000. 
According to the United Nations Educational, Scientific and Cultural Organization (UNESCO), 2023, with many 
Ukrainian families migrating to Poland, this country expects nearly 400,000 additional students and a corresponding 
demand for qualified teachers. Of the nearly 27,200 new posts in France, 4,000 remain unfilled. As a possible solution 
to the shortage in France, President Emmanuel Macron is pledging an almost 10 percent salary increase (Macron 

Promises French Teachers More Money, Average pay hikes of 10%). 
 
Despite the national and global declines, Bellevue University’s Teacher Education program implemented a social 
media outreach program to help attract prospective students. Over the past two years, social media posts have resulted 
in more than 46,000 impressions and 7,800 points of engagement. 
 
As a result of social media outreach, which included the use of Instagram and Twitter, the program has experienced 
approximately 35% growth over the last two to three years. Additionally, the program substantially increased 
enrollment by 1,575% since 2017. 
 



65 

Social media efforts focused on creating editorial calendars to help create compelling content, utilized visual media 
such as images and video to have a more personalized feeling to conversations, researched hashtags, tagging, and 
meme opportunities to engage with the education community. 
 
The growth in awareness and enrollment in social media initiatives has led to a collaborative partnership between the 
Teacher’s Education and Marketing faculty. The college Dean proposed and approved a paid internship to allow 
Bellevue University students to become social media community managers exclusively for the Teacher’s Education 
program. 
 
This proposed internship aims to provide hands-on experience for students while simultaneously meeting the growing 
demands of managing the program’s online platforms with a fresh perspective. Interns would then be responsible for 
curating and creating engaging content, responding to comments, and fostering an active and engaged online 
community. Interns would be required to collaborate closely with faculty to ensure that the program’s social media 
strategies align with the goals and objectives of the program as well as with the brand guidelines of the university. 
 
Additionally, learnings from the external social media program have extended internally to the program curriculum. 
The use of social media platforms has translated into discussing the importance of social media, the benefits of social 
media, best practices for incorporating social media into the classroom, and featuring innovative approaches to teacher 
education. Social media analytics are pulled monthly to monitor and evaluate the strategy’s effectiveness. Social media 
skills have become core competencies and are transferable skills that can be used beyond the classroom as students 
become teachers for future generations. 
 
The involved faculty hope this internship program is successful and that additional internship opportunities around 
campus (e.g., additional programs, athletics) will be met with optimism. 
 
With the shortage of professional educators worldwide, we suggest executing this program in other colleges and 
universities to determine if the results might be replicated. Alternatively, the researchers might uncover supplementary 
ways to mitigate this ever-growing staffing opportunity by implementing this program or combining this approach 
with other options, such as salary increases or additional benefits. 
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The COVID-19 pandemic has expedited the use of technology in education, leading to the widespread use of learning 
management systems and video conferencing platforms. Despite their popularity, these platforms have limitations, 
such as reduced student attention and interface issues (Serhan, 2020). Metaverse classrooms, offering immersive 
online experiences and real-time synchronization of activities (Wang et al., 2022), have emerged as a solution. 
Previous research has mainly been descriptive but has explored user perceptions, drivers and motivations in metaverse-
based classrooms (Al-Kfairy et al., 2022; Kim et al., 2022). However, a comprehensive understanding of student 
engagement and their intention for using these platforms remains limited. 

Our study adopted a mixed-method research approach to evaluate metaverse classrooms' effectiveness in enhancing 
student engagement, enjoyment, and future usage intentions. Students from two selected courses were invited to 
partake in the metaverse classroom experience on the Gather Town platform. During the virtual classroom session, 
students were guided to participate in various activities through their avatars. Following the session, students 
completed a survey, which included open-ended questions to enable them to express their likes, dislikes, and reasons 
for their willingness or reluctance to engage in similar virtual classrooms in the future.  

A total of 42 students completed the survey. The average age of the participants was 22.32, consisting of 12 males, 29 
females, and 1 non-binary individual. In terms of familiarity with gaming interfaces, 47.6% of the respondents reported 
having limited to slight experience, while 35.7% indicated moderate familiarity. When it comes to technology 
adoption, 30.9% identified themselves as early adopters, while 50% expressed a neutral stance. The majority of 
students (61.9%) reported enjoying exploring new information technology, and a significant portion (70.7%) had 
engaged in avatar customization. Furthermore, the majority of participants expressed satisfaction with their 
academic/learning experience (83.3%) and social experience (85.4%) on Gather Town. Lastly, a high percentage of 
students (76.2%) expressed their desire to use the platform again in the future.  

Students' open-ended responses indicated that “interactivity” was one of the important features of virtual classrooms. 
The interactive nature of the platform allowed students to stay engaged and better socialize with their peers. Some 
students expressed their positive experiences, stating, “I would because it was interactive and fun. Gives a bit more 
personal feel” and “the engagement and community feeling it brings.” Additionally, students appreciated the ability 
to customize their avatars and enjoyed the movement and navigation aspect within the virtual classroom. One student 
mentioned, “Being able to personalize your avatar as well as see other people's avatars. I ability to move around in the 
classroom” and another said, “I liked having my own character and being able to interact with my surroundings. This 
made it easier to stay focused on my screen and involved.”  Students also appreciated other features of the virtual 
classroom, such as breakout rooms that facilitated private discussions, as well as the option to comment through chat 
or reaction buttons during presentations. They expressed their satisfaction, saying, “I like the private rooms where you 
can talk with just your group” and “I like that we could form our own groups instead of random break out rooms.” 
Furthermore, students reported enjoying the new style of learning with gaming elements, which enhanced their 
immersion. Some expressed their enthusiasm, stating, “New, and interesting! It’s almost like a game, but you're in 
class,” “I like that it was different way of virtual learning,” and “It’s a cool concept to modern learning.” 

However, students also mentioned some drawbacks associated with the remote setting. Technical issues such as the 
lack of mobile apps, audio interruptions, and connection errors were highlighted. Students mentioned: “My 
microphone for some reason wasn't working”, “My Wi-Fi was bad during the session and I kept lagging, so I wish 
that was better.” Learning to navigate the platform for the first time was also a challenge for some students, as they 
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had to figure out which classroom to go to and how to "take a seat" and join a group. Despite these challenges, students 
expressed a positive attitude towards future use of virtual classrooms. They recognized that while virtual classrooms 
may be less efficient than platforms like Zoom, they offered a more engaging environment for small group discussions 
and an interesting, interactive, and enjoyable learning experience. 

This study provides insights into students' experiences in virtual classrooms, highlighting their enjoyment and 
satisfaction in academic and social aspects. It emphasizes the potential for increased engagement and interactivity in 
metaverse classrooms, while acknowledging the importance of addressing technical issues. The insights gained from 
this study are valuable for designing and implementing metaverse classrooms, enabling educators and platform 
developers to create more engaging and effective virtual learning environments that cater to the diverse range of 
students. However, the study's limitations include a small sample size and focus on a specific platform. Future research 
should explore different platforms to enhance student engagement and learning. 
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Marketing educators have an opportunity to help students learn professional networking and career development skills. 
Two of these necessary proficiencies are establishing a network of career connections and communicating a 
professional image to those contacts prior to graduation (Peterson & Dover, 2014). These skills are transferable across 
disciplines and support a student’s knowledge and ability to enter the professional field (McCorkle & McCorkle, 
2012). If students experience positive outcomes from these activities, they can develop networking habits that would 
continue long after the end of a course. 
 
This study details outcomes from an assignment utilizing LinkedIn in an undergraduate course to teach professional 
networking skills at a small midwestern U.S. university. LinkedIn is the dominant “professional” social network site 
(SNS), with over 750 million users worldwide (Statista, 2022), and can be used to establish professional connections. 
However, students are less aware of LinkedIn and less likely to use it than the most popular “personal” SNSs; they 
believe it is only valuable after graduation and are unlikely to utilize the most beneficial features (Carmack & Heiss, 
2018). Previous studies have required students to use LinkedIn (McCorkle & McCorkle, 2012; Peterson & Dover, 
2014), but have not measured whether desired activities continued after an assignment was complete. 
 
The assessment detailed herein was first developed in a pilot study in 2021-22, requiring students in Introduction to 
Business course to actively use LinkedIn. Initial findings from that pilot were published (Brewer & McCarthy, 2023), 
and lessons learned were applied to make changes for the 2022-23 academic year. In this current study, the assessment 
was moved to Principles of Marketing course in order to focus on Business students. 
 
During the Fall 2022 semester, students enrolled in Principles of Marketing first completed a consent form and pre-
survey, and then learned from the university’s Career Services department about the benefits of professional 
networking and about using LinkedIn. The assignment required students to create a LinkedIn account, and to take 
actions that included completing the profile, obtaining at least 40 connections, posting two updates, joining  a group, 
and asking for a recommendation. After completion of the assignment, students submitted a post-survey regarding 
perceived value and future usage intentions, and a follow-up survey was distributed six months later.  
 
During this semester, 42 students were enrolled in Principles of Marketing. Of these, 31 students (73.8% of enrolled 
students) completed the consent form and pre-survey, and 29 (69.1% of enrolled students) completed the post-survey.  
Finally, 16 students (38.1% of enrolled students) completed a six-month follow-up survey. Results from pre- to post-
survey indicated increased use of LinkedIn, as expected. In the pre-survey, 19 students currently used LinkedIn, with 
13 of these (68.4%) using five or fewer features and nine (47.4%) having 26-500 connections. In the post-survey, 29 
students used LinkedIn, with 25 of the 29 (86.2%) using six or more features and 28 students (96.55%) having 26-500 
connections. These gains were maintained in the follow-up survey, where 16 students used LinkedIn, with 13 of the 
16 students (81.3%) using five or more features and all students (100.0%) having 26-500 connections. 
 
Similarly, increases in the frequency of LinkedIn use were maintained throughout. In the pre-survey, the majority of 
participants (68.4%) used LinkedIn once a week or less. In the post-survey, participants were asked about their 
intended future use of LinkedIn, with 22 of the 29 participants (75.9%) indicating they will use it more often or the 
same amount in the next year as compared to the intervention period, and 25 participants (86.21%) indicated they 
would use it the same amount or more after graduation, as compared to intervention period. In the follow-up survey, 
most participants (68.8%) reported using LinkedIn once a week or more. 



70 

The impact of the assessment on perceptions of LinkedIn was less clear from the pre-survey to the post-survey. Of the 
11 statements used to evaluate attitudes and behaviors, average scores for six statements remained the same and five 
statements showed a statistically significant increase. These increases were not maintained on the follow-up survey. 
From the pre-survey to the follow-up, average scores for eight of these statements remained the same and three 
statements had a statistically significant decrease. 
 
 In the pilot study, the intervention did increase participant use of LinkedIn, similar to current study’s findings. In 
comparison to current study, however, average scores in the pilot for statements evaluating attitudes and behaviors 
increased from pre- to the post-survey, and most increased from the pre-survey to the follow-up survey. Researchers 
hypothesize that the participant population may have influenced this difference. Introduction to Business course is a 
mix of Business and non-Business students while Principles of Marketing course is comprised mostly of Business 
students. Initial results may suggest that the intervention significantly impacted perceptions for non-Business students.  
 
Additional research is required to determine whether this type of assignment has a greater impact on behavior than on 
perceptions of professional networking, and on whether significant differences exist in how Business and non-
Business students respond to professional networking assessments. Data from future semesters will hopefully shed 
greater light on these critical issues.  
 
In both studies, students’ use of LinkedIn increased after the intervention and was maintained at least six months 
following that intervention. This upturn in networking activity is the most reliable indicator of the value of this 
assessment for other marketing educators. 
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Professors assigning application-oriented assignments in business, including service learning projects, often encounter 
student submissions that are too generic, non-specific, and at times contain sloppily rephrased copy/paste of some 
generalized marketing blogs rather than specific advice based on the analysis of specific situations. There are various 
causes that have contributed to these less-than-adequate submissions. For instance, many students enter colleges and 
universities lacking essential skills (Mondy et. al, 2020; Parkes et.al, 2015), such as critical thinking and reading skills. 
Additionally, students might not be familiar with business-plan-type writing as opposed to a literary essay, and they 
may not necessarily understand what a specific assignment should entail.  
 
ChatGPT has emerged as a tool that appears to allow students to improve their writing; however, it is at best a double-
edged sword as the platform seems to produce well-written yet generic responses. The easily obtainable and smooth 
textual answers from AI systems such as ChatGPT superficially make sense to such students, yet the emergence of 
ChatGPT and other similar AI has presented an issue for instructors across disciplines as the written content from AI 
does not seem to produce much as it relates to critical thinking. Therefore, a conversation is needed about what 
constitutes a good, rather than good-looking answer to our application assignments and a discussion on how to use 
ChatGPT in the classroom. 
 
This paper examines an assignment that was designed to teach students what a specific ChatGPT answer based on 
analysis should look like. The assignment included two submissions that were based on the same ChatGPT-generated 
text. The objective was to design an easy and compact exercise for a bridge MBA class. The assignment asks to 
evaluate three submissions for the following prompt: “The Anthropology Department of DSU needs to select a 
retirement gift for Dr. Besta Kollegin.”  
 
Two of the submissions (A1 and A2) are based on the same ChatGPT-generated text to the prompt “factors of choosing 
a retirement gift.” The A1 is one block of text. A2 is formatted nicely with sections and subsections, although not all 
section headers correspond to the text within. The text is completely and utterly generic and does not have one specific 
suggestion for what the department should buy for Dr. Kollegin. It also has some typos. 
 

Exhibit 1. An excerpt from A2 

Background Info: Choosing a gift for a colleague can be a challenging task, especially if you don't know them very 
well or if you work in a professional environment where certain gifts may be inappropriate. However, with some 
careful planning and research, you can find a gift that will show your appreciation and respect for your coworker 
without breaking any rules or boundaries. Here are some important factors to consider when choosing a gift for a 
colleague. 
Budget: Know your budget. Before you start shopping for a gift, set a realistic budget that you can afford and stick to 
it. You don't want to overspend and make your coworker feel uncomfortable or obligated to reciprocate. You also 
don't want to underspend and make your coworker feel unappreciated or insulted.  
The recipient’s tastes: Personalize the gift. A personalized gift shows that you put some thought and effort into 
choosing it and that you care about your coworker as an individual. You can personalize the gift by adding their name, 
initials, or monogram to it, or by choosing something that relates to their hobbies, interests, or personality. For 
example, you can give them a mug with their favorite quote, a book by their favorite author, or a subscription to their 
favorite magazine. 
 

Submission B has a very straightforward and direct, albeit brief, analysis of the particular situation and suggests very 
specific gifts within the budget, provides the text of the engraving and gives addresses and phone numbers for the 
stores to purchase the gift and the trophy from. 
 

Exhibit 2. An excerpt from B 
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Background Info: She is a very valuable member of the department, friend, and colleague. The department members 
are sad to see her go and will miss her. They want to buy something nice for her.  
Budget: Each member of the department contributes $20, *10= $200. 
General thoughts on the item: The department wants it to be something nice. Something that maybe she would look 
at and something her guests would see. Also, something to remind her of the Delta as she moves to a different state. 
“We want also to have a visible reminder of us.” The latter statement suggests some need for an engraving or similar 
signage. 
The recipient’s tastes: She likes elegant things and is somewhat eclectic. She likes having pretty things, including 
vases and suchlike. Among other things, she likes pottery. 
Suggested item and store: A McCarty’s vase or bowl. 
McCarty’s pottery is extremely popular in the Delta area and enjoys quite some prestige. Since Besta likes pottery, 
and the department wants to get something very Delta-related, this is the best choice. To accommodate the colleague’s 
desire to provide an extra reminder of the occasion, an engraved acrylic trophy should be added to make a visible 
statement from the colleagues. If the gift itself had a flat service to which a metal plate with engraving could be affixed, 
then a separate acrylic trophy would not be needed, but one cannot attach a plate to a bowl. 
 
 

 
The small Summer class produced 5 responses to this assignment. Unsurprisingly, students rated the two unacceptable 
answers lower but still quite high. Students on average rated A1 at 59% (less than a D but still surprisingly high), A2 
at 72% (a C), and B at 94%. Follow-up conversation is designed to move the evaluation of the A1 and A2 significantly 
down.  
 
The class is small, more follow-up will be done. This is not the only exercise in the class, but rather an easy first 
attempt to teach students what separates an appropriate set of plans from a generic set of ponderings, to communicate 
the standards of specificity, and a more business-like approach to writing. Future research involves fine-tuning the 
instruments, developing more applications using Chat GPT, and collaborating with other schools. The authors 
welcome any and all conversations of collaboration. 
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In recent years, the use of artificial intelligence (AI) and machine learning algorithms has become increasingly 
prevalent in various industries (OpenAI, 2023). It is essential that higher education evolve to incorporate these 
technologies and equip students with the necessary skills to succeed in the future job market (OpenAI, 2023). This 
paper explores how ChatGPT can be incorporated into marketing courses providing students with a hands-on, real-
world experience with AI, while preparing them for the future of marketing. 
 
The history of artificial intelligence can be traced back to the 1950s, when researchers first began exploring the concept 
of creating machines that could think and reason like humans (Russell, 2010). Since then, researchers developed 
various AI technologies, including rule-based systems, expert systems, and early machine learning algorithms 
(Russell, 2010). According to ChatGPT, AI has continued to evolve and advance, leading to the development of 
advanced AI technologies like ChatGPT (OpenAI, 2023).  
 
ChatGPT is a powerful language generation model developed by OpenAI. This technology can be used to generate 
human-like responses to questions and provide helpful insights into various topics. Today, ChatGPT is considered one 
of the most advanced language models available and is at the forefront of the AI revolution, changing the way we 
interact with technology and shaping the future of AI (García-Peñalvo, 2023). 
 
In higher education, ChatGPT can provide students with a unique and valuable educational experience (Zhai, 2022). 
By providing hands-on experience with cutting-edge technology, improved critical thinking skills, and real-world 
applications, students will be better prepared for their future careers, particularly in marketing which is in an ever-
changing industry. 
 
In the marketing industry, ChatGPT can be used to generate high-quality marketing content, analyze large amounts of 
data, develop sophisticated chatbots for websites and mobile apps, providing customers with an engaging and 
personalized experience, generate leads, analyze customer feedback and social media posts (Wertz, 2023). 
 
The author proposes to incorporate ChatGPT assignments into three marketing courses during the Spring 2023 
semester. The courses include Marketing Research, Not-for-Profit Marketing, and Marketing for eCommerce. In 
Marketing Research, ChatGPT could be used to conduct secondary research. In Not-for-Profit Marketing, students 
can utilize ChatGPT to explore previous efforts for their social marketing projects. ChatGPT can draft social media 
and blog headlines and posts for students in Marketing for eCommerce.  
 
While ChatGPT offers many potential benefits, it is important to carefully consider the concerns and drawbacks. One 
concern is the potential for plagiarism when using ChatGPT (Atlas, 2023). Educators are also concerned that the use 
of ChatGPT discourages students from developing critical thinking and problem-solving skills. 
 
Future research could include surveying educators who use ChatGPT in their classrooms and ask them about their 
experiences and insights. Researchers could also observe live demonstrations of ChatGPT in the classroom to see how 
the technology is being used in a real-world setting. Lastly, research could also be conducted with students who have 
used ChatGPT in their courses to assess student perceptions of the technology. 
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Stuart Tannock (2017) argued in favor of discarding the traditional hierarchical grade systems common to public 
higher education institutions, demanding in his title: “No Grades in Higher Education Now!” He is not alone. Others, 
including Joughlin et al (2017), believe that rank-ordering student achievement based on arbitrary markers such as A, 
B, C, D, E actually limits our students’ intellectual development and hampers them from becoming well-prepared 
critical thinkers and skilled problem solvers. Tannock (2017) asks that we adopt a new approach to grading with “the 
agenda of developing forms of assessment that will foster critical, self-motivating and independent thinkers” (p. 1352).  
 
My compromise is not total elimination of grades, but a grading system described by famed psychologist Carol Dweck 
(2014) as “A, B and Not Yet.”  The Net Yet grades are assigned to any student who fails to meet the standards of what 
a traditional A or B would represent as achievement in an academic pursuit. The Not Yet grade recipients are provided 
actionable feedback and then instructed to “do-over”– ostensibly until they earn an A or B. After all, extensive research 
(Sonner, 2000), on the topic of grade inflation has concluded that as many as 80% of 21st century university students 
now routinely earn course grades above a B-minus. So why do we cling to below average grade options when we 
instead of the option of positioning our students for intellectual growth?  
 
Elementary and secondary education teachers have embraced Dweck’s Not Yet because it is based on her position 
that educators should foster a growth mindset. A growth mindset is based on a belief that intellectual abilities can be 
developed, whereas the opposite is a mindset that intellect is fixed and unchangeable (Yeager, & Dweck, 2020). 
Dweck (2014) explains that she heard about the “A, B and Not Yet” based on a grade system adopted by a Chicago 
school district. Dweck concluded, “And I thought that was fantastic because if you get a failing grade you think. ‘I’m 
nothing, ‘I’m nowhere.” But if you get the grade Not Yet, then you understand that you are on a learning curve. It 
gives you a path into the future.” 
 
I regularly teach the senior capstone campaigns course in our Department of Integrated Strategic Communication. We 
are essentially an IMC (integrated marketing communication) program in a College of Communication rather than a 
business school. Based on our department’s extensive curriculum mapping completed in fall of 2022, this capstone 
course takes concepts students have already learned throughout their 4-year degree program and has them put these 
into practice through the development of an integrated marketing campaign. This detailed campaign is complete with 
objectives, strategies, tactics, budget, and metrics for evaluating ROI and communication goals. The assessment 
artifacts used when we measure our department’s progress toward achieving programmatic Student Learning 
Outcomes (SLOs) for this course is the combination of a detailed 24-page campaign plans book and a 20-minute pitch 
presentation. 
 
My 2023 summer section of capstone was on the second step of the campaign planning process – writing a well-
researched target audience profile – when I took the radical step of offering a Not Yet grade option to the one group 
out of seven that failed to earn an A or B on the assignment. Group Not Yet, like their peers who earned As and Bs, 
submitted an incredibly detailed audience profile that made many of the same recommendations others had supported 
with cited research. But, Group Not Yet’s work featured very few in-text citations and a bibliography with only four 
entries, none of which were cited properly. Group Not Yet failed to meet our programmatic expectation that seniors 
poised to graduate should know to back one’s position with expert research (and be able to utilize APA Style).  
 
It took a lot of my time, but I sent the student team an email on the Thursday afternoon before Memorial Day weekend 
– the same day the paper was originally submitted. I briefly explained the concept of Not Yet. I sent over 600 words 
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of actionable feedback, but not a marked, graded paper. I gave them until Tuesday at 7 a.m. to resubmit their audience 
profile. I figured the odds were 50-50 or less that this group would take me up on the Not Yet offer because it meant 
extra homework over a holiday weekend. I opened my email Tuesday morning before class and there it was: received 
at 6:37 a.m. Was the new version with citations perfect? No. It barely earned a B (the numeric score earned equaled 
80%, and I traditionally use a 90-80-70 grade scale). But, was it a better outcome based on SLO goals? Yes. This 
group did not fail as it would have with their first attempt. I offered them the opportunity to learn and grow, and they 
grabbed ahold. We all embraced a growth mindset together, despite the added workload. 
 
I do not agree with Tannock (2017) that we must completely do away with grades as markers of achievement in public 
higher education. But for now, I believe Not Yet provides students a path toward positive learning outcomes and, thus, 
results in better preparation for professional marketing roles after they complete a four-year degree. Readers of this 
position paper are probably already pulling together arguments to launch against me. Won’t Not Yet just make the 
grade inflation situation worse? No, not really. I chose to agree with Jephcote et al (2021) that grade improvement and 
grade inflation are not the same thing. I chose to allow my students a growth mindset, engaging them in problem 
solving and critical thinking that will likely result in an improved grade. This is not inflation. This is student 
achievement. When a growth mindset results in a higher grade that simply reflects the desired achievement of our 
programmatic SLO goals, then I believe everyone wins.  The Not Yet grading system is not on my current capstone 
syllabus, but it will be for Fall 2023. 
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 According to the World Travel & Tourism Council, prior to the pandemic, travel and tourism outpaced healthcare, 
IT, and financial services as the world’s fastest-growing industry (2022). In 2019, the travel and tourism industry 
created 1 in 4 jobs and 10.3% of the global GDP (Economic Impact Report, 2022). However, negative perceptions 
and stereotypes about developing countries, such as safety concerns, poverty, and lack of infrastructure, can deter 
potential tourists. Overcoming these negative perceptions and improving the country’s image in the global tourism 
market requires targeted marketing efforts and effective destination branding.      
 
 More than any other social media platform, Instagram has sparked a flurry of tourism driven by social media, 
particularly among millennials (Vrontis et al., 2021). A new generation of travelers can be energized and uniquely 
inspired by Instagram. The evolution of Instagram as a platform has made it a target-rich environment for influencers 
and brands. Influencers, with their large followings and carefully curated content, can shape consumer travelers’ 
perceptions of destinations and influence their travel decisions. In recent years, the platform has become a key tool 
for promoting travel destinations, and Instagram influencers have emerged as a powerful force in the industry. These 
individuals have built large followings by creating visually stunning content and engaging with their audiences. They 
can promote destinations to a wide audience and influence their followers' travel decisions. In a benchmark report 
according to Marketing Hub, “Influencer marketing expected to grow to be worth $21.1 billion in 2023” (Marketing 
Hub, 2023). Changes in travel markets and trends are evidence of this kind of marketing’s impact. Influencer 
marketing represents a multi-billion-dollar industry and can be very successful (Haenlein et al., 2020). There is no 
reason developing nations should not profit from the concept of working with social media influencers, seeing the 
success that many major brands have garnered (Vrontis et al., 2021).  With their unique cultures, natural landscapes, 
and historical sites, these countries have a lot to offer travelers. However, they often lack the resources to market 
themselves effectively to international audiences. Instagram influencers provide a solution to this problem by 
promoting these destinations (Johnson, 2018). 
  
 In many cases, influencers have been able to showcase the beauty and uniqueness of developing country 
destinations, increasing their visibility, and attracting more tourists (Leung et al., 2013). Working with Instagram 
influencers can bring a range of benefits to developing countries. Influencers can help promote destinations to a global 
audience, increase awareness of local cultures and traditions, and provide a fresh perceptive on destinations that may 
be overlooked by traditional marketing channels (Zeng et al., 2014). They can also help build relationships between 
local communities and tourists, creating opportunities. Social media has revolutionized the way people travel and 
explore the world (Ana & Istudor, 2019). Many influencers have chosen to focus on promoting exotic and remote 
destinations, which can significantly impact these locations. However, working with Instagram influencers also 
presents some challenges (Femenia-Serra et al., 2022). One of the main concerns is ensuring the influencers accurately 
represent the destination and its culture. There is also the risk of over-tourism which is when increased tourism leads 
to overcrowding and strains local resources, which can negatively impact the environment and local communities 
(Dodds & Butler, 2019; Skinner, 2021). Additionally, there is the risk of cultural appropriation, where tourists and 
influencers may appropriate local culture and traditions for their own benefit, without respecting the history and 
significance of these traditions. Exploitation is also a risk, where local communities may be exploited for the benefit 
of tourists and influencers, without receiving fair compensation (Hudders & Lou, 2022). And lastly, influencers can 
be expensive to work with, and it can be difficult to measure the return on investment.  
 
 This study will explore how the use of Instagram influencers affects the intention to travel to developing countries. 
For this study, developing countries are the 152 countries identified by WorldData.info. Participants will be screened 



78 

to ensure they meet the following criteria: (1) They have an Instagram account with at least 100 followers, (2) they 
are 18 years or older, and (3) they have previously engaged with a travel-related post/profile on Instagram.  
 
 The study will employ a 2x2 between-subjects design.  There will be two studies. Study 1: participants will be 
randomly assigned to groups. (1)  Travel Influencer group or (2) general influencer group. The posts will be identical 
in content except one group post will have the “sponsored” label. Participants will be instructed to view and engage 
with the post as they normally would. Participants will be asked to complete a survey immediately after viewing the 
post, assessing their attitudes towards the destination, perceived risk of travel, and intention to travel to the destination. 
For the survey, the questions will be on a 5-point Likert Scale.  Study 2: participants will be randomly assigned to 
groups. (1)  Travel Influencer group or (2) general influencer group. The posts will be identical in content except one 
group post will have content that has high engagement (# of likes, comments, and shares). Participants will be 
instructed to view and engage with the post as they normally would. Participants will be asked to complete a survey 
immediately after viewing the post, assessing their attitudes towards the destination, perceived risk of travel, and 
intention to travel to the destination. 
 
 Suggestions for future research in this area include investigating the extent to which Instagram influencers 
promote sustainable tourism practices in developing countries, investigating the types of partnerships, campaigns, or 
collaborations that yield the best results in terms of increased visitor numbers, positive destination image, and 
economic impacts, and examining the ethical considerations related to Instagram influencers promoting destination 
country tourism. 
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 Teaching online can be challenging and frustrating, just as teaching in a face-to-face environment can be.  In this 
same vein, teaching online can be as exciting and rewarding as teaching in person.  Both experiences are about our 
preparation, our commitment, and ultimately our students.  A part of putting your best foot forward in an online 
environment involves understanding the distinctions between teaching online and teaching on the ground and applying 
relevant frameworks, techniques, and strategies.  Following are specific techniques for engaging a large case study 
class, as well as practical methods of interacting with online students in general. 
 

The Three C’s: Teaching Large Case Study Classes Online: 
 

 Hayden Noel and Maria Rodas are experienced online educators teaching at Gies College of Business at the 
University of Illinois, Urbana-Champaign.  Based on their experiences, they developed a simple Framework for 
keeping large online case discussions on track.  They call their framework the 3Cs. 
  
 Communication. The framework focused on meaningful interaction through a communication style called 
interactive communication.  Interactive communication is based on creating an environment that is focused on a sense 
of familiarity and personalizing the student experience so that it naturally encourages open collaboration.  This is 
further enhanced with the use of smaller breakout groups that facilitate further personal interaction. 
 
 Connection. This is the process of promoting meaningful connection through scaled interactions on three levels 
– small, medium, and large approaches.  The small-scale opportunity for students to engage with each other occurs in 
the breakout rooms.  This is where students get to know each other personally. This is followed by a medium-scale 
opportunity.  A medium-scale opportunity occurs by splitting the large class into two sections.  This facilitates a larger 
more involved discussion that goes beyond the breakout groups.  The large-scale opportunity is created by bringing 
the whole class together again to summarize the case and discuss the highlights from both sections. 
 
 Congratulations.  It is important to acknowledge student achievements in the class, particularly in a large class 
where students can feel lost in the shuffle.   Students are incentivized and rewarded for their active class participation. 
"Incentivizing students can help encourage engagement, they explain, and using school store items as prizes can also 
help students feel included in the campus community—especially if their course load is entirely online and they live 
off campus (Noel & Rodas, 2023)."  Rewards range from acknowledgment in the online message board to school 
swag mailed to a student's home. 
 

General Tips for Leading and Managing Large Online Case Classes. 
 
 Four general tips include (1) Create a Welcoming Environment and Avoid Cold Calling, (2) Avoid the “Pick-
Me” Students, (3) Enlist Help, and (4) Find What Works Best for You.  The main challenge of online classes is also 
the main objective. “One of education’s key missions is to help students navigate their place in the world—to humble 
them by exposing them to other world views that exist outside of their familiar echo chamber. To do this, educators 
need to engage as many students in case discussions as possible… (Noel & Rodas, 2023).” 

 

Practical Lessons Learned from an ACUE Class 
 
 Sometimes “extensive” experience can weigh one down as we primarily rely on the strategies that have “always 
worked”.  With over twenty-five years of experience teaching online (both synchronously and asynchronously), this 
concern about being weighed down with experience led to enrollment in the Association of College and University 
Educators (ACUE) “Effective Online Teaching Practices” class.  The class is based on the latest research in online 
education.  The following are four seemingly obvious, yet effective techniques employed.  
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 Use the technology.  There are so many great applications, software, websites, and other technologies that easily 
lend themselves to the virtual classroom experience.  It can be a Kahoot to reinforce class concepts, a video response 
on FlipGrid to explain a student's point of view, Polling during class to assess opinions, or group collaboration through 
Dropbox or Microsoft Teams.  Technology can make students more efficient, productive, and effective, all while 
increasing engagement. It is built into most of the virtual technology and is easily at our disposal. 
  

 A welcome is more than a welcome. We all recognize that the first day of class can oftentimes set the tone for 
the rest of the semester.  This is even more applicable in a virtual class – body language is harder to read, other students 
are not always clearly seen, the conversation can be hampered by learning new class norms and technology, and it is 
harder to read the room atmosphere.  Following the first tip about using your technology, the welcome to a new class 
is an ideal place to employ technology.  Whether in a synchronous or asynchronous class, post a welcoming video.  
Not only is the video more engaging, but it is also a chance to demonstrate your teaching style and an opportunity to 
share your personality with your students.  What is in the background?  What do you say about yourself?  Do you 
smile and laugh?  Do you let mistakes remain in the video or edit them out?  Your syllabus is a part of your welcome.  
Is it color or black and white?  Does it include graphics?  Is it just paper or is there a digital copy with live links?  
What message does your welcome send? 

 

Yes, I need help with the notes. There is a student philosophy that suggests that taking notes and the process of 
learning how to take great notes enhances critical skills as students learn to distinguish between important 
concepts/definitions and supporting information.  This is particularly applicable to upperclassmen who should have 
stronger critical analysis skills. After all, “the ability to take in information and make it one's own, by processing it, 
restructuring it, and then presenting it in a form so that it can be understood by others (or by oneself at a later point)" 
is one of those basic skills that are useful throughout life (Cohen, Kim, Tan, & Winkelmes, 2013, p. 95).”  It was with 
much trepidation that the skeletal outline method of notetaking was implemented. The skeletal outline provides 
guidance on the major bones (concepts) in the chapter that need to be flushed out by completing blank spaces and 
answering questions.  The student response was surprising but overwhelmingly clear.  Students found that the skeletal 
outlines provided them with a framework to help them focus their notetaking. They found this particularly to be 
important in the virtual classroom environment.  
 

 Explain it, please.  As professors, we often assume that students have some foundational knowledge and skills 
based on the class that have taken previously. In particular, we make this assumption about understanding content and 
assignments. "In a face-to-face course instructors often explain things step by step. This kind of modeling can be more 
difficult in online classes where real-time interactions are not as common, making it even more important that you 
provide clear written directions that students can follow and explanations that improve student understanding. (Darby, 
Chronicle of Higher Ed). We must provide explanations for the course outcomes, assignment connections to the 
outcomes, and clear directions for the completion of assignments.  Directions should be tested and rewritten multiple 
times to ensure student clarity.  

 

Final Lessons 
 
 Fundamentally, teaching as a “science” is the same whether it is done online or in a face-to-face environment.  
However, teaching as an “art” can be greatly influenced by understanding the medium of delivery that we are using 
and taking advantage of the foundational framework and general tips that enhance that delivery. 
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Client-based experiential learning projects have been shown to help students connect the dots (i.e., make the 

connection) between course material and the practitioner world. A study by Bourner et al. (2001) found that students 
often value projects involving a real organization. However, coordinating client interactions and facilitating student 
learning can feel overwhelming and challenging for faculty, especially when student buy-in for these projects must be 
realized (Brazeal & Couch 2017). Thus, bringing opportunities and challenges that have the potential to interfere with 
learning and can harm the client relationship. This position paper explores the landscape and student learning benefits 
of various types of client-based projects. The authors have collectively spent more than 50 years teaching marketing 
courses, many involving client-based experiential learning projects. Though every project, client, and institutional 
environment is unique, we offer several considerations for assisting faculty in achieving a successful experience for 
students, clients, and themselves. 

 
As an alternative to giving students fictitious scenarios, case studies, or papers within the requirements of a course, 

faculty can assign client-based learning projects. These involve direct contact with clients where students work to 
resolve or address a client’s problems, issues, or concerns. Clients may be small or large businesses and for-profit or 
not-for-profit businesses. One set of considerations when approaching client-based projects is the extent to which the 
project is embedded in the course curriculum (in-curriculum vs. out-of-curriculum) and the extent to which the client 
is affiliated with the university (on-campus client vs. off-campus client). See Figure 1 for a resulting matrix of a two-
factor framework for client-based projects that follow these two factors: (1) Embedded in Course Curriculum; and (2) 
Client Location. Each quadrant creates a unique situation for faculty to navigate as they facilitate client-based projects 
for student learning. Out-of-curriculum client-based projects are ideal opportunities for mentored undergraduate 
research or volunteer service learning through earned grades for students may not factor into the equation. On-campus 
clients may offer greater familiarity for students to understand the client context and may increase accessibility due to 
the client's proximity.  

 

 
Figure 1: Two-Factor Framework of Client-Based Projects 

 
Several lessons can be gleaned from Brazeal & Couch (2017) related to all client-based projects. When conducting 
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student learning experience and/or ultimately disappoint the client with the potential of the loss of goodwill for the 
institution of higher education (IHE): 1) communication, 2) team participation, and 3) quality of the deliverables. To 
minimize these issues, collaborators (i.e., faculty mentors, clients, and student participants) must understand all the 
expectations when involved in client-based experiential learning projects. Most importantly, before the projects are 
marketed to students for their project selection, a memorandum of understanding (MOU) must be completed, reviewed 
by the client, and approved by the IHE’s legal department. MOUs typically contain processes and confidentiality 
requirements to protect the client’s proprietary information. The MOU specifically outlines when and how results can 
be presented beyond the presentation to the client, timelines, and output expectations. The MOU should also clearly 
state the client’s communication preferences, the faculty mentor(s) and student team participation criteria, and the 
client and faculty mentor’s expectations regarding the quality of deliverables. The MOU can help set clear expectations 
for the client and students. From 2020 to 2021, many IHEs forbid students from conducting human subject projects 
or research. This led to learning a valuable lesson during the global pandemic of 2020: the parties involved in client-
based projects must be flexible and include contingency plans within the MOU. Once MOUs are approved by the 
IHE’s legal team, the MOU should be signed by the faculty mentor and the client. To gain student buy-in, the MOUs 
for projects and the project details should be marketed to students in the class so they can decide which projects they 
prefer. It is important that faculty set realistic expectations for the amount of work that will be required for successful 
projects. Once the projects are underway, periodic formative assessments are needed to provide feedback that helps 
students resolve issues or gaps in connecting the course material to practitioner knowledge in real time.  

 
Additional strategies can further enhance the experience of client-based projects that are embedded in marketing 

courses. Incorporate an early site visit for in-person student assessment and inquiry; this permits a student to have 
early client interaction and have the client rather than the professor frame the client's challenges, issues, desires, and 
ambitions. Also, consider incorporating an element of competition in the instructional design (e.g., the top client rubric 
earns 20 points, 2nd place earns 19 points, etc.). Require a project calendar in the early phase of assignment 
requirements to help students think through and navigate their schedules and time management. After a full rehearsal, 
ensure students present in front of the client for immediate client feedback. Look for opportunities to share the research 
and project findings through undergraduate research presentations and/or publications.  And encourage students to 
highlight their client-based experiences on their resumes and in their interviews as they enter the business world. This 
type of applied learning better prepares graduates to meet employers’ requirements (Hernandez, 2002). 
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PANEL POSITION PAPER 

 

 In return to pre-COVID activities in higher education, many college students acted on pent-up demand for 
experiences. International travel is an outlet for meeting a desire for new experiences. Study abroad programs have 
long been offered across academic disciplines. Benefits of studying abroad for students include appreciating diversity, 
understanding different cultures, and enhanced learning experiences (Hopkins, 1999). Faculty interested in leading 
study abroad programs should consider how they can seize the opportunity to appeal to students’ desires for global 
experiences. Our panel addresses three issues that can contribute to strengthening study abroad as experiential 
learning: 1) maximizing the impact of short-term programs, 2) focusing on experiential learning with in-program field 
trips, and 3) making study abroad more accessible to students.  
 

Short-Term (Spring Break) Study Abroad. There is little debate that a study abroad experience in college can 
broaden a student’s perspective as well as provide unique opportunities for growth and learning. However, these 
experiences can also be costly and time intensive. Within the College of Business and Entrepreneurship at Missouri 
Baptist University (MBU), we have worked on ways to build credit-bearing short-term travel experiences into the 
curriculum within the spring semester.   

 
In launching the study abroad course, there were several considerations including how to make meaningful and 

relevant to students. The course is offered over spring break, which is a fairly small window. The maximum time in-
country is usually nine days. However, because the course is offered during the semester, students have time before 
and after the travel study to complete necessary assignments. This allows for the optimal use of time while in-country 
for business and cultural experiences. The chosen location for the course is Amsterdam. This was a deliberate choice 
for a number of reasons, most especially that Amsterdam is a convenient travel destination from the Midwest. 
Additionally, English is widely spoken in the Netherlands, it is a very easy country to travel within, and field 
experiences are easily arranged in close proximity to each other. The course is led by a full-time faculty member.  

 
The spring break travel study course is offered as either an upper division course in global business or, for 

marketing majors, international marketing. Core concepts and required assignments are available to students through 
an online course on the LMS prior to travel, with the final course papers due after return from the course. Short 
informational sessions are held daily with students while in-country and they complete a travel journal while there.  
 

There are several challenges. Cost remains one of the biggest obstacles to student participation. While the 
university grants some money to students and we have done well at limiting the costs we can by self-planning and 
coordinating many of the experiences, some students still see the cost as prohibitive. The timing of the course can be 
difficult for many of our student-athletes also, as spring break is often a time of heavy competition for some of our 
sports. However, it is important for us to continue to encourage participation in the program. Students that have 
enrolled in the course have reported positive and transformational experiences.   
 

Re-Thinking Field Trips in a Study Abroad Program. Middle Tennessee State University offers a summer 
study abroad program on influence marketing in Finland, Estonia, and Sweden. Students spend one week in the 
classroom at JAMK University of Applied Sciences in Jyvaskyla, Finland. Additional professional and cultural 
opportunities are planned while visiting Helsinki, Tallinn, and Stockholm. It was in planning a visit to an influencer 
marketing agency in Stockholm that a new approach for planning field trips was embraced. The agency president 
asked a question that thrust experiential learning into the forefront of the field trip: “What do we want the students to 
do while they are here?” A typical field trip is a behind-the-scenes look at the physical space and operations of a 
business. His idea was to give the students a creative challenge, applying influence marketing concepts to develop 
ideas for an influencer campaign. The field trip began with the usual office tour and presentation by agency managers. 
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Then, the creative challenge was given to students, who formed small groups, brainstormed ideas, then made a short 
presentation.  

 
The energy and involvement exhibited by the students was an eye-opening observation. Marketing faculty can 

easily get excited about touring a business and listening to practitioners “talk shop.” However, students may be 
overwhelmed by visiting an unfamiliar business in a foreign country. If their role is limited to a passive consumption 
experience, it may be more difficult to connect conceptual knowledge learned in the classroom to marketing practice. 
The agency president’s question has now become a primary question when planning field trips in a study abroad 
program. As educators, we are challenged to maximize students’ learning experiences when spending time outside 
their home country.  
 

Making Study Abroad More Accessible for College Students.  Many students and administrators agree that a 
Study Abroad experience for college students can be a transformative event.  Educators, for many years, have lauded 
Study Abroad activities as a sure way to help students showcase their abilities to interact in various cultures.  With 
that line-item on a resume comes more attention from employment and graduate school recruiters.  Yet, many students 
find it difficult to include these richly rewarding experiences into their already packed class schedule, not to mention 
just how expensive the experiences can be.  While many institutions are now offering scholarships and credit-bearing 
courses (which then can have financial aid packages help with costs), there still exist groups of students who struggle 
to add Study Abroad to their course—and work—schedules and have to forego these fantastic events. 
 

At Northern Illinois University, the College of Business has begun to provide short-term, most expenses-paid 
Study Abroad experiences to a wider array of students. This endeavor has been a result of the College’s strategic plan 
and the process for recruiting students and donors to ensure student participation. Further evidence from one such 
activity is presented as an example, and feedback from students who participated in the most recent of the College’s 
Study Abroad experiences is shared. 
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       You never know the true impact you have on those around you. You never know how much your kindness, 
mentoring, and even time spent turned someone’s life around. Using positive psychology research from myriad 
experts, this special session details positive subjective experiences, positive individual traits, and positive institutions 
promises to improve qualities of life and possibly prevent the pathologies that arise when life is barren and 
meaningless.  
 
       Hope, wisdom, creativity, future mindedness, courage, spirituality, responsibility, and perseverance are often 
explained as transformations. Many articles discuss such issues as what enables happiness, the effects of autonomy 
and self-regulation, how optimism and hope affect health, what constitutes wisdom, and how talent and creativity 
come to fruition. 
 
        Before I was to give a recent talk, I was told to remember the 5 B’s: “Be Brief Brother. Be Brief.” So I will. I 
have also learned that what we see and what we do not observe can affect our perspectives. Hard work and knowledge 
are very important, but attitude makes the difference in living a fulfilling life. 
 
      Well-being is subjective. Methodological and theoretical advances have been notable in this period of time, with 
the increasing use of longitudinal and experimental designs allowing for a greater understanding of the predictors and 
outcomes that relate to SWB, along with the processes that underlie these associations. Diener, E., Oishi, S., & Tay, 
L. (2018). 
 
      Buettner, D., Nelson, T., & Veenhoven, R. (2020) make it clear that at the community and societal levels, cultures 
differ not only in their levels of well-being but also to some extent in the types of subjective well-being they most 
value. Furthermore, there are both universal and unique predictors of subjective well-being in various societies. 
National accounts of subjective well-being to help inform policy decisions at the community and societal levels are 
now being considered and adopted. There are also unknowns in the science and needed future research.  
 
      In research conducted by Diener, E., & Seligman, M. E. P. (2002), the very happy people were highly social, and 
had stronger romantic and other social relationships than less happy groups. They were more extraverted, more 
agreeable, and less neurotic, and scored lower on several psychopathology scales. 
 
      Compared with the less happy groups, the happiest respondents did not exercise significantly more, participate in 
religious activities significantly more, or experience more objectively defined good events. No variable was sufficient 
for happiness, but good social relations were necessary. 
 
       Members of the happiest group experienced positive, but not ecstatic, feelings most of the time, and they reported 
occasional negative moods. This suggests that very happy people do have a functioning emotion system that can react 
appropriately to life events. 
 
       Also, many things are within our control and some are outside of our scope of changing. An underlying principle 
behind much of the research in positive psychology is that individuals have considerable leeway to increase their 
levels of happiness.  
In an influential article that is frequently cited in support of such claims, Lyubomirsky et al. put forward a model 
(subsequently popularized under the name of the “happiness pie”) in which approximately 50% of individual 
differences in happiness are due to genetic factors and 10% to life circumstances, leaving 40% available to be changed 
via volitional activities. Brown, N. J. L., & Rohrer, J. M. (2020). 
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       A stance, moreover, that gives the best in life equal footing with the worst, is as concerned with flourishing as 
with surviving, that is as interested in building as in repairing, should find a comfortable home in most any discipline.  
 
       Buettner advocates that agreement was slightly higher on policy strategies than on individual ways to greater 
happiness. Policy strategies deemed the most effective and feasible are: (1) investing in happiness research, (2) support 
of vulnerable people and (3) improving the social climate, in particular by promoting voluntary work and supporting 
non-profits.  
Individual strategies deemed most effective are: (a) investing in social networks, (b) doing meaningful things and (c) 
caring for one’s health. 
        
       Finally, “How do people think about happiness?” Is it something best enjoyed as an investment over time, or is it 
something fleeting that should be savored? When people view happiness as an investment, they may endorse delaying 
happiness  – the belief that working hard and sacrificing opportunities for happiness now will contribute to greater 
future happiness. When people view happiness as fleeting, they may endorse living in the moment - the belief that one 
should seize proximal opportunities to experience happiness now, rather than later. 
 
       In this special session, I will share current research from experts and provide my own take on how to improve 
well-being, laugh in partnership, and also discuss ways to pursue the elusive yet possible concept of happiness. “We 
learn more when lighting candles than when cursing the darkness.” Seligman (2000). 
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SPECIAL SESSION POSITION PAPER 

 Traditional pedagogical teaching methods such as lecturing have been shown to be less effective than traditional 
course delivery in preparing college students for the practical demands of industry. Although technical competencies 
and content knowledge are necessary, employers increasingly value and seek out durable skills such as 
professionalism, teamwork, creative thinking, communication, and leadership (Dondi et al., 2021). To bridge this gap, 
andragogy, where the student is seen more as an adult and an emerging professional, can better equip graduates for 
the challenges of the 21st century workplace. In alignment with andragogical principles, experiential learning 
challenges students with more autonomy, responsibility, and direct application than conventional exams and essays. 
One type of experiential and high-impact learning, client-based projects (CBPs), can be especially beneficial in 
improving students' readiness for the marketing workplace (Shanahan et al., 2021).  
 
 Pedagogy is commonly considered to be “the science of teaching” (Watkins & Mortimore, 1999, p. 2), without 
differentiating between child and adult learners. A core assumption of pedagogy is viewing the learner as an empty 
vessel to be filled, with an emphasis on repetition and routine (Gehring, 2000). In contrast, andragogy is “the art and 
science of helping adults learn” (Knowles et al., 2014, p. 59), and is based on six assumptions of the learner: a need 
to know the relevance of content, a transformative and evolving self-concept, experiences as source of learning, an 
understanding of the benefits of new knowledge, problem-centeredness, and an increasing internal motivation to learn. 
The authors argue that in marketing education, learning outcomes and career readiness would improve if faculty and 
institutions adopted an andragogical philosophy, viewing college students as adults and structuring the educational 
environment and activities accordingly.  
 
 In alignment with an andragogical environment, experiential learning—the “study of learning through action” 
(Payne et al., 2011, p. 206)—has been shown to be effective in applying classroom knowledge (Kolb & Kolb, 2017).  
CBPs, as a high-impact form of experiential learning, facilitate concept application relevant to real-world problems 
and help students develop more engaged ownership of their learning (Yuksel et al., 2015).  Rather than memorize 
content for an exam they would take on their own, with CBPs, students are challenged to collaborate with peers and 
to apply newly gained knowledge to real business problems. Their faculty serve as guides and mentors, and not the 
traditional role of primary source of information and evaluator. Additionally, as artificial intelligence (AI) usage 
increases, well-constructed CBPs mandate that student teams employ critical thinking and develop original work. It 
is crucial for students to actively engage and apply themselves in order to truly benefit from the educational experience. 
High-impact CBP methods, when combined with andragogical learning, are effective because they provide 
opportunities to learn outside the classroom, entail commitment, and require increased student communication and 
teamwork among peers and professors. Students must learn to manage diverse ideas and people and regular feedback 
throughout the project (Kuh, 2008).  
 

 A conceptual framework that explicates the conceptual relationship between an andragogical approach and the 
use of CBPs, with an intentional focus on career readiness and durable skills, is proposed. When using andragogical 
principles with CBPs, faculty help transform students into career-ready professionals. In CBPs, faculty assume the 
role of coach and facilitator more so than traditional lecturer or content provider. In a study by Shanahan et al., (2021), 
their CBP suprastructure (CBP-SS) delineates the sequence of steps involved in managing CPB-SS and focuses on 
centralization of the CBP process activity within the business school versus placing the student as center of the learning 
process. Another study (Oh & Polidan, 2018) focused on the teaching skill sets required in the retail industry; however, 
they did not analyze the students’ shift in competency perception following their CBP course, nor did they address the 
importance of the faculty member adopting an andragogical teaching approach.  
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 The authors posit that the student be central in the proposed framework. When applying andragogical principles, 
the CBP experience expands beyond content and application to add a third emphasis on career competency 
development. An intentional focus of faculty should be on durable professional skills such as collaboration, 
communication, and teamwork. The authors propose that durable skills should be emphasized, coached, and assessed 
in concurrence with course content ensuring the successful implementation of a CBP.  
 
 While CBPs can be gratifying when observing the transformational impact on students and their career readiness; 
their implementation can pose challenges. First, there is a need for the institution and department to support the more 
fluid and creative structure needed for CBPs in courses. Second, a shift to andragogical thinking for faculty who have 
been teaching in a traditional manner may mean a full restructuring of their course structure and assignments. 
Additionally, the recruitment and management of clients can be challenging for some faculty. Finally, the timeline for 
client projects is not always in alignment with the semester schedule.  
 

 In conclusion, graduates can more quickly contribute to their organizations when they are afforded the opportunity 
to develop in a safe environment prior to internship and entry-level jobs. This is made possible by sound guided 
coaching and team-based learning. The ultimate outcome is career-ready students who are prepared, confident, and 
enabled when they graduate to add value to their organizations, communities, and society. 
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