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" ABSTRACT

A anﬂvey involving professors at 14 universities that

offer -advertising prograass vas conducted to discover how advertising™ _
- managepeént courses vere taught, what rescurces sere utiligzed, vhat
_.probless have been incurred, vhat trends have been observed, ard what
. $aproveaents vere recossended. Responses indicated that cases vere

the most common kind of instructional aids and .that discussion was

‘the sost prevalent format. Several respondents reported the use of a

profect as a teaching device vhile others used a variety of realistic

.qxercises. The major problea reported in teaching was the poor
preparation of the students while the majaor probleas reported for

. students were their lack cf business or marketing skills or

preparation, lack of career goals, and general sotivation problems.
Nost respondents reported that their schools had made no major

- changes in the course during the past twd or three vears, and those

reporting changes indicated that these changes only involved adding
nev textbooks and updating or revis}nq cases. Asked to design the
id4¢cal advertising managesent course, the .espondents noted that such

_a conrse would need aore and better cases, a gocd readings textbook,

realistic exercises, ssall-group sisulations, and small classes. They
also suggested that the ideal course would explain how advertising
sanagesent &i{tfers froa norsal managesent procasses. (The
questionnaire used is appended.) (TI
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anotthowayctnmohucu improve the tu‘.clumot advertising courses

ueoemuoumdunntmommm:. unmdoimlnretodaywuh

the advo:tiunq uumnt course. '!o that end, it seems appropriate to survey |

& nunber of advertising educators about how they teach their courses, what resources

they utilise, what problems they incur, memw they observe, and what improve-

ments they recommend. - | ’ . : ' y,
Forty questionnaires were mailed earlier this sum.a: to professors at a

nuzber of universities that off?: ~adve:tia:l.u§ programs. Included were all institu-

tioai that have an advertising b:oq:u_n accredited by the American Council on

Bducation for Journaliem.. Twenty-eight Qf the &uestiomi:oa were retﬁtmd by

the deadline, which is a‘seventy perce.n.t return rate, and the information from

the questionnaires odnstitutés the basis of this paper. Incidentally, not all

questions were answered by all respondents, so the total responses will inot alwvays

Py
be the same. The complete tabulated .ta jare included in the appendix of this

paper.
Bocauqé this survey was conducted for this joui'nalin meeting, the schools

surveyed were most often in a journalism orx cmunication: setting: .thm-quamra
of the réminq ‘schoo}c were oriented toward journalism or communications, and
9! the fourteen schools reporting that an advertising mqénent edutge is offered,
ten were in journalism or»ccmun:l.cai:ions. three were in n;rketinq or b.usimss.

and one was a separate department. Exactly half the regponding schools have an
advertising management course, and half do not.

Of the fourteen schools with an advertising managemert or similar course,
eight operate on the semester schedule.and six on the quarter schedule. All but
one of the semester scbools offer three credit hours for the advertising maqe-
ment .course; the ane except:l.on offers three hours cxedit to grad students
and four houxs credit to undergraduates. Of the six schools jc:toz an advcrtisiné

management course on the quarter system, two.bchools of¥er four hours credit,

(]
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tvo schools offer thres hours credit, cne offers five hours credit, and one offers
one graduate cre.Vit. ‘ .
. ‘m&émnwuuwmnxmm@ao:mmmumm
advertising management course. Seniors take the course at twslve of the schools;
graduate students take it at eleven schools, and juniors take it at e} jht schools.
The qoot eanon class size is 21-30 students, which five of the schools reported.
Next, in / order, were class sizes of 31-40 students, at four schools; 11-20 students
per chn or pection, at two a«hools. and one ocMol. each ropo:tod class sizes
of 0-10 students 'and more than ﬂ.tty students per class or section. -

The most prominent . textbook is the Patti and Murphy Advertising m book,

. which ts used at four schools. 'nm: is followed by no teftbook, .at thru schools.

'Mmumumalboouuudatomochooluch. :I.ncludin«abookotnimty

N\
advertiunq management problems p:opa:od at Texas Tech. Cases are the most common

kind of otln: instructional aids, followed by joyrnal articles and by no other

materials, and then by using one's own materials and by usﬁxq management data.
A resdings book and aulio-visual materials also are used to supplement textbooks.
Only one school uses a “"team uaching" format for the advertising management
course. Discussion is the prevalent format, followed in order by lecture and
then by laboratory work. However, the uw;iom are focused around cases: marage-
zent cases are used in 45 percent of the class time, followed by lactures, other
(non=-case) discussions, projects, and reading.
Pour of the scfuah use a project' in the advertising management course.
of f.hen.' two use a simulated project, one usaes an actual situation for the project, -
and one uses both simulated and actual situations for the proiect. At two of
the schools, students work individually on the project, and at the other two schools

the students work on the project both individually and in groups.

A
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'canl. and changing and updatod every term.
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'rv turdlo!th.lchoohuth m:tummtmuouuom
toauottc exercises, besides mjocto. ll_oct otm. these exercises are cases, '

' but other exexcises include student-conducted research, role playing, guest,
.lecturers, aid field trips and v:l.a:l.fs to companies.

L

lblt. schools report no major chang« in tho m:u.m mmt course
during the past two or three years. M: the schools that :opo:t major changes,
the alterations include m addiuon o! t’extbooks .revised and nhew cases, more
o

Slightly more than half the schools use advertising practitioners in their
m&t-m magmnt courses. Most often, these practitioners are utilized
as guest lecturers, tonotnd by using them as resources for projacel and exercises,
and one school uses p:actitionou to judqe project-.

The respondents were asked how they would dn:l.gn the ideal adve:t:l.ainq
mmnt course, and a wide va::l.oty of mrs were offered. 7Two schools each
responded that the ideal course vonld have either all cases or better cma. and
two schools reported that the ideal course is what they are already doing! Other
ideals 1nclndo*d the need for a good readings book, the neod for @listic exercises,
the need for mu-q:oup simlat:l.ons. the need for smaller classaes, and the need
to explain how advertising mqmnt differs from normal management procems.
One relpoadont noted the need for learning objectives that are followed on throuqh
to what the students have achieved by the end of the course.

Almost all the schools with advertising management courses report that at
leoast some of their students are able to find th;ir first professional adveriising
jobs in advertising management positions o; in mmnt-ttaining positions.

The average was that 24 percent of the students start in such positions, although
tl}::t average was skmd by some extremely high percentages at two schools. The

median percentage was slightly less than twenty percent, and ‘the range was f.rom'



no otudonts up to umty pezcent of the ctudonu atarting 1n management eypes
of poattionn ' ‘ - .
M ukod about the biggest problems in teaching advetuuuq management,
from the uutmtor's perspective, the respoudenu- reported that poor preparation
. and poor backgrounds on the part of the students was the leading problem, Then,
tied for the next higgest problem were heavy teaching and grading loads: aKack
of curtont cost f:lqu:e.. practfeal. information, and general management utomttom
lack of time available; and variations in the stu@onts' bacquounds and prepara-
tiona Other problems were keeping current; lack of students' maturity; and case
ut.hod problm .

"As ‘>z the problems for students learning about advertising u‘mqqunt.
the leading problem was lack of business or marketing skills or ptepatatgion. The
next biggest otudant problems were lack of career goals and general motivation
problems.. Also nstod as student problems were identifying with case utorulo:

Mundetsundu g the scope of management ptoblm: learning to make dectsions: learning
- from the case method; not having lectures; and a lack of general understanding
of “management."

Most of the general comments were reflected in the answers to more specific
questions. A couple of enngh& _ \md:l.v:l.duals noted that this kind of survey
should be helpful to them, and most of f.he respondents wanted to receive copies
of the survey results -- including more than half of thoge persons who teach at

schoollg that do not now offer an advertising management course. *

-~

Compared to past surveys of the advertising media course and the advertising
campaigns course, it seems that the views of the respondents are more unified
regarding the advertisinq-mnaqmn; course. This may be because relatively few
schools teach advertising Wnt compared with the number of schools offering
advertising media and advertising campaigns. It may also be because the course

goals, problems, and outlooks are more similar.




muﬁozmmmtzammwzmmmymunmt \
only half the schools responding offer an advertising management colirse, and it
may very,well be that most of the non-respondent schools did not return the
mtmmmmMMwmmm :tmttctiue.tmmy o
omlymMaWothMmmeuudtum
nmultagmtmn.mawouuhacmo!mmtom
.otuhe:etoday
. This averview, then, should provide a general pattern of tho.mchlinq of
§ the advertising management course at a number of uajwersities. - The dotu}od results
" aleo are aveilable in the appendix to this paper.  » .
| Using this information, porpapa.nmhhmmtungabbuthwnuach
and, more uportan_tl.y. 'mncﬁwmmnuug management course.
~ ' : .
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1. Qt'mt cdllege or university do you teach?

|

3.

3.

4.

67

7. what is the approximate nymber of

40 questionnaires were mailed; 28 were raturned.

DANAGENENt cCourses were Arizona State, Draks,

Michigan State, New York Univ., Northwestern,

. South Cirolina, Tennesses, Texas,

: - Were Alabama, Brigham Young, Iowa, Louisiana Stats,

Illinois (both marketing and journalism departments

_u‘“p Wlm mt.o
Washington, Washingtan Stateé.

ing is your advertising program offered?

Oklahoma, Oklahoma
(Carbofidale) , Wa

In what academic sett

2l Jjournalisu/commnications
© 6 marketing/business .
1 other (Department of qum-inq)

Doss your institution offer a

(sometimes called Advertising

similar title, but’
14 yes

14 no

Under what term system does
8 semester

¢

What levels of college students are

N TN TR O

quarter

four quarter hours

three qu £ hours

five gquarter hours
one graduate credit

three semester hours for graduates, féur semester hours for undergrads

course for credit?

1
1

0
0
8
2
1

freshmen
sophomores
juniors

seniors

graduate students

course (or courses) in advertising management

. / ) .

4 Ccourse

 APPENDIX: Wu&umg}quuwoxmxmmmtmo_

8chools with ¢ *vertising
Florida, Georgia
Oregon, Rhode Ir -
Texas Tech. Schools with »
‘Horth Carolina, Northern
), North Texas State,
Southern Illinois

Cases or Advertising Problem Solving or some

4

advertising management coufse?

O b N

0-10 students
11-20 students
21-30 students
31-40 students
41-50 students
moxre than 50 students

t hours 4o students receive for

L4

students en;oned pe:‘ class or section in your

L4
.

hot the same as a campaigns course)?".
your institution operate?

your advertising management course?

L 4
.

(

.

permitted to take your advertising managaement

v

-
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10.

11.

12,

13.

14.
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What textbooks are used in your advertising manajem.at course?
4 Patti & murphy T
3 no textbook C . - :
1 each: HNylen; Anderson & Barry; Greyser; Saniuge & Fryburger; .
Dirksen & Kroeger; Barban, Xristol, & K. »ek; Wright, Warner,
Wintev, & Zieglaz; own book of 90 problems.

What supplementary. books or other instructional aids are used in your advertising
managenent course? : ‘ .
S cases -
3 each: journals; no othor wmaterials
3 each: management data; own materials v
1 eachr - -veadings book; audio-visual materials :

~.

1s your advertising Wnt course "toanztauqht"' (more than one instructor)?
1l yes St . é
12 no .

Would you describe the course format as primarily lecture, laboratory, or

discussion? : ' : ’ PN
4 p:ipaxuy lecture ' . -
1 primarily laboratory .
8 primavily discussion

Please indicate the approximate proportion that each of the followisfy methods
of instruction is utilized in your advertising management course.

Averages Ranges ‘ :
25% 0-608 lectures . : : .

435 - 9-1000 cases . R _ :
18 0-508 discussions ' .
o] os . laboratory work
Ss . 0=30% projects
1s - 0~158 reading _
6% 0-708 other (news/books/special reports)
- Is there a project in your advertising management course?
9 no”
4 yes
Are the projects simulated or actual situations?
2 simulated '
1 actual . ' .
1 both o _ »
Do the students work individually or in teams qn_the project(s)?
2 individually . .
« 0 in groups "
2 both
.
Other than projects, are other realistic e?cu:cises included in your advertising
management course? ~. . 3
4 no

8 yes: 6 cases )
1 each: guest lecturers; field trips, visits to companies;
student-conducted research; role playing.



17.

18.

19.

20.

21.

22.

23.

58

thexre been any major chanéoo in your advertising management course during
past two or three years? ' |

9 no ' : :

4 yes: 1 each: addition of texts; revised and new cases; more cases;

~ changed and updated every term.
you use advertising practitioners (i.e., advertisis 7 agencies and .firms)
your ising management course? . "
6 .
7

8: S guest lecturers
4 resources for projects and exercises
1 judging projects .

FE

E

-

r k]

How would you design the ideal advertising management course?
2 each: all cases and/or bgtter cases; we have the ideal course. .
1l each: need good book; not seekinrg major changes/improvements;
~ need realistic exercises; needs to be differentiated from: ,
. campaigns course; small-group simulations; learning objectives
. that carry through to what students actually have achieved by
end of course; no more than ten students; how advertising . |
. Management differs from normal management processes. .

Kre students in your advertising program able to find their first professional
advertising jobs in nt-positions or management-training positiogs?
10 yes (What percent of students start with such Jobs? Average of
24%; median of| 19%; range of 0-75%)

st problem(s) in teachigig advertising managesent

. (from the instructor's perspective)?

3 students not prepared, poor background.

2 each: heavy teaching/grading load; .ack of current cost, practical,
management information; variation in students/ backgrounds -
and preparations$; lack of time available.

1-each: case method problems; lack of students' maturity; keeping current.

What do you consider the biggest: problea(s{ for students learning about
advertﬁing management? "
S .ack of bhusiness/marketing skills and preparstion.
2 each: motivation; lack of career goals.
1 each: case method; no lectures; learning to make decisions;
understanding "management;" identifying with case material;
. 8cope of management problems. . .

Would you care to| add any comments?
~ur course is taught by another depaftment. I should not have filled
this out since I.learned I know too little about what is happening in
the course. New 'course; we are in trial-and-error. Many of our courses
deal with management. Students take «s ‘rses in marketing and business
administration to provide them with management and decision making
insights. Our media course has some management concerns. We neged such.
a course but do not have adequate staff. We hope to add such a course.
Thanks. Good luck. Anxious to learn the results of this study. This
should ba helpful.

.
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