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INTRODUCTION

This conference is the outgrowth of many discussions at the annual
Southern Region Marketing and Distributive Education Conference. The MDE
teacher-educators attending these conferences consistently expressed a
desire for a research conference that would provide a forum for pre-
senting research findings to the peer group and to other educational
audiences.

The MDE group felt that a vehicle was needed for teacher-education
personnel (especially persons new to the field) to become active in MDE
research, presentation and publication. It was recommended that mini-
workshops be held at the conference coveriny topics such as: grants-
manship, selecting research topics, preparing narrative materials from
raw data, etc. Various other types of research agenda can be prepared
as needs arise.

Southern Region MDE teacher-educators are in agreement concerning
the need for this type conference and desire that it should be an
annual event. The 1988 research conference will be held at the
University of Pittsburgh, in mid-April. The sponsoring universities
will be Auburn University, University of Pittsburgh, and University

of Houston.
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Corncerns of Secondary Marketing Education Teachers in Illircis

Implications for the Profession

Ralph D. Wray, Ed.D.
Illinois State University (IL)

Abstract

Sixty-rnine, secondary, marketing educaticn teachers in
Il1lirncis responded tc a questionnaire desigried tco salicit,
paercepticrns regarding the magnitude of their concerns. The
concerris were grouped into seven categories, ircluding:
humar: relaticrs, classrcom management and routines,
instructicnal activities and methods, perscnal concerrns,
corditicrs of work, evaluaticn problens, and professicnal
growth.

Responses were analyzed to determire if significant
.differences occcurred among the aggregate responses of
teachers grouped according to the following variables: size
of schooal, location of schocl, years of teaching experiernce,
ard sex.

The irnvestigator reached six conclusicns ard offered

three recocmmendaticns,



Concerns of Secondary, Marketing Education Teachers in Illinois:

Implications for the Profession

Summary of Research

This study was designed to ascertain the concerns of I1linois
secondary, mérketing education teachers and the magnitude of those con-

cerns as perceived by the teachers.

Purpose of the Study

Concerns were defined for this study as fears or problems perceived
by teachers as affecting their roles in the teaching/learning process.
The purpose of ascertaining the concerns and their magnitude was to
enablé teacher-educators to plan preservice and inservice teacher education
programs designed to help teﬁchers overcome such concerns. Insomuch as
curriculum directors,'school administrators, and other supervisory
personnel may also be in a position to alleviate some of the concerns or
help thé teachers successfully cope with the concerns, it was believed

that they,'too, would find the results of the study to be helpful.

The Problem

The problem was to determine the concerns and the magnitude of concerns
in seven categories: humaﬁ relations, classroom management and routines,
instructional activities and methods, personal concerns, conditions of
work, evaluation problems, and proféssional growtﬁ.

In addition, four null hypotheses were tested to determine if siuni-

ficant differences existed. They were:

0



ME Teacher Concerns

1. There is no significant difference among secondary, marketing edu-
cation teachers from small, medium, and large schools in terms of their
perceptions of concerns. “

2. There is no significant difference among secondary, marketing edu-
cation teachers from rural, small city, suburban, and urban locations

in terms of their perceptions of concerns.

3. There is no significant difference among secondary, marketing edu-
cation teachers, who are classified as first-year, second-year, third-
year, or experienced, in terms of their perceptions of concerns.

4. There is no significant difference among male and female, secondarv,

inarketing education teachers in terms of their perceptions of concerns.

Procedures
The teachers chosen to participate in this study included the

ninety-two teacher-coordinators listed in the 1985-86 I11inois DECA

Directory. Useable cdmpleted survey instruments were returned by 69
of the teachers.

The survey instrument was originai]y developed and validated by
Underwood for the purpose of collecting data from a group of teachers
representing another discip]ine. |

For each concern listed on the questionnaire, a mean score of the
magnitude of difficulty was derived. This score was calculated by
averaging the numerical values assigred to the concern by respondents.
Tables were constructed to show the meir scores and rar. order of cz--
ceived concerns within each category.

For each category of concerns listed in the questionnaire, an

unweighted means analysis was used. The two factors in the AMOVA

5

11




ME Teacher Concerns

table were: (1) sex, and (2) teaching experience. To test the effect

of school size and school location on the degree of difficulty of

perceived concerns of secondary, marketing education teachers, a one-

way analysis of variance technique was used for each category of concerns.
Each hypothesis was tested at the .05 level of significance. For

any rejection ¢’ a null hypothesis about the main effects, a Scheffe

multiple comparison technique was utilized.

Findings
As a result of analyzing the data, it was found that:

1. MNo significant differences existed in the perceived level of

difficulty of the seven categories of concerns among secondary,

marketing education teachers from small, medium, and large schools.

2. No significant differences existed in the perceived level of diffi-

culty of the seven categories of concerns on the-opinionnaire among

teachers from rural, small city, suBurban, ahd urban locations.

3. No significant differénces'existed in the perceived level of diffi-

culty of the seven categories of concerns among teachers who were classi-

fied as first-year, second-year, third-year, and experienced.

4. Significant differences existed in three categories--personal concerns,

evaluation problems, and professional growth--in the percefved level of

difficulty between male and female, secondary, marketing education teachers.
The secondary, marketing education tea:hers' perceived concerns

ere greatest i-. the categery labe’ed "concitions o work." The si

remaining categories, ranked from qreatest magnitude of perceived

difficulty to least magnitude of perceived difficulty follow:
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instructional activities and hethods, classroom maragement and routines,
personal concerns, professional growth,.human relations, and evaluation
. problems. )

Six of the top ten concerns were from the category of "professional
growth," and two were from.the category, "conditions of work." The
remaining two were from the categofies of "personal concerns" and

“classroom management."

Conclusions

The findings of this study appear to justify the following conclus-
ions:
1. Professional growth and conditions of work are categories that con-
cern I1linois marketing education teachers to a greater extent than class-
room or pedagogical matters. .
2. I1linois secondary marketing education teachers want opportunities
for advancement.
3. Teachers appear to want to become more uctively involved in the
decision-making proces§ as it relates to school po]icies.
4. Teachers believe thaf great demands are placed on their time. Pre-
fessional activities should take priority over clerical activities.
5. Teachers desire supervisory assistance in endeavors directed at the

improvement of the teaching process.

Recommendé - ions

The following recommendations were formulated as a result of this st.dy.
1. Teacher education institutions within the state of I1lincis

should consider the concerns of secondary, marketing education teacrers
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as they plar preservice instruction. Strategies for overcoming or
a11evi§t1ng co~cerns should be developed.

2. In-serviceinstructional programs for the eecondary, marketing
education teachers should be designed to respond to the concerns of
greatest magnitude. Perhaps workshops sponsored by professional
organizations such as the I11inois Vocational Association or the
I11inois Association of Marketing Education can address the most acute
concerns.

3. Some of the concerns can best be addressed by secondary schoo:
administrators who have direct control over the working conditions and
working environment. The profession needs to formulate strateqies for
brinéing such concerns to the attention of administrators and for

encouraging responsive actions.
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Concerns of Secondary Marketing Education Teachers in Illinois;
Implications for the Profession

Preservice and inservice teacher «ducation programs in
marketing education should be structured to alieviate con-
cerns or to enable teachers to successfully cope with such
concerns. In addition, school administrators and
school board members (decision makers) need to understand
concerns in order to improve working environments if cut-
standing candidates are to be attracted to teach marketing
education and be retained in the profession.

While recent research has been conducted concerning
problems faced by teachers, such studies have not been
consistent in content nor methodology. Lacewell (University
of Arkansas, 1983) completed a study focusing upon job
satisfaction of faculty in the community colleges and post
secondary vocational-technical schools in Arkansas, while Kanu
(University of Wisconsin--Madison, 1983) conducted an
analysis of job satisfaction and participation in inservice
education programs of Wisconsin post secondary business and
office education teachers. Montgomery (University of
Georgia, 1983) confined her research to a study of the
teaching difficulties of beginning business educaticon
teachers throughcout the United States. Allen (Marketing

and Disiributive Education Rigest, 1984) reported the turn-

over rates of marketing and distributive education teacher-
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coordinators in secondary programs. McKinney (Eacts and
Eindings, 198S) addressed a new approach in the structure of
teaching/learning environments for vocational education,
that of incorporating the views of stakeholders--students,

teachers, parents, and others--with views of administrators.

Preblem

This study was undertaken to examine the perceptions of
secondary, marketing education teachers as related fo seven
categories of concerns. The categorie were: (1) human
relations, (2) classrocom management and rout ines,

(3) instructional activities and methods, (4) personal concerns,
(%) conditions of work, (6) evaluation problems, and (7)
professional growth. More specifically, the problem was:

to determine the extent of perceived difficulty secondary,
marketing oducatioﬁ teachers in lllinois attached to fears

or problems that affect thiir role in the teaching/learning
process. |

In addition, perceptions about concerns were elicited
to test the following null hypotheses.

1. There is no significant difference among secondary,
marxeting education teachers from small, medium, and large
schools in terms of their perceptions of coricerns.

2. There is no significant difference among secondary,
marketing education teachers from rural, small city, suburban,

and urban locations in terms of their perceptions of concerns.

ERIC LE
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3; There is no significant difference among secondary,
marketing education teachers, who are classified as first-
year, second-year, third-year, or experienced, in terms of
their perceptions of concerns.

4. There is no significant difference among male and
female, secondary, marketing education teachers in terms of

their perceptionn of concerns.

Refinition of Ierus

The connotations attached to a few terms used in this
study may not be apparent to the reader. Therefore, the
following definitions may be useful.

Congcarns: Fears or problems perceived by teachers as
affecting their role in the teaching/learning process.

Eirst-Ysar Isachers: A person who meets state
certification requirements and is employed as a teacher for
the first time. |

Secgond-Year Isacher: A person who meets state
certification requirements, has completed one year of
teaching and is employed for the second year.

Ihird-Year Isacher: A person who meets state
certification requirements, has completed two years of
teaching and is employed for the third year.

Experienced Isacher: A person who mcits state certificati

requirements and has completed three or more years of teaching.

11
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Swmall Schegl: R secondary school in which fewar than
%S00 students are enrolled.

Medium-Sized Scheels A secondary school in which between
=00 and 999 students are enrollad.

Laras Scheogl: A secondary school in which 1,000 or

more students are enrclled.

Desian

This study was designed following the same basic
procedures used by Underwood and Davis (Ball State
Univqrsity, 198%) in their assessment of the concerns of
Indiana business and marketing education teachers. Major
modifications to their design included limiting the
population to marketing education teacher—-coordinators and

using a total population instead of a sample population.

Datas Collegtion

The survey instrument originally developed and
validated by Underwood was adopted for the purpose of data
collection.

The 19683-86 I1llineis DECA Rirsctory was used to
identify the secondary, market ing education teacher-—
coordinators who were asked to respond to the survey
instrument. The Riregtory contained entries for each schocl
within the state with an active DECA chapter, that is, with

a currently validated charter and with membership dues-
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paying members. The names of ninety-—two t.‘ch.r-
coordinators were taken from the Riregtery. Thof. were
additional marketing teacher-coordinators within the state;
however, their schools were excluded because of the inactive
status of a DECR chapter.

The population was sant a cover latter, survey
instrument, and postage~paid return envelope. Three weeks
later, a follow—up was sent to those who had not yet
returned the instrument. |

Useable completed survey instruments were returned by
69 marketing education teachers. This represented a 75
percent response rate. According to Morris and Gold
(Becountability Qperatiens Manusl, 1977), a 7S percent
response from a population of ninty—-two yields a margin or
error not greater than five percent at the .05 level of

probability.

Rata Analysis

For each concern listed on the questicnnaire, a mean
score of the magnitude of difficulty was derived. This
score was calculated by averaging the numerical values
assigned to the concern by respondents. The higher the mean
score for each item, the higher the perceived level of
concern for that particular item. Tables were constructed
to show the mean scores and rank order of perceived concerns

within sach category.

139
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For sach category of concerns listed in the
questionnaire, an unweighted means analysis was used. This
design was chosen because the cell frequencies were unaqual
and disproportional. The two factors in the ANOVA table
ware: (1) sex and (2) teaching experience. To test the
effect of school size and school location on the degree of
difficulty of perceived concerns of secondary market ing
education teachers, a ona-way analysis of variance technique
was used for each category of concerns.

Each hypothasis was tested at the .05 level of
significance. The data used in the analysis of variance
were sach respondant’s total stfore within each concern
category. The score was calculated by summing the responses
to ®ach concern within the broad categories under consideration.

For any rejection of a null hypothesis about the main
effects, a Scheffe multiple comparison technique was
utilized. This method was used because it permits
significant differences between pairs of means to be

identified when working with unequal sample numbers.

Eindings

The data in Table i show the means and rank order of
perceived concerns contained in the category of human

relations.

e
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TASLE 1

Means and Rank Order of Perceived Concerns of S|coudary. Markecing Education Teachers
1 the Category of Husan Rolotions

.

Concern Mean Rank
Establishing good relationships with the principal 1.783 4
Establishing good relationships with administrative personnel
other than the principal 1.941 2
Establishing good relationships with other teachers 1.232 10
Establishing good relationships with parents 1.768 5
Establishing good relationships with students during school hours 1.435 8
Estadlishing good relationships with students after school hours 1.397 9
Establishing good rolationshipf with non-certified personnel 1.145 11
Establ {shing ‘effective commnications and working relationships
with suporvlsors . 1.537 7
Understanding cosmunity problems, cultures, and traditlons 1.735 6
Understanding expectations of administrators and supervisors 2.000 1
Establishing working relationships witi—guidance personnel 1.912 3
Grand Mean 1.628
1sNo Difficulty whatever 29S1ightly Difficult . 3sModerately Difficult
4sSignificantly Difficult SeExtremely Difficult

Secondary, marketing education teachers perceived concerns
in this category to range from “no difficulty whatever" to
“glightly difficult.”

Table 2 depicts the magnitude of difficulty perceived
by secondary marketing education teachers in the category of

classroom management and routines.

aq
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TABLE 2

Means and Rank Order of Perceived Concerns of Secondary, Marketing Education Teachers
in the Category of Classroom Management and Routines

e

) Concern Mean Rank
Handling problems of pupil control and discipline 1.691 )
Motivating pupil interest and response 2.544 1
Keeping records and making reports 1.765 3
Budgeting class time 1.544 6
Determining policies for democratic pupil control 1.552 7
Handl ing problems of absences and tardiness . 1.926 2
Dispensing and collecting materials and papers 1.309 9
Developing rapport vith students 1.338 8
Understanding the behavior of pre- and early adolescents 1.750 4
Grand Mean . 1.713
1sNo Difficulty whataver 2S11ghtly Difficult . 3sModerately Oifficult
4sSignificantly Difficult S«Extremely Difficult

Motivating pupil interest and r;sponsc was viewed as the
greatest concern followed by handling problems of absances
and.tardinass.

The third category, instructional activities and
methods, was the largest category with a listing of 20
concearns. Tha mean and rank for each concern is ccntained

oo
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TASLE 3

Means and Rank Order of Perceived Concerns of Secondary, Marketing Education Teachers
in the Category of Instructional Activities and Methods

' Concern Mean Rank
Formlating instructional objectives . 1.647 13
Sequancing instruction : 1.382 17
Explaining subject matter 1.238 20
Prescribing instruction 1.394 16
Individual1zing instruction , 2.018 8
Providing enrichment activities . 2.0%9 7
Providing remedial activities - 2.34 )
selecting instructional materials . 1.716 10
Making appropriate and meaningful assignments . 1.441 14

* Planning and preparing lessons 1.294 19
stimulating critical thinking 2.537 1
Using audio-visual equipment 1.682 11
Utilizing instructional saterials 1.424 15
Using community resources 2.471 4
Leading class and small group discussions 1.882 9
Using question-asking techniques 1.662 12
Giving students a share ia planning objectives and learning activities '2.500 3
Developing in students good work and study habits 2.493 3
Handling controversial topics 2.176 6
Mastering subject matter : : . 1.358 18
Grand Mean ' 1.833
1sNo Difficulty whatever . 2eSlightly Difficult 3eModerately Difficult
4=Significantly Difficult SeExtremely Difficult

The application of teaching methods appeared to be of little
concern. The concern perceived to be of greatest magnitude
was stimulating critical thinking, followed by giving
students a share in planning objectives and learning
activities.

The data presented in Table 4 reflects the teachers’

concerns which were defined as personal.
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TABLE 4

Means and Rank Order of Perceived Concerns of Secondary, Marketing Education Teachers
in the Category of Personal Concerns

Concern Mean Rank
Living conditions ' 1.368 7
Salary 2.485 rd
Physical health 1,265 9
Personal appearance 1.324 8
Poise and self-confidence 1,388 6
Leisure-time activities ' 1.761 4
Oemands on time 2.897 1
Accepting school's philosophy and objectives 1.768 3
Adjusting to standards of expected teacher conduct 1.119 10
Academic freedom | - 1463 5
Grand Mean : _ . 1.668
1=No Difficulty whatever 2aS11ghtly Difficult 3-pq¢;rm|y Difficult
4sSignificantly Difficult *  SeExtremely Difficult |

The marketing education teachers were more concerned about
demands on time than salaryj however, their concerns as
related to salaries overshadowed the remaining eight
concerns.

The marketing education teachers respondad to 18

differeant concerns rolatid to conditions of work.

124
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Means and Rank Order of Perceivad Concerns of Secondary, mrtotin Education Teachers
in the cucwry of Coanitiom of \lork '

. Concm ‘ . Mean Rank
Quantity and quality of resources and materfals 2.000 13
Quantity and quality of equipment. 2.38) ]
Buildihg facilfties .19 11
Class schedule ) 2.174 9
Pupil-teacher ratio ) 2.087 12
Mumber of different preparations 2.681 2
Appearance of teaching enviromment .. - 1.882 135
Office and work space 2.188 7.8
Secratarfal and plrcprofossionll staff 2.164 10
Securing supplies 1.98% 14
Having enough school time for Planning and preparing . 2.794 1
Gaining administrative and supervisory support . 2.138 L
Length of class pariod 1.691 16
Teaching assignment compensurate with training 1.377 10
Policties for personal business and sick leave 1.594 17
Assignment of extra duty ‘ 2.188 1.5
Acquiring up-to-date equipment T 2.438 3
Having enough equipment for effective fustruction 2.219 6
Grand Mean . . . 2.132
1Mo Difficulty whataver 2281 ightly Difficult 3=Moderately Difficult
4sSignificantly Oifficult SeExtremely Oifficult

Tabie S shows that the teachers' greatest concern in this
category was having enocugh school time for planning ard
preparation followid by the number of different
preparations.

Data contained in Table 6 shocw the means and rank order
of perceived concerns contained in the category of

evaluation problams.

19
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TAELE 6

Msans and Rank Order of Percaivel Concerns of Secondary, Marketing Educition Teachers
in the Category of Evaluation Problems

Concern Mean Rank
Constructing teacher-sade tests 1788 7
Using teacher-made tests to diagnose learning~needs of ‘students 1.883 6
Grading tests | L8 1
Administering tests . 1.174 12
Assigning grades ' 1.518 10

- Agreeing with school's grading policies and procedures - 1.609 8
Involving students in self-evaluation . 2.269 2
Using tests to evaluate effectiveness of teaching materials
and instructional materfals ) 2.028 4.5
Interpreting and utilizing standardized achievement and aptitude tests 2.482 1
Administering stﬁndardized achievement and aptitude tests 2.121 3
Evaluating homework 1.594 9
Evaluating affective outcomes of dnst;;itlon 2.029 4.5
Grand Mean 1.522
1=fo Difficulty whatever 2251 {ghtly Difficult 3sModerately Oifficult
4=Significantly Difficult SeExtremely Difficult

Interpreting and utilizing standardized achievement an&
iptitude tests was singled—-out by teachers as their greatest
concern and the administration of such tests ranked third.
Teachers indicated they had very little concern about
administering and grading other tests or assigning grades.
The respondents showed greater concern for the items
included in the seventh category, professional growth, than

for the other categories.
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TABLE 7

Means and Rank Order of Perceived Concerns of Secondary, Marketing Education Teachers
in the Category of Professiondl Growth

Ceoiicern Mean Rank
Opportunities to observe other teachers J.188 2
Opportunities for advanced college work 2.309 8
Opportunities for in-service work - . 2.56% 6
Supervisory usisf.m:, for improving teaching methods 2.084 4
Opportunltgcs for advanctn;nt 3.19¢ 1
Opportunities to particjput. in professional organizations 1.721 11
Availability of professional 1iterature 1.735 10
Opportunities to read professional 1iterature 2.603 H
Opportunities to work in curriculum development and improvement . 2.348 7
Opportunities for democratic decisions making on school policies .
and practices 3.145 3
Mequate policies for leaves of absence 2.0 9
Grand Mean co 1.628
l:lo Difficulty whatever 2e811ghtl,; "!fficult J=Moderately Difficult
4sSignificantly Difficult  SeExtremely Difficult '

In fact, six of the eleven concerns yielded means in the

moderately difficult range.

As illustrated in Table 8, however, the grand mean for
the category, conditions of work, was of greatest overall

concern followaed by the category, instructional activities.

21
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TABLE 8

Grand Means and Rank Order of the Seven Categories of Co
Secondary, Marketing Education Teachers teg ncerns as Perceived by

Category of Concerns Grand Mean ) Rank
Human Relations 1.628 6
Classroom Managament and Routines 1.713 3
Instructional Activities and Methods 1.833 2
Personal Concerns 1.668 4
Conditions of Work 2.132 1
Evaluation Problems - 1,822 7
Professional Growth 1.628 ]

Evaluation problems and human relations were the two
categories showing least concern when ranked by grand means.
‘thn comparing the magnitude of concern expressed by
secondary, marketing education teachers, it is interesting
to note that seven of th‘ top ten concerns were identified

in the category of professional growth.
TABLE 9 '

Means and Rank Order of the Ten Greatest Concerns as Perceived by
Secondary, Marketing Education T@nchors .

Concern Mean Rank Category
Opportunities for advancement 3.194 "1 Professional Growth
Opportunities to observe other teachers 3.1§§ 2 Professional Growth
Opportunities for democratic decision
making on school policies and practices 3.145 3 Professional Growth
Oemands on time ) 2.897 4 Personal Concerns
Supervisory assistance for improving
teaching methods 2.884 5 Professional Growth
Having enough school time for planning
and preparing 2.794 6 Conditions of Work
Number of different preparations 2.681 7 Conditions of Work

(tabte continues)
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TARE 9 (continued) , ,
Means and Rank Order of the Ten Greatest Concer

Secondary, Marketing Education Teachars ns=ls=Pcrcolicq,5y
Concern . . Mean ilnk Category
Opportunities to read professiona)
1iterature 2.603 8 Professional Growth

Opportunities for {n-service work 2.868 9

Professiona) Growth
Motivating pupil intarest and response 2.544 10

Classroom Management

Twe of the top ten concerns were from the catagory of
corditions of work and one was from the category, classrcom
Managemnant,

Rs shown in Table 10, no significant differences
existed in the perceived level of difficulties c¢f tho savenr
catapories of concerns among secondary, marketing education

teachers from small, medium, and large schoocls.

TABLE 10

The F-ratfos for the Effect of School.Size as Calculated for each
Category of Concern. ‘

Category of Concern Source of Varfation df Mus F P

Human Relations 3chon) Size 2 0.216 0.996 0.372
Classroom Management School Size 2 0.258 1.087 0.340
Instructiona) Activities . School Size 2 0.213 0.901 0.408
Personal School Size 2. 0.2% 1.189 0.307
Conditions of Work School Size 2 0.034 0.07% 0.928
Evaluation Problems Schoo) S1ize 2 0.244 1.14% 0.321
Professional Growth School Size 2 0.29% 1.228 0.29%

ad




M= |eacher Concerns

Thue, the results of the one-way analysis of variance
tecihwriiques indicate the the F-ratio for the effect of school
sizo did not allow the rwull hypothusis to be rejucted at the
«0% lavel of significance.

The data in Table 1. show the results cf the analysis
of variarcae used to detect sigrnificant differences in the
responses from teachers in urban, suburban, small city, and
rural high schoocls.

TASLE 11

The F-ratios for the Effect of School Location as Calculated for each
Category of Concern

Category of Concern Source of Varfation df NS F P

Human llllti;us-' : Location 3 0.469 2,210 0.089
Classroom Minagement T Location 3 0.174 0.729 0.536
Instructional Activities Location 3 0,368 1.566 0.200
Personal . . Location 3 0.046 0.206 0.892
Conditions of Work Location 3 07238 0.523 0.667
Evaluation Problems . Location 3 0.419 2,003 0.116
Professional Growth ' Location 3 0,941 2,007 0.105

No significant differences existed in the perceived level of
difficulty for the seven categories among teachers ir urban,
suburban, small city, and rural high schools.

The data in Table 12 thow the results of the urweightaed
means analysis used to detect significant differaercas in the
seven categories for the offects of sox and yoears of

teaching experience.
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TABLE 12

The F-ratios for the Effects of Sex and Years of Experionce as C
Category of Concern per as Calculated for each

Category of Concern Source of Varfation  df. ns F )
Wuman Relations ' e of | o.m 2.981  0.086
= ﬂnsrou WaRagement — — L. W'.E" === {' = %‘ g 90* o‘.'%z

| rEEETeRT KETER =T o %ﬁ" tocy _ 3 Du2 G4 - Do
- m----,----------t’al’ ‘Wl.ml--_%-.ga%o %gi. 04.50
- ComdTeTors T TRk~~~ =~ = oo esu gt fparteres o § - bl - SR - °"‘§c

!vﬂufiou'l’roﬁ\'-'s"-";----""”Wl‘n‘""*" ’ a'%l ""c.og-

'rm'.'.mm'a.-o-":ﬁ""*'""’""" ‘”"'M"“‘f"' "%? ""o on-
. Yrs. of txplrianco . 3 0.008 0.032

giuniftcant diffarences existed in the catagoriocs of
parraonal concerns, avaluation problens, and profecsional
growth between male and female teachers. Therefore, the null
hypothesis was rejected.

No significant differences were recorded as the rasult

of the effects of years of teaching experience.

Ceonclusiens and Baconuendaticnk

Whi'le an analysis of the data could lead to a number of
conclusions, the following appear to be justified.
Canslusiens
i. Secondary, marketing educaticon teachers in Illincis are
mora corcernaed with prof.ostonal growth and corditions of
work than they ara with classrocm and pedagogical mattars.
z. Teachars do not view the classroom asd the ultinute stup

on their caraar ladder; they want opportunitias for advancaner




2. Sirce teachers are concerned about the lack of
opportunity to observae other teachers, it appears that this
avenue of profassional growth is deserving of attuntion.

4. Teachers desirae to boccma morae actively involved in the
decision-making process with a voice on school policies ard
pract ices.

=. Teachers feel that (reat demands are placed on their
éim., perhaps resulting from clei~rical duties which are tco
frequantly imposad upon professionals.

6. Toachers desire supervisory assistance in erndeavors
dosigred to improve teaching methods. Too often,
supurvisors evaluate for the purpose of tenure dacisions,
not for the purpose of improving instruction.
Rescuusndations

The following rocommnndations'u-ro formulated as a

rasult of this study.

{. Teacher education institutions withipn tha utate of
11lincia should consider the concerns of secondary,
warketing education teachers as they plan preservice
instruction. Strategies for overconivng or allaviating
conecrnsvshould be developud.

2. In-service instructional prograus for tha
secondary, narkaeting education teachers should be designac
to respond to the concerns of greatest magnitude. Parhaps

workshops sponuored by profussionql organizaticna such as

26,
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ME Taoachar Concerns

J
the Illinois Vocational Association ér the Illircise

Mﬂﬂ;qpctctton of Marketing Education can address the woet acuta

- QUNCBYNS.

3. Secue of the concorns can best be addressed by
socordary school administrators who have diraect cortrol cver
tho working conditions and working environment. The
profession needs to formulate stratagies for bringirg such

concarns to the attantion of aduinistrators and for ancouraging

responsiva actions..
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Abstract

The purpose of this study was to determine if
significant differences existed among acadenmic,
vocational, and academic-vocational atudents as to
numerical grade average, general self-concept, and six
specific dimensions of self-concept as measured by the
Piers Harris Children's Self-Concept Scale. The
curricular groups were taken from the eleventh grade of
a suburban Alabama high school. Using analyses of
_variaﬁce, the Academic group was found to have a
significantly higher numerical grade average than
either the Vocational group or the Academic-Vocational
group (p<.0l1). The Academic group scored significantly
higher, (p<.05) than the Vocational group on the
gself-concept dimension, Intellectual and School

Status. No other significant differences were found.

»
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<
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pifferences

pDifferences in Self-Concept and Achievement. of

Vocat.ional, Academic, and Academic-Vocational Students

A review of the research completed within the last
20 years revealed several gstudies which attempted to
demonst.rate differences in self-concept. and/or
achievement between vocational and nonvocational high
school students, Studies by Korman (1967), Putnam:
Hosie, and Hansen (1978), and Aniloff (1977) exemplify
research which supported the position that these two
groups have significantly different. self-concepts.
Oother studies, such as Simpson (1976), and Taylor
(1981), found no significant relat.ionship between
self-concept and career or curricular choice.

studies investigating-differences in achievement
of students choosing either an academic or vocational
curriculum have also proauced mixed findings. For
example, Peace (1975) found that high school vocat.ional
and nonvocational seniors had similar grade point

averages. In a study by Wwoolf (1972), nonvocat.ional
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Differences

students scored significantly higher than vocational
student.s on the variable of academic achievement.,

In the research reviewed, the subjects were
generally divided into such groups as vocat.ional and
nonvocational or academic and nonacademic. Populat.ions
were drawn from various grade levels, or combinations
of grade levels,

Goodlad (1984) found that it would be virtually
impossible for a student to change from a vocational to
an académic concent.rat.ion after the completion of the
10th grade without significantly increasing the number
of credits required for graduation. Therefore, t.he
decision was made to concentrate this study on the llth
grade level. An analysis of t.he 11th grade population
of Muscle Shoals High School, Muscle Shoals Alabama,
revealed 3 distinct curricular groups. There was an
academic group which included students taking at least
one higher mathematics, physical sciepnce, or foreign
language course and not enrolled in any vocational
course. A second group, designated vocat.ional, was

composed of students taking a vocational course and no
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Differences

course in higher mathematics, physical science, or
foreign language., The third group, labeled
academic-vocational consisted of students who were
taking at least one higher mathematics, physical
science, or foreign language course and a vocational
course, Separating the academic~-vocat.ional students
from the academic students and the vocational students
provided definition of comparison groups not found in
any stddies reviewed,

The purpose of this study was to determine if 1l1lth
grade students choosing one of the three curricula
described above were significantly different as to
general self-concept, 8ix specific dimensions of
self-concept., or numerical grade average than 1llth

grade students choosing the other curricula,

Method
Subjects
The population consisted of the ent.ire Spring 1985
cohort. in the 1llth grade at Muscle shoals High School,

Muscle Shoals, Alabama. A total of 137 subjects was

38
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Differences

divided among the curricular groups as follows:
Vocational - 67, Academic - 45, and Academic-
Vocational - 25. Inclhded in the enrollment were 77
girls and 60 boys. The-pésalation included 15 black
students and 122 white students. Results on the -~
California Achievement Test, taken in the 1l0th grade,
were available on 120 of the subjects, The scores were
normally distributed. Muscle Shoals is a middle class,

suburban community.

Instrumentation

The Piers-Harris Children's Self-Concept Scale
(Piers & Harris, 1969) was selected to measure both
general self-concept and the six dimensions of
self-concept. The scale is an 80-item self-report
questionnaire which yields a total (general) score, and
scores on six specific dimensions of self-concept. The
gsix sub-scales are Behavior, Intellectual and School
st.atus, Physical Appearance and Attributes, Popularity,

Anxiety, and Happiness and satisfaction. 1Items on the

39
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Differences

scale are scored in either 3 posit.ive or negative
direction. A high score on the scale suggests a
positive self-concept, whereas a low score sqggests a
negative self-evaluation.

Student transcripts contained numerical grades by
course. Grades made in the 9th and 10th grade by each
student included in the study were averaged and this
numerical grade average was utilized as the measure of

achievement. .

Data Analysis

One-way analyses of variance were used t.o t.est. for
significance of differences among the group mean 8cores
on general self-concept, five of the six specific
dimensions of self-concept (Behavior, Intellectual and
School Status, Physical Appearance and Attributes,
Popularity, Happiness and satisfaction), and mean
numerical grade average. Where significant F rat.ios
were found, the Scheffe' procedure was utilized to
determine which groups were significantly different on

the particular variable,.
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Differences

Scores made by the 3 curricular groups on the
specific celf-concept dimension Anxiety did not meet
the assumption of equal variances., Therefore, the
Kruskal-wallis one-way analysis of variance by ranks
was utilized for this variable, Differences between
groups on all measures were test.ed at the .05 level of

significance,.

Results
Taﬁle 1 summarizes findings of analyses of
variance which were utilized to determine if the three
curricular groups differed significantly as to general
self-concept., five of the six specific dimensions of
self-concept (Kruskal-wallis one-way analysis of
variance by ranks was applied to measures of the
dimension, Anxiety), and numerical grade average. The
following conclusions were reached:
1. There were no significant differences among
the groups in general self-concept.,
2. There were no significant differences among
the groups in the Behavior dimension of

self-concept.,

41
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Differences

There was a significant difference between
the Academic group and the Vocational group
in the Intellectual and School Status
dimension of self-concept (p<.05).

There were no significant differences among
the groups in the Physical Appearance and
Attributes dimension of self-concept.

There were no significant differences among
the groups in the Popularity dimension of
self-concept.

There were no significant differences among
the groups in the Happiness and

satisfaction dimension of self-concept.,
There were significant differences in the
groups in numerical grade average
(achievement) (p<.0l). The differences were
between the Academic group and the Vocational
group and between the Academic group and the
Academic-Vocat:ional group with the Academic
group having the higher mean numerical grade

average in each instance,
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Table 2 displays data obtained by applying the
Kruskal-Wallis one-way analysis of variance by ranks to
the measures of the Anxiety dimension of self-concept..
There were no significant. differences among t.he groups

in the Anxiety dimension of self-concept.,

Discussion

When compared to earlier st.udies reviewed, this
study was unique in that it defined 3 curricular groups
as follows: a Vocational group, an Academic group, and
an Académic-Vocational group. Most of the studies
reviewed compared vocational groups with academic
groups.

The most significant difference found among t.he
three groups was in numerical grade average, which was
utilized as the measure of achievement. The Academic
group was found to have a significantly higher mean
numerical grade average than either the Vocational
group or the Academic-Vocational group (p<.0l). No
significant difference existed between the Vocational
group and the Academic-Vocational group in numerical

grade average (p<.05). Within the populat.ion of this
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Differences

study, therefore, the Academic- Vocat.ional group
appeared to be more similar to the Vocat.ional Qroup
than to the Academic group in achievement.,

The Academic group scoréd significantly higher
(p<.05) than the Vocational group on the self-concept
dimension Intellectual and School Status (academic
self-concept). Differences between the Academic-
Vocat.ional group and the other groups in Intellectual
and $ch601 Status were not significant at the .05 level
of significance,

The majority of studies reviewed found significant
differences between vocational and academic groups in
general self-concept. This study found no significant
differences among the groups on deneral self-concept
(p<.05). The three groups were not significantly
different at the .05 level of significance in any of
the specific dimensions of self-concept except.

Intellectual and School Status,.
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Table 1
Means and Standard Deviations by Group With P Ratios and F Probabilities

Academic-
Vocat.ional Academic Vocat ional
. (N =67) (N = 45) (N = 25)
Measure Mean SD  Mean SD  Mean sD F Ratio F
Probability
. General Self-Concept. 56,46 10.57 56.93 12.47 60,24 11,40 1,037 .3575
Behavior 12,85 2.74 12.39 2.49 13,28 2,23 .874 .4195%
= Intellectual and
School Status 10, 46 3.50 12.27 3.84 11.68 4,10 3.336 .0385*
Physical Appearance
and Attributes 8.67 2,99 8.73 3.11 9,60 3.16 .896 .4107
Popularity 8.87 2.20 8.48 2,72 8.80 2,43 .338 . 1137
Happiness and
Sat isfact.ion 8.43 1.94 7.93 1,92 8.68 1.82 1.477 .2320
Numerical
Grade Average 76.77 6.41 85.55 7.76 79.65 8.35 19,796 .0000**
* "y
B(.OS »
*+p<,01 ‘4d
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Table 2

Mean Ranks by Groups With Chi-square Corrected
for Ties and Significance for the Anxiety

Dimension of Self-Concept

Academic-
vocational Academic Vocational Chi-Square
(N=67) - (N=45) (N=25) Corrected
Mean Rank Mean Rank Mean Rank for Ties Significance
72.37 58.74 78.44. 4.957 -.084
44
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Abstract

The purpose of the study was to identify critical areas contributing to
‘the current scles position of a city in relation to other cities in the
state. The nominal group technique was used by marketing educators at
the higher education level in conjunction with a merchants association to
determine opinions of the association’s members. This paper presents an
example whereby the nominal group technique was used to 2id in
determining the positions the association might take in regard to criticsl
and controversial issues impacting the trading area of the membership.
The controversial nature and, thus, the importance of the positioning
centers on decisions the association must make in matters of political

consequence.




The Identification of Critical Areas Contributing to the
Current Sales Position for the Greensboro Area in
Relation to Other North Carolina Cities:

An Application of the Nominal Group Technique

The nominal group technique has been used by marketing educators at the
higher education level in several settings with merchant associations to
determine specific service needs of the association's members. This paper
presents an example whereby the nominal group technique was used to aid
in determining the positions the association might take in regard to
critical and controversial issues impacting the trading area of the
membership. The controversial nature and, thus, the importance of the
positioning centers on decisions the Association must make in matters of
political consequence. The method selected must receive broad-based
support from the membership.

Purpose of the Study

The study was conducted to provide information as to the opinion of the
membership regarding the rcasons which prevent Greensboro from
obtaining a.higher ranking when compared to retail sales of other cities
in North Carolina. Historically, the Greensboro area has been second in
the state in regard to retail sales. A trend is developing that positions
the Greensboro area in a lower position (behind Charlotte and Raleigh)
and, furthermore, the lower-positioned Winston-Salem is closing the gap
that existed between the sales figures for the two geographical areas as
reported in the North Carolina Retail Merchants Association documents.

Hopefully this information will better enable the Greensboro Merchants
Association to determine future actions to -enable the Association, and
other organizations as well as the City of Greensboro to better serve the
needs of the business community of Greensboro.

The objectives of the study are as follows:

1. To adapt a research methodology that would assist in determining the
opinicns of members of the GMA.,

2. To determine the degree of commonality of opinions of selected
member groups of the GMA.

3. To dctermine the opinions unique to selccted member groups.

4, To dcterminc the degree to which mcembers agree on rcasons
contributing to salcs rank of Greensboro within the state.

Rescarch Methodology
The research will consist of two distinct phases: (I) The Nominal Group

Techniquc Proccss (compicted December, 1986) and (11) a survey of the
membership (to be completed during Spring, 1987).

2



Phasc L. Nominal Group Techniaue

The Nominal Group Technique (NGT) was used to identify the reasons
which prevent Greensboro from obtaining a higher sales position within
the state as perceived by a sample of the various industry groups
comprising the GMA membership.

From this base of information, the NGT procedure allowed for the
identification of opinions unique to one group and the opinions that were
viewed as common by two or more groups as well as the hicrarchy of
opinions by selected groups and those representative of the entire
membership.

The Nominal Group Technique is a special purpose group process
appropriate for identifying eclements of a situation and establishing
priorities. The NGT is extremely useful when the judgments of several
individuals must be clarified and aggregated into a group decision (Price,
1985, p. 5). For this study, a scries of four small group meetings were
conducted. The Nominal Group Technique was used to facilitate the
discussion in each meeting and to collect data in order to address the
objectives as presented above.

The Nominal Group Technique process involved five steps: 1.
introduction to the meeting;, 2. silent generation of ideas in writing; 3.
round-robin listing of ideas; 4. discussion for clarification; and 5.
ranking of the items (Price, 1985, p. 7).

The first step in identifying the population to be sampled was to divide
the membership into four groups. Those segments of the membership
were derived by the leadership of the Association in cooperation with the
rescarchers. The four groups were as follows: 1. retail; 2, small
business; 3. financial and service; and 4. automotive.

The participants for this study were members of the Greensboro
Merchants Association. The participants were selected by the leadership
of the Association. The selection criterion was based on observable
leadership within the business community.

Eight to twelve participants were involved in each small group session.
The recommended procedure calls for a group of no less than five
members and no more than twelve members. An under-five member group
will suffer from lack of resources while an over-twclve member group will
be unwieldy.

Descriptive analyses were used to analyze the data collectcd from Phase |
(the Nominal Group Tecchnique). A wvalue score was determined and
analyzed for each of the items identified within each small group mecting.
This score was detecrmined by adding the values assigned to each of the
itcms by individual participants. The same valuc for cach itcm was uscd
to dcterminc a group conscnsus rcgarding the prioritiecs of thc itcms.
This calculation was madec for the identificd opinions within cach group.
Such a calculation was not possible across groups. However, central



themes were determined that identified common opinions among the
industry scgments, These themes will be addressed in Phase II (the
survey of the membership).

Results of Pt I the Nominal G Techni
The results of Phase I will be presented by the four industry segments.
Only the results which appeared to be the most critical as determined by

the group value scores are reported. The problems that are reported are
listed in rank order for each industry segment.

Industry Seament I: Retail

Representatives of the retail segment identified 19 reasons for the lower
sales ranking of Greensboro. The ranked items in order of criticality are
as follows:

1. Nothing except ingenuity in marketing, expenditure of funds,
aggressiveness and better use of media.

1. Failure to attract conventions and exhibitions (annual special events).
3, Lack of a strong cohgsive marketing program to attract new business.
4. Lack of "real" identity.

5. Uptown situations and lack of renovations (revitalization).

5. Lack of penetration in surrounding areas.

Industrv Scgment 2: Small Business

Representatives of the small business segment identified 23 reasons for
the lower sales ranking of Greensboro. The ranked items in order of
criticality are as follows:

I. Lack of an aggressive recruiting of businesses.

2. Lack of promotion of Greensboro and surrounding areas.

3. Lack of sophisticated marketing in research and execution.

4. Lack of enthusiasm for Greensboro.

5. Lack of awaréness of long-range plan.

Represcntatives of the finance and scrvice scgment identificd 17 rcasons

for the lower sales ranking of Greensboro. The ranked items in order of
criticality are as follows:



Lack of a convention center.

Lack of a department store that goes after up-scale households.

Not keeping our dollar at home.

Lack of vibrant downtown area (rcstaurants, shopping, and
entertainment).

Availability of wholesale prices on merchandise.

Lack of (downtown) office space.

Industry Segment 4: Auto Dealers

Representatives of the auto dealers segment identified 15 reasons for the
lower sales ranking of Greensboro. The ranked items in order of
criticality are:

W wWwr=

Lack of population expansion (other than through annexation).
Lack of equitable taxation.

Lack of high income employment.

Negative mentality fostered by the media.

Lack of a hub at the airport.

Feeling of high taxes.

Inventory tax.

The Phase I process d=termined that the opinions held in common for two
or more of the industry segmen\. were as follows:

-
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1. Lack of enthusiasm for downtown Greensboro.

2. Greensboro does not have a "real® identity. (There is a lack of a
main attraction to associate with the city that will draw large groups
of people, for example: inadequate convention center, no hub at the
airport and inadequate entertainment.

3. Even within the "Triad" Greensboro suffers from the lack of an
identified competitive edge for the consumer’s dollar.

4. The industrial nature of Guilford County and its surrocunding area
results in a concentration of lower income consumers in the region.
The impact of the closing of several large facilities has left the area
with increased unemployment. Th=~ availability of consumer spending
power is further restricted as a resuit.

Proiccted Continuation of the R b Stud

The identified critical areas are currently being used as a basis for the
development of a survey instrument. From the administration of the
instrument it is anticipated that the researchers will obtain the degree of
criticality as viewed by the members of the Association. This will assist
the administrators and board members of the Association in dctermining
the appropriate stance on controversial issues.
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PENNSYLVANIA MARKETING EDUCATION
IMPLEMENTATION OF ENTREPRENEURSHIP COMPETENCIES

Abstract

The purpose of this study was to obtain information from
Pennsylvania Marketing Education Teachers concerning the importance of
teaching entrepreneurship competencies developed in the #prircaram for
Acquiring Competence 1in Entrepreneurship” (PACE). The study reported in
this paper examined the opinion of thirty-four Pennsylvania Marketing
teachers at the state DECA conference about the importance to teach the
eighteen PACE competency areas and if the competencies were included in
their present curriculum,

Since few schools in Pennsylvania purchased the PACE materials the
teachers were asked if they would be willing to include entrepreneurship
instruction in their program. They were also asked if their students
requested information on how to start a small business and if the

teachers owned or operated a business.
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PENNSYLVANIA MARKETING EDUCATION
IMPLEMENTATION OF ENTREPRENEURSHIP COMPETENCIES

OBJECTIVES AND PURPOSES

The need for a study concerning the entrepreneurship competencies
in the Pennsylvania Marketing Education programs became apparent when a
*state wide teachers workshop on the "Program for Acquiring Competence in
Entrepreneurship® (PACE) had only ten teachers participating. Few
marketing teachers in Pennsylvania know about the PACE materfals and the
materials have not been purchased by the schools for inclusfon in the
curriculun. The purpose of the study was to obtain finformation from
Pennsylvania Marketing Education Teachers concerning the {importance of
teaching entrepreneurship competencies developed in the "Program for
Acquiring Competence in Entrepreneurship” (PACE).

The opportunity for small business growth represents a renaissance
among Americans of self-confidence, resourcefullness, and risk taking.
In discussing entrepreneurial characteristics, Shapero explains that
entrepreneurs can be developed--

Entrepreneurs are not born, they become..... The characteristics
that have been found to denote the entrepreneurs from others are
not genetically determined or fixed forever {in one's earliest
years. They are attained through experience. They are hopefully
nurtured through education, and they are amendable to personal
chofce and decision. We humans have the unique capacity to declde.
to choose many of the experiences that determine who we will be.

In keeping with the theory of entrepreneurship as a developmental
process, the National Center for Research in Vocatfonal Education's
project staff developed a model for life-long entrepreneurship education

that focuses on a sequential order for the development df basic

knowledges and skills, The model fs fncluded in Appendix 2.2 This
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model was designed to illustrate the fact that. entrepreneurship 1is
developed over an extended period of an entrpreneur's 1ife and does not
place in any one setting or at one specific time. The stages include:
(1) Economic Literacy/Basic Skills/Career Awareness, (2)
Entrepreneurship Interest and Awareness (3) Technical and Business
Skills Development (4) Entrepreneurship Venture Development, (5) Long-
term Expansion/Redirection.3 The model is enclosed in Appendix 3. This
lifelong learning model i{s an attempt to define the differences one
would expect to see in different types of entrepreneurship training
programs. It also {indicates the importance of defining a number of -
important needs and learning processes before infusing entrepreneurship
{nto any educational program. It is important that entreprensurship
education be developed and incorporated in the curriculum as a distinct
but integral part of all vocational education program areas. A Program
for Acquiring Entrepreneurship (PACE) represents a wiy to 1n1t1até
further action in this direction. This comprehensive entrepreneurship
curriculum was originally developed by the National Center for Research
in Vocational Education in 1977. The revised edition of this program is
testimony to the dynamic nature 'of the body of knowledge about
entrepreneurship.

The objective of the study was to examine the opinion of
Pennsylvania Marketing Education teachers about the importance of
teaching eighteen (18) PACE competency areas and if in fact the
competencies were included in their present curriculum. The study also
analyzed the teachers who owned a business against those who did not own

their own business as it might have affected their responses. The study
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3
also measures (1) the teacher's willingness to include entrepreneurship
in their programs, (2) student's request for information on ho&'to start
a small business, (3) related work experience, (4) years of teaching
experience, and (5) how many hours per week of entrepreneurship
{nstruction the teacher would be willing to include in their curriculum.
METHCOS AND PROCEDURES

The study's objectives and purposes dictated the methods and
procedures to be undertaken. The PACE competencies were listed and a
questionnaire design was started. The researcher wanted to know the
current name of marketing programs in the schools and the teachers years
of related work experience, the researcher wanted to know {if the
competencies were important to teach and {if the competencies were
currently included in the curriculum. The researcher wanted to know if
the marketing teachers would teach the entrepreneurship- competencies and
if their students are asking for information on how to start a sma1i
business. The study sought out the years of teaching experience of the

teachers and also how many hours of entrepreneurship instruction the

"teachers would include in their curriculum. The researcher also wanted

teachers who taught entrepreneurship to describe some of their
experiences and some comments which would be helpful to other teachers.

The data collecting instrument was developed and presented at a
meeting of five consuItants.. The instrument was modified and field
tested at two schools. A second meeting of the consultants produced a
final copy of the instrument (See Appendix 4).

The data was collected at the teéchers meeting held at the
Pennsylvania DECA Leadership Conference on March 8 - 10, 1987 at the
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Host Farm Resort, Lancaster, PA.  About fourty-five (45) marketing
teachers were in attendance and they were asked to complete the survey
instrument. Thirty-four (34) teachers completed the survey and returned
them to the researcher for tabulations.

RESULTS CONCLUSIONS AND RECOMMENDATIONS

The data was first tabulated from 612 responses as to the number
who responded yes or no to the following two questions:

1. In your opinfon are these competencies important to teach?

YES 529 or 86.4% NO 83 or 13.6%

2. Are these competencies included in your curriculum?

YES 465 or 76.0% NO 147 or 24.0%

Two competencies sliowed higher {insidence of NO answers on the
question of importance to teach were #4. Obtain Technical Assistance,
#9. Deal with Legal Issues.  Four competencies showed a higher
1nsfdence of NO answers on the question of including two competencies in
the curriculum were #4. Obtain Technical Assistance, #9. Deal with Legal
Issues, #17 Manage Customer Credit and Collection, and #18. Protect the
Business (See Appendix 1).

The data.were also analyzed from the variables of whether or not
the teacher owned or operated a business (See Appendix 2 and 3).
Teachers who owned a business responded as follows:

1. In your opinion are these competencies important to teach?

YES 292 or 81,.1% NO 68 or 18.9%

2. Are these competencies included in your curriculum?

YES 285 or 79.2% NO 75 or 20.8%

b3



Teachers who did not own a business responded as follows:
1. In your opinion are these compefencies important to teach?

YES 234 or 92.9% NO 18 or 7.1%

2. Are these competencies included in your curriculum?

YES 182 or 72.2% NO 70 or 27.8%

Pennsylvania Marketing Education teachers who have not purchased
the PACE Materials and are not familiar with those particular
competencies reported that the competencies are important to teach and
that these competencies are for the most part included in their
curriculum. These competencies matched the competencies which they
thought were important to teach.

The data does not show complete agreement on the PACE competencies
about thch are important to teach or which are included in the present
curriculum. The teachers are willing to include the entrepreneurship
instruction in their Marketing Education Program with appropriafe
curriculum materials. About 74% of the teachers got requests from their
students for information on how to start a small business.

Marketing Education teachers show no agreement on the number of
hours per week of entrepreneurship instruction they would include in
their curriculum. Perhaps the teachers were confused with the
definition of entrepeneurship competencies and marketing competencies.

ENDNOTES

1Shapero. A. "Have You Got What It Takes To Start Your Own Business?"
April 1980, p. 83-88.

2ynpublished paper, M. Catherine Ashmore, Ph.D. The National Center for
Research in Vocational Education, The Ohio State University, Ohio.

31bid.
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APPENDIX 1
Page 1 of 3

UNIVERSITY OF PITTSBURGH
VOCATIONAL EDUCATION PROGRAM

ENTREPRENEURSHIP COMPETENCY SURVEY

The Marketing Program you teach is called; Entrepreneurship 3
Marketing ED 11
Marketing & DE 16

Circle years of related work experience: 1-4, 5-9, 10-14, 15-19, 20 or more.
Number of responses 1ll.
4 3 5 5 6

Please respond to each item with a check mark under the appropriate space.

IN YOUR OPINION ARE THESE
ARE THESE COMPETENCIES COMPETENCIES INCLUDED
IMPORTANT TO TEACH? IN YOUR CURRICULUM
YES NO YES NO
How To:
32 _2 1. Understand the Nature of Small Business 29 _5.
29 _5 2. Determine Your Potential as an Entrepreneur 25 _9
29 _5 3. Develdp the Business Plan L2 12 -
25 _9 4. Obtain Technical Assistance .20 _14
31 _ 3 5. Choose the Type of Ownership 28 _6
29 _5 6. Plan the Market Strategy 21 13
31 _3 7. Locate the Business 29 _5
30 _4 8. Finance the Business 26 _8
23 _11 9. Deal with Legal Issues _18 _16_
27 __1_ 10. Comply With Government Regulations 26 _ 8
_32_ _ 2 11. Manage the Business 30 _4
29 _ 5 12. Manage Human Resources 29 _5
33 _ 1 13. Promote the Business 32 2
31 _3 14, Manage Sales Efforts 28 _6
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APPENDIX 1

Page 2 of -3
IN YOUR OPINION ARE THESE
ARE THESE COMPETENCIES COMPETENCIES INCLUDED
IMPORTANT TO TEACH? IN YOUR CURRICULUM
YES NO ' YES NO
How To:

31 3 15. Keep the Business .Records 29 5

30 4 16. Manage the Finances 29 5

29 § 17. Manage Customer Credit and Collection 24 10

2 6 18. Protect the Business 24 10
529 + 83 = 612 TOTALS 612 = 465 + 147
86.4% 13.6% PERCENT 76.0% 24.0%

32 2 19. With appropriate curriculum materials would you be willing

Pleas

1.

to include entrepreneurship instruction as an integral
part of your program?

9 20. Do you ever get requests from students for information on
how to start a small business in your program area?

14 21. Do you now, or have you in the past, owned or operated a
business?

e answer by circling the appropriate response.
How many years of teaching experience do you have?

1-3 4-6 7-10 11-14 15 or more
2 0 3 4 24

How many hours per week of entrepreneurship instruction would you
include in your curriculum?

1 2 3 4 5 or more
7 4 6 1 1 No. Responses 3



APPENDIX 1
Page 3 of 3

Please answer these questions in a brief paragraph.

-, 1f you are currently teaching part or all of an entrepreneurship
program, briefly describe some of the experiences you have had.

The student must really be interested.

Too high level for my students.

Use school store operation.

Need better students to do a better teaching job.

Run concession stand for High Schcol and College during football
season.

2. Do you have any comments regarding entrepreneurship instruction that
would be helpful to other teachers?

Be careful what kinds of business you present.

Take interest surveys.

Use pace from Ohio Center.

Our Advisory Committee recommended that we not teach ----.
Students eager to work PACE units.

Bring in guest speakers., ‘-

Social studies classes are using Junior Achievement materials.

RETURN COMPLETED SURVEY TO YOUR SCHOOL OFFICE FOR MAILING TO:

Dr. Frank Palmier{ _
University of Pittsburgh”
4K57 Forbes Quadrangle
Pittsburgh, PA 15260

‘(‘
) RN
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APPENDIX 2

UNIVERSITY OF PITTSBURGH
VOCATIONAL EDUCATION PROGRAM

ENTREPRENEURSHIP COMPETENCY SURVEY

Responses From Marketing Education Teachers
who Owned Their Own Business

IN YOUR OPINION ' ARE THESE

ARE THESE COMPETENCIES COMPETENCIES INCLUDED
IMPORTANT TO TEACH? IN YOUR CURRICULUM
YES NO YES NO
19 _1 1. n::elgéand the Nature of Small Business 18 _2
17 _3 2. Determine Your Potential as an Entrepreneur 7 _ 3
17 _3 3. Develop the Business Plan 15 _5
12 _ 8 4. Obtain Technical Assistance 19
18 __2 5. Choose the Type of Ownership 18 _2
15 _5 6. Plan the Market Strategy 15 _5
8 _2 7. Locate the Business 18 _2 .
18 _2 8. Finance the Business 18 _ 2
11 9 9. Deal with Legal Issues 12 8
14 _6_10. Comply With Government Regulations 16 _4
_18 _ 2 11. Manage the Business 17 3
15 5 12. Manage Human Resoufces 15 5
19 _1 13. Promote the Business 19 _1
18 2 14. Manage Sales Efforts 16 _4_’
16 _4 15. Keep the Business Records 16 4
16 _4 16. Manage the Finances 14 6
15 _5 17. Manage Customer Credit and Collection 14 _ 6
16 _4 18. Protect the Business 6 _ 4
292 + 68 = 360 TOTALS 360 = 285 + 75
81.1% 18.9% . PERCENT 79.2% 20.8%
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APPENDIX 3

UNIVERSITY OF PITTSBURGH
VOCATIONAL EDUCATION PROGRAM

ENTREPRENEURSHIP COMPETENCY SURVEY

Responses From Marketing Education Teachers
Who Did Not Own a Business

ARE THESE
COMPETENCIES INCLUDED
IN YOUR CURRICULUM

IN YOUR OPINION
ARE THESE COMPETENCIES
IMPORTANT TO TEACH?

YES NO YES NO
How To:
13 _ 1 1. Undersiand the Nature of Small Business 12 2
12 _ 2 2. Determine Your Potential as an Entrepreneur 1 _1
12 _2 3, Develop the Business Plan _6 _8
12 2 4, Obtain Technical Assistance 8 _6
13  _1 5. Choose theAType of Ownership 12 2
13 1 6. Plan the Market Strategy _8 _6
13 1 7. Locate the Business A1 3
13 _ 1 8. Finance the Business 8 _6
12 2 9. Deal with Legal Issues 1 _1
13 _1 10. Comply With Government Regulations 10 _4
14 _0_11. Manage the Business 14 _0
14 0 12. Manage Human Resources i CE—
_14 0 13. Promote the Business 14 0
13 __1 14, Manage Sales Efforts 2 2
14 0 15. Keep the Business Records 12 _ 2
14 0 16. Manage the Finances 9 5
14 0 17. Manage Customer Credit and Collection 10 _ &
11 3 18, Protect the Business 8 _6
234 + 18 = 252 | TOTALS 252 = 182 + 170
92.9% 7.1% . PERCENT 72,2% 27.8%

6¥ 1




APPENDIX 4

University of Pittsburgh

SCHOOL OF EDUCATION
Department of Instruction and Learning
L}

Dear Marketing Instructor:

The need for entrepreneurship education is becoming more apparent.
A1l across the country more and more Americans are seeking the rewards of
financial independence and personal satisfaction that owning and
operating their own small businesses can bring. The operation of a small
business is not without risk. Statistics show that three out of five
businesses are no longer in existence after five or more years of
operation.

To better prepare individuals in establishing and operating a small
business we are undertaking the task of assisting teachers of vocational
programs to identify those competencies needed to be a success ful
entrepreneur. :

The enclosed survey will help identify the entrepreneurship
competencies that you feel are important énough to teach as an integral
part of the Marketing curriculum. This information will be compiled to
produce an instructor's handbook. The entrepreneurship instructor's
handbook will assist all vocational instructors and administrators to
include entrepreneurship competencies in their program curriculum. The
ultimate outcome will be in effect to create more opportunities for
Marketing Education students.

We would appreciate your cooperation in completing the enclosed
survey.

Sincerely,
D ok (Fablomms
D. Frank Palmieri

Associate Professor
Marketing Education Program

Enclosure

[
PITTSBURGH, PA 15260



APPENDIX 4 - Pg 2

UNIVERSITY OF PITTSBURGH
VOCATIONAL EDUCATION PROGRAM

ENTREPRENEURSHIP COMPETENCY SURVEY

The Marketing Program you teach is called:

Circle years of related work experience: 1-4, 5-9, 10-14, 15-19, 20 or More.
Please respond to each item with a check mark under the appropriate space.

IN YOUR OPINION ARE THESE

ARE THESE COMPETENCIES COMPETENCIES INCLUDED
IMPORTANT TO TEACH? IN YOUR CURRICULUM
YES NO . YES NO

: How To:

1. Understand the Nature of Small Business
2. Determine Your Potential as an Entrepreneur
3. Develop the Business Plan

4. Obtain Technical Assistance

5. Choose the Type of Ownership

6. Plan the Market Strategy

7. Locate the Business

8. Finance the Business

9, Deal with Legal Issues

10. Comply With Government Regulations
____ 11, Manage the Business

12. Manage Human Resources

13. Promote the Business

14. Manage Sales Efforts

15. Keep the Business Records

16. Manage the Finances

17. Manage Customer Credit and Collection

18. Protect the Business

| B 66
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APPENDIX 4 - Pg 3

ENTREPRENEURSHIP COMPETENCY SURVEY
Page 2

YES NO

19, With appropriate curriculum materiils would you be willing
to include entrepreneurship instruction as an integral
part of your program?

20. Do you ever get requests from students for information on
how tc start a small business in your program area?

21. Do you now, or have you in the past, owned or operated a
business?

Please answer by circling the appropriate response.
1. How many years of teaching experience do you have?
1-3 4-6 7-10 11-14 15 or more

2. How many hours per week of entrepreneurship instruction would you
include in your curriculum?

1 2 3 4 5 or more
Please answer these questions in a brief paragraph.

1. 1f you are currently teaching part or all of an entrepreneurship
program, briefly describe some of the experiences you have had.

2. Do you have any comments regarding entrepreneurship instruction that
would be helpful to other teachers? :

RETURN COMPLETED SURVEY TO YOUR SCHOOL OFFICE FOR MAILING TO:

Or. Frank Palmieri
University of Pittsburgh
4K57 Forbes Quadrangle
P{ttsburgh, PA 15260
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IMPORTANCE AND EMPHASIS PLACED ON THE NATIONAL CORE
CURRICULUM COMPETENCY AREA FOUNDATIONS FOR MARKETING:
AN ALABAMA STUDY

ABSTRACT

The primary purpose of this study was to determine whether
the 19 Foundations for Marketing competencies selected by
the Curriculum Committee of the National Council for
Marketing Education were a valid indicator of curriculum
beliefs of Alabama secbndary marketing educators. This
study gathered perceptions of the importance placed on the
Foundations for Marketing competencies, the emphasis placed
on these competencies in classroom instruction, and the
relationship between both responses.

A researchef designed questionnaire was administered to 94
individuals at the 1986 Alab;ma Marketing Education
Professional Development Workshop.

The major findings included: 1) strong agreement on the
importance of human resource foundation competencies;

2) agreement on the importance of economic foundations of
marketing; 3) agreement on the importance of marketing and
business foundations; 4) instructional emphasis on the three
competency areas; 5) substantial association between

importance and emphasis on the Foundations for Marketing,
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INTRODUCTION

NATURE AND BACKGROUND

The concern given to excellence in education, the
concern for the survival of marketing and distributive
education, the desire for improvements in the delivery
of marketing education and professional services give
impetus to the documentation of a national plan that
all segments of the marketing education community will
accept and address.... Article VIII - National Plan.
Section I, Articles of Agreement, National Council

for Marketing Education, 11/29/84.

Since the development of retailing courses in Boston
during the early 1900°'s, marketing-related curriculum
decisions have remained a state and local issue with little
focused national attention or guidance. Each state and
locality developed individualized curriculum strategies for
their marketing education programs. This individual ized
curriculum planning process has led to differences that
undermine the national unity of marketing education
programs. Luter (1974, 1984) argued that a unified core
curriculum for all levels of instruction was needed on a
national level in marketing education.

To enhance the current identification and further the
unification of marketing education programs, Richard Lynch

in Marketing Education: A Future Perspective (1983)

recommended an overall conceptual framework for marketing

education. Included in the Lynch framework was the
development of the necessary mission statement, purpose,
and proposed outcome for ﬁarketing education at various

0 as



educational levels. He recommended better planned,
organized, directed, and evaluated programs to achieve the
improvement of marketing in this country.

According to Doll (1986) the mid-eighties have been a
time of intensa public pressure to achieve educational
excellence. This pressure has been specifically directed
towards the publ;c school curriculum. Recent educational

reports including A Nation at Risk, (1983), the Paideia

Proposal (1982), and Action for Excellence (1983) , have

emphasized academic course content as the means for
achieviﬂg excellence in our schools. This emphasis on
excellence would be at £he expenaé of non-academic course
content, a serious marketing education concern.

"Excellence in Education®, the rallying cry ¢. the
80's, has heightened concern among the vocational education
community both in educational and industrial settings. 1In
this period of "excellence" with greater accountability
demands from society and politicians, the justification and
identity of marketing education must be strengthened.

Lynch (1983) stated that:

"the field of marketing and distributive education
needs to define carefully its parameters within
educational environments. Perhaps no subject area
in education suffers more from a diversified
identity and inconsistent image than MDE.°®

Luter (1984) concurred when he stated that Marketing

Education has had a long-standing identity problem. This

A



identity problem existed largely because of the great
diversity of program titles, course descriptions, and
instructional goals from one state to another. To assure
.progtam longevity, proper identity, and justification
within the secondary school system, Marketing and
Distributive Education needs to be known for its
curriculum--what it teaches and what it helps students
achieve. Accomplishing marketing education's mission will
require a unified core curriculum which meets the needs of
studentg, schools, and industry.

In this period of a changing educational environment
with concommitant economic and social pressutes; Marketing
Education (ME) Programs have united in a common bond of
strength to meet this curriculum challenge. The increased
emphasis on the content (what the individual learns),
process (how the individual learns), and produc:t (total
outcome of education) of school programs has pushed
.curriculum reform to the forefront of discussion.

To meet the educational challenges 1n'the *Decade
of Excellence" marketing education has focused on the
curriculum-what is taught. Marketing Education has
responded with an organized push for the development of
a National Core Curriculum.

The development of the curriculum was guided by the

mission statement agreed upon at the Vvail, Colorado
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Conference in 1988. From the conference it was establ ished
that the mission of marketing education was to:

"develop competent workers in and for the major

occupational areas within marketing and distribution,

asgist in the improvement of marketing techniques,

and build understandings of the wide range of social

and economic responsibilities which accompl ish the

right to engage in marketing busincsses in a free

enterprise system." (Samson, 1980, p. 27)

With the mission statement developed at the vail
Conference in mind, the National Marketing and Distributive
Education Curriculum Conference was held in Atlanta,
Georgia in September, 1984. The Conference goal was to
establish procedures to assure that Marketing and
Distributive Education curriculum at all levels was |
responsive and relevant to the training needs of business
and industry. Consensus wes reached on the areas of
content appropriate for marketing education curriculum.
From this consensus decision, the Curriculum Committee of
the National Council for Marketing Education (NCME)
developed a proposed curriculum framework for further study

(Figure 1).

STATEMENT OF THE PROBLEM

Although research had been conducted on specific
occupational clusters (Eicel, 1966; Crawford, 1967; Lynch
and Kohns, 1977) and important competencies (Eggland, 1976;
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Figure 1: National Core Curriculum Campetency Model

1. Basic Concepts

2. Economic Systems
3. Cost-profit Relationships =«
4. International Concepts -

§. Economic Trends/Indicators

1.
2.
3.
4.

ECONOMIC
FOUNDATIONS

" Distribution -

Ptoduétl
Service
Planning AND BUSINESS
FOUNDATIONS .
X Markating-information

Business Concepts
Marketing Concepts _J/
Management Concepts
Operational Concepts
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1. Foundational Skills

. (e.g. Math, Communication)
2. Self Understanding

3. Interpersonal Skills

4. Human Resource Management
5. Career Development

51



McAnelly, 1977; Shell, 1979; IDECC, 1986) in the marketing
education curriculum, little research has focused on
establishing a unified national curriculum. The need was
further documented by Stone (1985) in a presentation at the
American Vocational Association Conference where the
development of a core curriculum in marketing education
ranked second among 16 selected research topics.

This study was conducted because minimal research has
been focused on secondary marketing educators with respect
to their beliefs about a unified core curriculum and the
competencies important to that curriculum. There has also
been minimal research into the curriculum areas presently
emphasized in marketing education programs. Thus, there is
a need to expand this knowledge base to facilitate the
support necessary for the future implementations of
competencies included in the national core curriculum.

McComas (1986) found, in a Texas study, that core
curriculum consensus statements varied from the national
consensus statements. The implications was that the core
curriculum competencies may not have been a valid indicator
of local curriculum beliefs.

To further the McComas study and to gather data to
support the NCME, this study was conducted to determine
whether the core curriculum competencies selected in the
Foundations For Marketing area were a valid indicator of

the curriculum beliefs of secondary marketing education



instructors in Alabama. This indication was based on the
importance and emphasis- of these competencies in an

instructor's curriculum.

PURPOSE AND OBJECTIVES OF THE STUDY
The primary purpose of this study was to describe

Alabama's secondary marketing educators' perceptions of the
importance of competencies included in the national core
curriculum framework, their emphasis on these competencies
in their instruction, and the relationship between the two

responses.
More specifically, the following objectives were

formulated for this study:

1. To describe Alabama marketing education instructors'
perception of the importance of the national core
curriculum competencies.

2. To describe the emphasis placed on these core
curriculum competencies in Alabama's marketing
education classroons

3. To determine the relationship between the perception
of the importance of the core curriculum competencies
and the emphasis placed on these competencies in the

curriculum of Alabama's marketing education
instructors.

SIGNIFICANCE OF THE STUDY
Acceptance of a unified core curriculum will enhance
the current identification and further the unification of
marketing education. This unified front will support the
migsion and objectives of marketing education. At the

present time, information on the acceptance of the national
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core curriculum competencies has not been gathered from
gome states.

This study, will elicit the only information gathered
from Alabama marketing education pertaining to the
acceptance of the national core curriculum competencies.
This information will be,useful in marketing education
curriculum planning, to the NCME, to the teacher education
institutions in Alabama, to the Alabama State Department of
Education, and as a baseline and catalyst for future
curriculum studies on the core competency areas in
marketing education.

LIMITATIONS OF THE STUDY

The findingé and conclusions were limited to the
poptlation of this study.

METHODOLOGY
RESEARCH METHOD
Thig study used survey regsearch, a type of descriptive
research. Desciptive research is used to portray (describe)
accurately the incidence, distribution, and characteristics
of a group. It is also used to investigate relationships
or associations between characteristics.
SUBJECT SELECTION
The population selected for this study included
secondary marketing education instructors in Alabama during

the 1986-1987 academic school year. The population was
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identified through the State Department of Education
listing of those in attendance at the 1986 Summer
Ptofessional Development Workshop.
QUESTIONNAIRE DESIGN

To obtain the required information to meet the
objectives of this study, a questionnaire was designed
using the selected curriculum competency areas chosen by
the NCME. The three major foundation for marketing
curriculum areas included: eight curriculum competency
domains in marketing and business concepts, five curriculum
competency domains in economic foundations of marketing,
and six curriculum competency domains in human resource

foundations. Information from Dillman‘s Mail and Telephone

Surveys, The Total Design Method (1978), was used to write

questions that identified the exact information desired
from the respondemts.

Using a five point Likert-type scale instructors were
asked if the 19 selected curriculum competencies should be
taught (importance) in marketing educa;ion programs. The
instructors were also asked to report if they placed an
emphasis on these concepts in their programs during the
past academic year.

MEASURES OF RELIABILITY AND VALIDITY

In order to increase the reliability of this study a
pilot test was carried out in EDUC P&L 606, Function and
Structure of Disttibutive Education Programs at The Ohio
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State University. Cronbach's Alpha was used as a measure
of the internal consistency of each scale. Standardized
item alpha of .76 was obtained on the overall rating of
importance and of .77 on the overall rating of emphasis in
teaching. Reliability coefficients were also calculated
for each of the foundations of marketing competency areas.

Most useful with instrumentation similar to this study
were face validity and content validity. Face validity was
very important since the competencies must be perceived as
being important to marketing educators. To cnhance face
validity the pilot test group received information on the
purpose, objective, gnd importance of the study. All
important recommendations for improvement were then
incorporated into the final instrument. Content validity
existed in the judgement of the NCME in the inclusion and
representativeness of each competency item. Each
competency represented the knowledge necessary for a
marketing professional.

DATA COLLECTION

Data were collected on August 13, 1986 at the Alabama
Professional Development Workshop. Thirty minutes were
scheduled as part of the concluding day of the conference.
The questionnaire was distributed to those in attendance at
the session (n = 94) and collected after the allocated time

was completed.
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DATA ANALYSIS
Since the data were collected from the total
population, descriptive statistics were used. Summary
information was reported in numerical tables, including
frequency distributions and means. The response rate of the
accessable population Qas 98 percent and 64 percent of all
secondary marketing educators in the state.

RESEARCH FINDINGS
OBJECTIVE I: IMPORTANCE OF CORE CURRICULUM COMPETENCIES

To describe the mean responses of the group, intervals
were established for each response scale. The intervals

for the'importance and emphasis scale were:

4.50 - 5.00 Strongly Agree/Strongly Emphasized
3.50 - 4.49 Agree/Emphasized

2.50 - 3.49 Undecided

1.50 - 2.49 Disagree/Minimally Emphasized

1.00 - 1.49 Strongly Disagree/Not Emphasized

According to Table 1, Alabama's marketing educators
strongly agreed that nine competencies were important and
agreed that ten other listed competencies were important
and should be taught in marketing education programs.

The competency rated as most important to be taught in
ME classrooms was interpersonal skills with a mean of 4.78.
This was closely followed by self-understanding (4.76) .
Foundation mathematical (4.74) and communication skills
(4.69) were rated as the next most important competencies.

The lowest rated competency was international concCepts
with a mean of 3.61. Other competencies rated of lowest
importance included economic trends (4.01), budgeting

cursiderations (4.03), and functions of management (4.14).
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Table 1: Rank Order of Importance of Foundations for
Marketing Curriculum Competencies

X frequency
Compe tency Mean SA A N D &D

Strongly Afree
Interpersonal Skills 4,78 57 14 1 @ 0
Self-Understanding 4.76 57 13 2 8 @
Foundation Mathematical Skills 4,74 55 15 2 @ )
Foundation Communication Skills 4,69 S50 22 0 @ )
Economic Systems 4.65 50 20 1 1 )
Functions of Business 4.63 46 25 1 0 O
Basic Economic Concepts 4.54 44 25 2 1 )
Ownership Structures 4.53 42 26 4 0 )
Career Development 4,50 38 32 2 9 )

Agree
Marketing Functions and Concepts  4.47 39 3¢ 2 1 @
Channel Concepts 4,33 28 40 4 0 0
Business Operations 4,28 24 44 4 O 0
Specialized Applications of 4,28 29 35 7 1 )

Business :
Human Resource Management 4,22 23 43 5 1 ')
Cost-Profit Relationship 4.14 26 35 7 3 1
Functions of Management 4.14 20 44 6 2 )
Budgeting Considerations 4.83 13 50 7 2 @
Economic Trends and Indicators 4.01 17 45 5 4 1
International Concepts 3,61 8 3818 6 2

Table 2 illustrates the importance placed on each core
curriculum competency area. The instructors strongly
agreed that Human Resource Foundations (4.62) should be
taught in marketing education. The instructors agreed that
Marketing and Business Foundations (4.34) and Economic

Foundations of Marketing (4.19) were important to teach.

Table 2: Importance Rating of Competency Areas

Competency Area Mean 8.D.
Human Resource Foundations 4.62 .40
Marketing and Business Foundations 4.34 57
Economic Foundations of Marketing 4.19 <34
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OBJECTIVE II: EMPHASIS ON CORE CURRICULUM COMPETENCIES

According to Table 3, three competency areas were
strongly emphasized by Alabama marketing educators during
the past school year. Thirteen competencies were emphasized
during the past school year. There were three areas where
instructors were undecided if the competencies were
utilized during the past school Yyear.

Table 3: Rank Order of Emphasis on Foundations For
Marketing Curriculum Competencies

X f requency
Compe tency Mean SE E U MNE
Strongly Emphasized
Interpersonal 5kills 4.65 51 19 2 9 ©
Self-Understanding 4.57 47 21 2 2 ¢
Foundation Mathematical Skills 4.51 45 22 2 3 0
Emphasized
Marketing Functions and Concepts 4.44 33 38 1 g 0
Economic Systems 4.43 40 28 3 1 ©
Foundation Communication Skills 4.40 36 32 1 3 ¢
Functions of Business 4,35 31 38 1 1 1
Career Development 4.32 33 32 5 1 1
Ownership Structures 4,31 31 36 1 4 0
Basic Economic Concepts 4.31 33 34 4 1 0
Channel Concepts 4.00 20 42 1 8 1
Specialized Applications of 3.89 18 486 5 6 3
Business
Business Operations 3.84 18 39 310 2
Functions of Management 3.78 13 44 4 8 3
Human Resource Management 3.76 13 42 5111 1
Cost-Profit Relationship 3.60 17 33 413 5
Undecided
Budgeting Considerations 3.46 16 36 6 17 3
Economic Trends and Indicators 3.26 , 18 31 6 18 7
International Concepts 2.72 1 2511 23 12

The competency with the highest emphasis in marketing

education classrooms was interpersonal skills with a mean




of 4.65. This was followed by self-understanding (4.57).
Foundation mathematical skills (4.51) and marketing
functions and concepts (4.44) were rated as the next most
importance competencies to be taught. /

The lowest rated competency was international concepts
with a mean of 2.72. Other competencies rated of lowest
emphasis included Economic Trends and Indicators (3.26),
Budgeting Considerations (3.46), Cost-Profit Relationship
(3.60), and Human Resource Management (3.78).

Table 4 illustrates the emphasis placed on each core
curriculum competency area during the past academic year.
The instructors agreed that they had emphasized all three
competency areas in their programs. Human Resource
Foundations (4.37) was rated as the most emphasized area in
their programs during the past year. Marketing and
Business Foundations (4.01) was rated as the next most
important area while Economic Foﬁndations of Marketing

(3.67) was rated as the third highest.
Table 4: Emphasis Rating of Competency Areas

Competency Area Mean 5.D.
Human Resource Foundations 4.37 .59
Marketing and Business Foundations 4.01 .81
Economic Foundations of Marketing 3.67 «51

OBJECTIVE III: RELATIONSHIP BETWEEN IMPORTANCE AND EMPHASIS
ON CORE CURRICULUM

This section described the relationship between the

importance placed on competencies by Alabama's marketing
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educators and the emphasis placed on these competencies in
their curriculum during the past school year. |

To describe the degree of relationship that existed
between these variables the correlation coefficient, r, was

used. Davis' (1971) measure of correlation was used.

Correlation Coefficient Description
.78 or higher very substantial association
.50 to .69 subgstantial association
.30 to .49 moderate association
.18 to .29 low association
.81 to .09 negligible association

FOUNDATIONS FOR MARKETING

According to Table 5, there was a substantial
association between the importance placed on the core
curriculum competency area, Foundations for Marketing, and
the emphasis placed on these Foundations for Marketing
competencies in the curriculum of Alabama's marketing
education instructors. The correlation in the area of
human resource foundations was .63; the correlation in the
area of marketing and business foundations was .64; and
the correlation in the area of economic foundations of
marketing was .55.

Table 5: Relationship Between Importance and Emphasis
on Foundations for Marketing

Competency Area Importance Emphasis r
Human Resource Foundations 4.62 4.37 .63
Marketing and Business 4.34 4.01 .64

Foundations
Economic Foundations of 4.19 3.67 55
Marketing A o __
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Marketing and Business foundations

In Table 6, seven of the eight competencies in
marketing and business foundations had a substantial
correlation. This means that there was a substantial
relationship between the importance placed on these
competencies by Alabama's marketing educators and the
emphasis placed on these competencies in their curriculum
during the past school year. If an instructor rated the
competency as important to teach they would have placed
emphasis on the competency in their curriculum.

The strongest correlation was held by both ownership
structures and marketing functions and concepts at .65, a
substantial association.

Table 6: Relationship Between Importance and Emphasis

on Marketing and Business Foundations Core
Curriculum Competencies

X X r
Competency Importance Emphasis Correlation
Functions of Business 4.63 4.35 .40
Ownership Structures 4.53 4.31 .65
Functions of Management 4.14 3.78 .64
Business Operations 4.28 3.84 .58
Marketing Functions and 4.47 4.44 «65
Concepts
Channel Concepts 4.33 4.00 57
Budgeting Considerations 4.03 3.46 .64
- Specialized Applications 4.28 3.89 .54

of Business

Economic Foundations of Marketing

In Table 7, all five of th ‘ompetencies in economic

foundations of marketing had a substantial correlation.
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Table 7: Relationship Between Inportance and Emphasis
Placed on Economic :oundations of Marketing

X X r
Compe tency Inportance Emphasis Correlation
Basic Bconomic Concepts 4.5¢ 4.31 .64
Economic Systems 4.65 4.43 .64
Cost-Profit Relationship 4.14 3.60 .65
International Concepts 3.61 2.72 .52
Economic Trends and 4.81 3.26 .64

Indicators

Human Resource Foundations

In Table 8, all six of the competencies in human
resource foundations had a substantial correlation.

The strongest correlation in the area of human resource
foundations was on the competency of career development at
.66, a substantial association. Again, all of these are
considered a substantial association.

Table 8: Relationship Between Importance and Emphasis
Placed on Human Resource Foundations Core Curriculum

Competencies
X X r

Compe tency Importance Emphasis Correlation
Foundation Mathematical 4.74 4.51 - +63

8kills
Foundation Communication 4.69 4.40 .50

8kills
Interpersonal Skills 4.78 4.65 57
Self-Understanding 4.76 4.57 A .53
Career Development 4.50 4.32 .66
Human Resource 4.22 3.76 .59

Management
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CONCLUSIONS
The following conclusions are based upon the
interpretations of findings resulting from the three
objectives formulated for this study:

Objective I
Importance of Core ZCurriculum Competencies

1. Alabama marketing edurators agreed with the
foundations for markecing core curriculum
competencies developed by the Curriculum Committee
of the National Council for Marketing Education.
They strongly agreed that the competencies in the
area of human resource foundations were important
and should be taught in marketing education :
programs. They agreed that the competencies in the
areas of marketing and business foundations and
economic foundations of marketing were important and
should be taught in marketing education programs.

Objective II
Emphasis on Core Curriculum Competencies

2. Alabama marketing educators emphasized the three
competency areas in foundations for marketing in
their programs during the past school year. They
emphasized the competencies in human resource
foundations, marketing and business foundations,
and economic foundations of marketing in their
programs during the past year.

ObBiective III
Relationship Between the Importance and Emphasis Placed
on Core Curriculum Competencies

3. There was a substantial association between the
importance placed on the foundations for marketing
and the emphasis placed on the foundations for
marketing. Since the instructors found these
competencies important they emphasized them in their
programs or, conversely, since they emphasized these
competencies in their programs they rated them as
impor tant.

Q 8
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Summary Conclusions

4. The national core curriculum competencies selected
by the Curriculum Committee of the National Council
for Marketing Education were similar to those
competencies selected as important by Alabama
marketing educators.

5. The national core curriculum comgetencies gelected
by the Curriculum Committee of the National Council
for Marketing Education were similar to those
competencies emphasized in Alabama marketing
educators' classrooms.

6. Since these competencies are rated as important
and are presently emphasized in Alabama marketing
education classrooms, instructors in the state
seem well prepared to accept and implement the

national core curriculum competencies in Foundations
for Marketing. .

RECOMMENDATIONS
Based on the conclusions germane to this study fourteen
recommendations were developed. These recommendations are
targeted to specific impacted audiences.
National Council for Marketing Education (NCME)

1. Based on marketing educators perceptions of the
importance placed on the national core curriculum
competencies and persuant to Phase II of the
NCME Curriculum Project Alabama's marketing educators
should support and accept the curriculum competencies
in the area of Foundations for Marketing.

2. The NCME should continue to make plans for the
Summer, 1987 dissemination of these competencies to
all marketing educators as specified in Phase II of
the curriculum project.




6.

7.

9.

Alabama's State Department of Education, Marketing

Education State Specialist

Since these competencies are rated as important and
are presently emphasized in Alabama marketing
education classrooms, background curriculum
preparation should be slightly modified to achieve
balance among the nineteen curriculum competencies.

Since Alabama marketing education instructors are
familiar with these competencies, the total National
Core Curriculum Competencies should be formally
disseminated to all instructors with the help of
Alabama's Teacher-Educators.

Alabama Teacher Educators In Marketingfsducation

Auburn University and the University of Alabama
should continue and expand their course offerings
for certification in marketing education.

It ié important that Alabama teacher-educators help
coordinate dissemination of this curriculum with the
State Department of Education.

Alabama's Marketing Educators

Alabama teachers should retain their time allocation
to competencies but should consider a time balance
time on the areas of economic foundations of
marketing and human resource foundations since less
than 25 percent of instructional time is presently
spent on these content.

They should also increase their classroom emphasis
on international concepts since this is a major
issue as well as a major economic threat to today's
business. Presently this concept is minimally
emphasized.

Instructors should increase their classroom emphasis
on economic trends and indicators. Since, at
present, there is a minimal emphasis increased
instructional time will be very useful in
merchandising, store operations, and in planning

for changes in consumer spending.
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Other Curriculum Researchers

18. ~ Other researchers should view the background
influences (i.e., education, occupational
experience, personal attributes) :that impact
on the importance and emphasis placed on
curriculum competencies.

11. Other researchers should measure the importance of
these curriculum competencies with marketing
practitioners, industry planners, and academic
faculties of marketing.

To Further This Research

12, Other researchers should use this same instrument
to gather perceptions of the important and emphasis
placed on the national core curriculum competencies
by other groups. (i.e., states, populations).

13. These data should be reviewed to discern other
variables of interest that may associate and
contribute tu the importance and emphasis placed
on the national core curriculum competencies.

14. A list of other competencies that may be
important to marketing education instruction
gshould be developed. This might include computer
literacy and entrepreneurship.
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LINKING WITH BUSINESS: A MARKETING SKILL FOR
VOCATIONAL EDUCATION SURVIVAL

Interest in Linkage

Cooperation and coordination between education and - business,
industry, and government has become a recent trend toward reaching opti-
mum resource development and utilization. Three important factors have
prompted increased research interests in the area of linkage and col-
laborative efforts:

* An attempt by the Reagan administration to halt the escala-

tion of government spending and to begin a countertrend of
decreasing levels of Federal assistance.

* A growing realization that scarcity of funds at all govern-

ment levels demand more accountability and measurement of
outcomes than have been required in the past.

* A growing awareness on the part of human resource planners

and administrators that cooperation, not competition, can

best meet the vast and complex needs of a changing tech-
nological work force.

Why Link?
Over $15 billion was spent by Federal agencies in 1979 for

education-for-work programs. While this figure does not include the
Federal investment in job training for defense spending and tax expen-
ditures, a large percentage of the 1979 $116 billion Department of
Defense budget went for technical training, instruction, and research on
training methods (NCEP, 1980). This is partially due to the promise of

technical training, or job skills attainment, as the primary recruitiing
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tool for a peacetime military.

It is estimated that, in 1986, Federal human resource development
for education, training, employment, and social serviées through the
Departments of Labor and Education will be $29.3 billion. In addition
to Federal outlays, 1986 tax expenditures as outlay equivalents for
these same four areas are projected to be $33.8 billion (U.S. Budget,
1985) .

The many alternative programs where people can obtain formal Jjob
training, the majority of which are funded with government money, demand
careful and coordinated use of funds. It foliows that linkages between
vocational education and business, industry, and government must be
included in the key strategies to effectively provide a knowledgeable

and skilled work force for the future.

A Model for Linkage

The development and maintenance of long-term, mutually beneficial
collaborative arrangements don't happen by accident, Good linkages
require time, effort and coomitment. Because there are mary barriers to
1inkage, guidelines and models for 1inkage can be very useful to 1inkage
fac{1itators in establishing partnerships and in negotiating strong
collaborative agreements.

During fiscal year 1985 and under contract with the Texas Education
Agency, 8 linkage model was developed through the University of Houston,
Technical Education Department, College of Technology. The document,

Education-for-Work: A Model for Establishing Linkages Between
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Education, Business, Industry, and Government (O‘'Neil and Greenwood),

was designed to assist individuals, at any level, to facilitate linkage.
The 1linkage facilitator guide/resource handbook 1s based on an
integrated six-task model. These tasks, described briefly 1in the
following six sections, are important to vocational educators in maxie-
mizing resource identification and utilization; thus, the extent to
which these tasks are understood and implemented will be crucial to sur-

vival of vocationai education programs.

Task I: Benefits and Mandates for Linkage

‘Since the 1960s the calls for linkage and coordination between edu-
cation and business, industry, and government, have been noticeable in
Federal legislation and policy development. W.ile those calls were more
frequent and 1mp11c$1t fn the 1970s, now evidence must be shown by
recipients of Federal funds that existing resources are not duplicate&.
Overt efforts must be made to coordinate and plan with agencies and
organizations who have similar goals in meeting the needs of a par-
ticular client.

The mandates of the Job Training Partnership Act (P.L. 97-300) and
the Carl D. Perkins Vocational Education Act (P.L. 98-524) provide the
impetus to plan job training at aill leveis which 1s based on thé 1inkage
and coordination perspective. LocaIIy, the actual benefits of such
planning are exciting and gratifying because the rea! benefactors of
linkage are clients. Through good linkages referrals between competing

and isolated delivery systems become minimal since clients are met and
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assisted by an informed, collective advocacy that is cooperating to make

the most expeditious use of resources.

Taskbllz Information Base for Job Demands

For 1inkage and coordination to tuke place, the linkage facilitator
must be totally knowledgeable about job demands within a given labor
market area--the primary area where workers or potential workers can be
employed within a commutable distance. This primary planning area, the
labor market area, must be studied for existing employee demands as well
as for previous trends in employment configurations. Employment Dby
Standard industrial Code (SIC), seasonal and structural employment
figﬁres over time, results of employers' surveys (whether they are
employer self-studies, Chamber of Commerce questionnaires, manpower stu-
dies, or educatfon-sponsored local surveys) can begin to callectively
give a composite picture of the previous and current demands for
employees.

Rather than relying solely on employment projections that have been
derived statistically, the astute facilitator of linkage will monitor
local and regional economic downturns and adjust available projections
accerdingly. Monitoring the classified sections of newspapers,
routinely interviewing professional placement officers, and meeting with
state and local employment service personnel will yield additional
information to begin putting together a realistic picture about a given

geographic area for which job trainers are preparing workers.

97

104



Task 111: Information Base on Training Supply

Once the 1linkage facilitator has as complete 1nformation. as
possible about job demands for the geographic area to be served, the
next task is to obtain just as complete a picture about the existing job
training available for clients 1ﬁ the area under study. Using U.S.
Office of Education job training codes (or another classification system

that can be cross-walked to the Dictionary of Occupational Titles

(DOT)), the facilitator must compile the necessary information to ascer-
tain the extent of training available to clientsf

‘The information gathered about the kinds Af training available in
the Yabor market area should include: secondary schools; post-secondary

public institutions; proprietary schools; apprenticeship training;

.community-based organjzation trafning; Federally funded programs

available through the Job Training Partnership Act, the Department of
Human Resources, Vocational Rehabilitation, and adult education; and
business and industry training sponsored by industry. After information
regarding the length of training, current enrollments, placement
figures, and credentials offered by each of the alternative training
systems is obtained, the 1inkage facilitator can begin to plan realisti-
cally about how and where linkage between job training entities can
result in determining the best options for the clients in the labor

market area.

Task IV: Priorities for Linkage

In Task IV, the resources and needs of the potential partners are
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identified. Needs may include determining the education and trafining
demands or the present and potential worker and training supply. Some
needs and resources may center on research and development areas or con-
cerns. Other areas involving programming, training emphasis, curricu-
lum, equipment, staffing and personnel, facilities, work-study and co-op
arrangements, internships, part- and full-time job placement, followup
studies, etc. may be needs (or resources) where linkage arrangements
would be beneficial to two or more entities. From the identified needs
base, 1inkage priorities can be determined.

While there may be a consensus of needs, priorities for linkage for
one entity may be quite different than for another., Successful linkage,
based on the premise of mutual benefit, must consider each of the

partngr's interests and priorities.

Task V: Strategies for Establishing Linkages

The facilitator of linkage must take a systems approach to 1inkage.
This means setting up good communications networks among the Chamber of
Commerce, government and state agencies, formal and informal organfiza-
tions, and service and social groups. Informal as well as formal con-
tacts and associations are vital to the establishment and maintenance of
strong networks. Active research within and' among networks must be
fostered, with every resource viewed as a “linkage potential.”

The organization of one or more Education-for-Work Committees will
be essential to the linkage process. These Committees, unlike most tra-

ditional committees including advisory groups, must be multi-faceted in
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purpose while mutually serving their member-partners. Since Committee
members are to be selected for their ability to represent their organi-
zations in decisfon making and in the allocation of resources, the
linkage process should be facilitated more expeditiously than could be
accomplished through most traditional committees. Additionally,
Education=for-Work Committees have the responsibility of fostering
awareness and fidentification of resources, two key components of

1inkage.

Task VI: Evaluation and Monitoring of Linkages

Prucess and product evaluation, necessary to 1inkage where many
delic&te balances may exist, is essential to linkage. The Education-
for-Work Committee has 2 major role in the evaluation and monitoring
process. No matter how formal the {nteragency agreement or how vast the
resources, the lack of success of linkage (non-1inkage) will be readily
evident if the {important task .of evaluation 1is not carried out-

rigorously, continually, and systematically.

Linkage as 2 survival Skill of the Future

The attack on education and the implementation of "reforms”
thr&ughout the nation point to the need for linkage-=1inkage initiated
by educators. Particularly vocational educators have a prime oppor=-
tunity to tap the vast, nearly unlimited resources that exist at our
threshholds. But, this must be done with purpose and expertise.,

Vocational educators must become good linkage facilitators and

marketing educators are in a prime position to be linkage role models
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for others to follow. For vocational education to survive, educators
must become actively involved in cooperation and coordination e forts
towards utilizing resources efficiently and cost effectively. This
means accountability accompanied by mandates--inciuding mandates for
linkage--is imminent. Our mission {is perfectly clear and our respon-
sibility to educate productive members of society is a tremendous
challenge. We cannot afford to react to the future, bui be geared up

and ready to provide leadership and direction in forming it.

National Commission for Employment Policy. “Sixth Annual Report to
the President and Congress.* Washington, D.C.: NCEP, December, 1980,
pp. 138-139.

0'Nefl, Sharon Lund and Katy Brown Greenwood. tEducation=-for-Work:
A Model for Establishing Linkages Between Education Business, Tndustry,
and Government. Houston, TX: Unfversity of Houston, 1985.

The United States Budget in Brief, Fiscal Year 1986. Executive
Office of the President, 8??Ice of Management and Budget. washington,

D.C.: U.S. Government Printing Office, February 4, 1985.
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ABSTRACT

Business and industry partnerships must become a top priority for
educational institutions if programs are to survive social and
economic constraints. More and more laws are mandating linkage based
on cost-effective utilization of resources, but ther: are fev guide-
lines as to partnership £ac1;1tatlon. This paper describes a model
vhich wvas developed to assist facilitators of linkage establish
successful partnerships. The model focuses on the six tasks which are
essential to the various phases of linkage and should be of value to

individuals at any level to take leadership in taclllt@tlng linkage.
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ABSTRACT

Business and industry partnerships must become a top priority for
educational institutions if programs are to survive soclal and
economic constraints. More and more laws are mandating linkage based
on cost-effective utilization of resources, but there are few guide-
lines as to partnership facilitation. This paper describes a model
vhich vas developed to assist facilitators of linkage establish
successful partnerships. The model focuses on the six tasks vhich are
essential to the various phases of linkage and should be of value to
{ndividuals at any level to take leadership in facilitating linkage.
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A Study To Determine The
Relationship Between the CPP
Test Scores of Retail Marketing

Students and Their Scores in Economics

Introduction

The Athens Tech Ketail Marketing program is a one-year program
designed to prepare students to &nter, progress, and/or advance in
retail, wholesale, or service gccupations. Since April 1981, the
American College Testing Career Planning Program (CPP) has been used
as the admissions/placement tesf for students wishing to enroll at
Athens Tech. The Retail Marketing program uses four ability measures
of the CPP as selection criteria for admitting students into the program.
The minimum scores accepted are: language usage, 4; reading skills,
4; clerical skills, 3; and numerical skills, 4 (Catalog, 1984-1983).
These ability measures and student characteri'stics were studied as to

their relationship to grades in an economics course which is part of the

Retail Marketing program.

This research study was designed to ascertain if a relationship
exists between scores on the Career Planning Program (CPP) and

grades in economics of students in the Athens Tech Retail hMarketing

program.
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Objectives of the Study

More specifically this study will attempt to:

1. Compare CPP scores with economics grades.

2. Ascertain if the CPP is a predictor of success in economics.

Meusurement Device

The Career Planning Program, Form H, was administered to
students prior tc; their entering Athens Tech. The CPP was originally
develoj:ed in 1969-71 by staff members of the American College Testing
Prograrﬁ Research and Development Division, under the general
direction of Leo Murray, with Dale Prediger serving as project director.
Revisions have since been made (ACT, 19883).

The CPP consists of six ability measures (reading skills, numérical'
sikdlls, clerical skills, mechanical reasoning, language skills, and space
relatiom); a vocational interest prome; work related experience scales;
and a section on the applicant's educational background and plans.
Each applicant is given the results of this inventory in an individual

student report (Associated Educational Consultants, Inc. Admissions

Guide, 1982).
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The CPP scores are reported as stanines for each measure ranging
from Level 1, the lowest, to Level 8, the highest level. The middle
step, Stanine 5, represents average performance for a norm group
(ACT, 1979). Stanines 1, 2, tnd 3 represent the lowest quartile;
stanines 4, 5, and 6 indicate the middle half of the distribution; and
stanines 7, 8, and 9 denote the highest quartile of the norm group

(Associated Educational Consultants, Inc. Testing Guide, 1982).

Pogulation -

The total population is considered to be all persons who met the
criteria to enter the Athens Tech Retail Marketing program and who
completed the economics course bet\reen Januar};. 1982, and March,
1585. During that time, 118 students completed the economics course.
Of these, 10 were admitted into the program based on their scores on
the SAT; 8 students had taken the TASK entrance exam; 4 students
did not have any test scores Lsted in their records; 1 student
transferred from another technical institution without a test score; 4
students were admitted under ‘vocational rehabilitation and did not have
test records; and 7 students did not have any records from which to
gather information. The remaining 84 students took the CPP as an
entrance exam prior to entering the Athens Tech Retail Marketing
program and also completed the economics course. These 84 students,

therefore, comprise the target population of this study.
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Data Collection Method

A roster was developed listing those students who
had completed the economics course at Athens Tech from January, 1982,
through March, 1985. The roster consisted of each student's name,
economics grade, age, sex, race, as well as the CPP scores in
language, reading, clerical, and numerical skills. This information was
obtained from grade books and the permanent records located in the

Athens Tech admissions office.

Statistical Method

Data collected from the student roster were analyzed
using descriptive and inferential statistice.  One-way f{requency
distribution tables were computed using the Frequency procedure

described in Statistical Package for the Social Sciences (SPSS) for

economics scores and each of the variables in null hypothéses 1-4., The
mean, standard deviation, and variance were also obtained from this
computation.

The Pearson Product-Moment Correlation (r) Formula described in
SPSS was used to determine if there- was_ & relationship bctween
cconomics and each of the variables in null hypotheses 1- 4. Tests of
significance of r were &lso computed using the formula 2 equuls the
correlation coefficient times the square root of N (the population) minus
1 (Bruning end Kintz, 1877). Ir &1l inferential stotistical corperisons,
the .05 level of probaiility wis the criterion for cignificunce.
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Research Design

This is a correlational study designed to determine the relationship
between the following variables: 1) CPP abilities scores, and 2) Athens

Tech retail marketing students grades in economics.

Null Hypotheses

The following null hypotheses_ were tested:
1. There is no significant correlation between the scores that
Athens Tech Retall Marketing students make on the language usage

portion of the Career Planning Program and grades in economics.

3. There is no significant correlation between the scores that
Athens Tech Retail Marketing students make on the reading portion of

the Career Planning Program and grades in econmics.

3. There is no significant correlation between the scores that
Athens Tech Retail Marketing students make on the clerical skills

portion of the Career Planning Program and grades in economics.

4. There is no significant correlation between the scores that
Athens Tech Retail Marketing students make on the numerical skills

portion of the Carcer Planning Program and grades in economics.
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Descriptive Profile

The data for this study were obtained from the student rccords

which are located in the Athens Tech Admissions Office.
The population of 84 students., v.hose record indicated they had

taken the CPP and completed the econoniics course, were made up of 48
females (57.17) and 36 males (42.9%).
Sixty-one students (72.6%) were white and 23 (27.43) were black.

The youngest student ‘in this study was 16 years old and the
oldest student was 46. Of these 84 students wHo made up the

population, 63 (75%) were 23 years old or younger. -

Athens Tech issues letter grades to specify levels of performance
in a course (Catalog, 1984-85). The numerical equivalent of these
letter grades is shown in Table 1.

TABLE 1

Descri tion of Athens Tech
Eraaﬁm_b'ystem

Grade Numerical Equivalent
A 90-100
B £0-89
C 70-79
D 65-69
F 0-C4
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Twelve students (14.3%) made an A in the economics course duiing
the period of this study. Thirty-one students (36.9%) made a B;
twenty-one students (25%) received a C in economics; fourteen students
(16.7%) made a D; and six students (7.1%) failed economics and

received grades of F.

Once the CPP was administered, scores were generated for each
student. The CPP score rcport summarizes biographical information,
and reports test scores as staaines and profile plots.

Four of the six ability measures tested by the CPP were used to
determine the correlation between the retail marketing students score on

" each ability measure and their grades in the economics course.

Of the 84 students in this study, 10 (12%) scored in the lowest
quartile on the language usage portion on the CPP. Fifty-nine (70.3%)
scored in the middle distribution; and 15 (17. 9%) scored in the highest
quartile.
| Twenty-three students (27.4%) scored in the lowest quartile on the
reading ability portion on the CPP. Forty-five students (53.6%) scored
in the middle distribution; and 16 (19%) scored in the highest quartile.

Eighteen students(21.4%) scored in the lowest quartile; 50 students
(59.5%) scored in the middle distribution; and 16 (19.1%) scored in the

highest quartile on the clzrical skills portion of the CPP.

On the numerical skills cbility measure, 21 students (25.1%) scored
in the lowest quartile; S7 ciudents (67.8%) scored in the n:idcle

distribution; cnd 6 (7.2%) scored in the highest quartile,

b
b
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Results of Testing of Null Hypotheses

Once the Pearson Product-hMoment Correlation Coefficient was

determined using the procedure in SPSS, a critical-ratio z-test

(Bruning and Kintz, 1977) was conducted to test for the significance of
r. If z was greater than $1.96, then r was significant at the .05 level.
Hence, research data that yielded a z-score of $1.96 or greater

resulted in the rejection of the null hypotheses.

Null Hypothesis 1

In order to respond to null hypotheses number 1, a Pearson
Product-Moment ‘Correlation was conducted to. detemine if there was a
relationship between the scores in the language portion of the CPP and
grades in economics. The results of the analysis revealed that t'he
correlation coefficient of the CPP langu#ge usage ability measure score
and the economics grade was .2351. The results of this analysis ure
shown in Table 2 . |

A test of significance of r was conducted yielding, z = 2.149.
This indicates that there is a statistically significant positive correlation
between the CPP language usage scores and grades in economics;

therefore, null hypothesis number 1 is rejected.



TABLE 2

- Pearson Correlation Scores

Between the CPP Ablity Measures and
Economics Grades of the gfuax Population

CPP Ability Measure Coefficient 2z P
Language Usage .2351 2.1419 .031*
Reading Ability .2906 2.6475 .007*
Clerical Skills . .3165 2.8834 .003*
Numerical Skills .3152 2.8716 .003*
N = 84

*Alpha level is less than .05

Null prothesis 2

A correlation was again used to determine if there was -a
relationship between the scores on the reading skills portion of the CPP
and grades in economics. The relsults revealed that the correlation
coefficient of the CPP reading skills ability measures score and the
grade in economics was .2006. The results of this analysis are shown
in Table 2 .

A test of significance of r was ccnducted ylelding, z = 2.6475.
This indicates that there is a statisticalfy significant positive correlation
between the CPP reading ability scores and grades in economics;

therefore, null hypothesis number 2 is rejected.
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Null Hypothesis 3

In order to respond to null hypothesis number 3, a correlation was
used to determine if there was a relationship between the scores on the
clerical skills portion on the CPP and grades in economics. The results
revealed that the correlation coefficient of the CP? clerical skills ability
measure score and the economics course was .3185. The results of this
analysis are shown in Table 2.

A test of significance-of r revealing that z = 2.8834 indicates that
there is a statistically significant positive correlation between the CPP
clerical skills ability sc-ores and grades in economics. Hence, null

hypothesis number 3 is rejected.

Null Hypothesis 4

Again a correlation was used to ascertain if there was a
relationship between the scores on the numerical skills portion on the
CPP and grades in economics. ,.The results revealed that the correlation
coefficient of the CPP numerical skills ability measure score and the
economics grade was .3152. Table 2 presents the results of this
analysis,

A test of significance of r was conducted revealing z = 2.8716.
This indicates that there is a statistically significant positive correlation
between the CPP numerical skills ability scores and gredes in

economics; therefore, null hypothesis number 4 is rejected.
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Summhr} of Findings

The study indicated a statistically significant correlation between
]

economics grades and the following CPP measures: 1) language usage

skills, 2) reading skills, 3) clerical skills, and 4) numerical skills,

Conclusions

Within the constraints of this study and for the popuu;tion
involved, the following conclusions are drawn:

1. There is a significant relationship between the scores made on
the lax;guage usage portion of the CPP and grades in economics.

2. There is a significant relationship between the scores made on
the reading portion of the CPP and grades in economics. -

3. There is a significant relationship between the scores made on
the clerical skills portion of the CPP and grades in economics.

4. There is a significant relationship between the scores made on

the numerical skills portion of the CPP and grades in economics.

Recommendations

Basec; on the findings and conclusions reported in the present
study, it is proposed that the CPP be administered to all students prior
to enrolling ir the Athens Tech Retall Marketing program.

The investigator recommends the following for further research:

1. That a similar study be conductcd over a state-wide area.
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2. That a study be conducted to {nvestigate the relationship of
the CPP to other courses in the Retail Marketing .brogram.

3. That a study be conducted to investigatd the success of
students who enter the Retail Marketing program ftter completing the
Special Needs program.

4. That similar studies be conducted fo fnvestigate the

relationship of the CPP and other vocational fields of study.
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Comparison of Georgia and Texas Perceptions

Abstract

The purpose of this study was to collect data from Georgia and Texas
Marketing Education Secondary Teachers on the  perceptions of selected
outcome statements from the 1984 National Curriculum Conference held in
Atlanta, Georgia. The data was collected in Georgia at eight inservice meetings
held during the spring of 1986. The data was collected in Texas at the 48th
annual Professional Improvement Conference for Marketing Educators held in
Houston, Texas in August, 1985. The data was collected from 100 teachers in
Georgia and 464 teachers in Texas. The response from these two states was
compared to over 330 participants at the National Curriculum Conference.

The authors selected 40 statements from 134 outcome statements available
to be used as stated, modified 7 statements to accomodate state needs and
developed 3 additional statements for particular state needs. There was strong
agreement from the two states on these 50 statements, however the rank from
most agreement to least agreement provided differences among the three
groups. It was recommended to complete similar studies in all states and
program needs were identified for Georgia teachers in the use of advisory

committees.
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Comparison of Georgia and Texas Perceptions

A Comparison of Georgia and Texas Secondary
Marketing Education Teachers' Perceptions of the 1984
National Curriculum Consensus Outcome Statements

Marketing Education Program Representatives from over thirty different
states met in Atlanta, Georgia in 1984 for the purpose of studying, analyzing,
and developing directions for the curriculum of marketing education to follow in
the future. The 1984 National Curriculum Conference was held as a result of a
perceived need to define in national terms what should be the nature of the
content and the organizational structure of marketing education, The
participants of the curriculum conference included over 350 professionals from
the ranks of secondary teachers, post secondary instructors, business
representatives, local and state supervisors, teacher educators and others
(mainly retired leaders of marketing education) (Stone, 1985).

The format of the conference included the formal presentation of position
papers, small group reaction sessions, and state team reaction sessions to the
selected topics of the conference. Each day, of the the four day conference, all
participants were asked to respond to statements in order to obtain a consensus
agreement on outcome statements for marketing education.

The level of agreement required to consider the statement one of
consensus was defined by the following criteria prior to the conference:

Statements were considered to have achieved consensus if they met
two Criteria. The statement had to achieve an average of 3.5 on a 5 point
scale. Once a statement reached 3.5, then the second criteria had to be
met. The second criteria was that no more than 30% of the conferees
could have marked 3.0 or less on the scale indicating that they were either
uncertain about the issue or they disagreed with the statemeuts (Stone,

1985).

One hundred and thirty-four statements met the definition of consensus

while 22 statements failed to reach the level of agreement to be called

consensus statements, This study selected 40 of these 134 consensus out:ome

statements, modified seven statements and used three new statements
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Comparison of Georgia and Texas Perceptions

appropriate to the two selected states for a total of 50 items on the study
instrument,
Burpose

This study was designed to compare the preceptions of Georgia Marketing
Education Secondary Teachers to those of Texas Marketing Education Secondary
Teachers and to the National Curriculum Conference Conferees on 40 consensus
outcome statements, seven modified statements and three new statements. The
authors felt that an understanding of the attitudes or perceptions of the
teachers within these two states would provide needed information for the
implementation of many of the recommendations developed as a result of the
National Curriculum Conference.

- Methodology

In-the spring of 1986, eight district meetings were held in Georiga for
purposes beyond th? collection of data for this study. However, while the
secondary marketing education teachers were present they were asked to
indicate their agreement-disagreement regarding the fifty items on the
instrument. The total number of teachers who attended these eight inservice
meetings was 100. These 100 teachers represent 81% of the totzl of 124
teachers in Georgia.

In August, 1985 at the 48th Annual Marketing Education Professional
Improvement Conference held in Houston, Texas the Texas Marketing Education
teachers were asked to indicate their agreement-disagreement with the
statements on the instrument. During the area meetings 464 teachers in Texas
completed the data collection instrument.

Instrument
Dr. Marcella McComas selected 40 statements from the 134 consensus

statements that directly applied to the programs in Texas to be included in this
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study. There u;ere another seven statements that were modified and included in
this study. For example, there were four statements related to the development
of curriculum guides for entry level, career sustaining, specialization and
owner/manager and these were combined into one statement by the following

statement:

No. 11 The state should provide curriculum guides for all levels of
marketing education programs,

The next statement involves a change in words by deleting the word
“supervisor" therefore the statement was worded as:
No. 19 The state should provide current and accurate employment
and marketing industry data for purposes of curriculum
development.

Statement number 20 is modified to relate to secondary programs only and is
stated as follows:
No. 20 The vocational student organization should be an integrated part of
classroom activities in marketing education programs at the
secondary level.

Statement number 28 was modified for the Texas study to read as follows:
'No. 28 The MADET should prepare and validate a marketing education
component for the state teacher's examination.

This same statement was changed for the Georgia data collection to read as
follows:
No. 28 The MEA should prepare and validate a marketing education
component for the state teacher's examination.

Statement number 29 was changed by replacing "entry level" with "Introduction
to Marketing" where it read as follows:
No. 29 It is appropriate for Introduction to Marketing students to be
placed in retail training stations as a part of their preparation for
a marketing career,

Statement number 30 deleted the terms "or internship" so that the statement
read:
No. 30 All programs using the cooperative method should use training
plans.

The next three statements were added as information needed in the two states
for program planning purposes. These three statements are:
No. 48 MDE should offer semester credit courses.
No. 49 MDE should offer pre-vocational courses for grades 7-12,
No. 50 MDE teachers should be involved with the development of
articulation between secondary and post secondary.




Comparison of Georgia and Texas Perceptiows

The fifty statements were prepared and instructions given for the
respondents to indicate their agreement-disagreement to the statements on
scantron answer sheets., Two indicators were given for each statement: (1) yes -
the respondent agreed or (2) no - the respondent disayreed with the statement.
A third response was counted by the authors as (3) no response if the question
was left blank.

Table | provides the Georgia Marketing Education Teachers' Preception to
the fifty statements. The table shows the number agreeing with a statement and
the number disagreeing. Also, is shown the number of non-respondents to each
question. Table 2 gives the ranking for each statement as compared to the
Georgia, Texas and National Curriculum Conference Participants.

Results
Curriculum

Ten statements were selected that related specifically to the curriculum of
marketing education.  These statements included statement numbers
2,4,5,10,12,30,32,43,48, and 50. Of these ten statements the level of agreement
ranged from 97 percent (statement number 10) to 76 percent (statement number '
12). Three statements were ranked in the top 10 stateménts in level of
agreement in both the Georgia and Texas Marketing Education Teacher Groups.
These statements were number 10 (97%-A, 2%-D, 1%-U) ranked fourth in Georgia
and second in Texas; number 2 (96%-A, 2%-D, 2%-U) ranked tifth in Georgia and
Texas; and statement number 32 (94%-A, 2%-D, 4%-U) ranked eighth in Georgia
and tenth in Texas.

Purposes

There were eight statements concerning the purposes of marketing

education. These eight statements ranged from an agreement of 99 percen:

(state:nent 45) to 49 percent (statement number 6). Statement numbers
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1,3,6,8,29,‘44,‘43; and 49 were all relative to the purposes of marketing
education. Statement number 45 (99%-A, 1%-D) and 44 (98%-A, 2%-D) were
ranked tirst and second with the Georgia teachers and eleventh and
twenty-fourth with the Texas teachers respectively. Statement number 6
(09%-A, 39%-D, 12%-U) was ranked by Georgia teachers next-to-last in
agreement and was concerned with the purpose of adult education in secondary
programs. This statement was ranked last by Texas teachers.
Entrepreneurship

Statement numbers 7,9, and 35 were related to the need to. include
entrepreneurship in the marketing education curriculum. These statements were
ranked tenth, twenty-nineth, and twenty-first in agreement by Georgia teachers
and seco_nd, thirty-third, and eighth by Texas teachers. The level of agreement
ranged from 93% to 80% by Georgia teachers on three statements.
DECA

Two statements related to DECA were included in the study and these
statement numbers were numbers 20 and 36. Statement number 36 (95%-A, 3%-D,
2%-U) was ranked sixth by Georgia teachers and seventh by Texas teachers
while statement number 20 (93%-A, 6%-D, 1%-U) was ranked twelveth and
thirteenth respectively.

Advisory Committee

Advisory committeés were the focus of statement numbers 15,16 and 27.
The level of agreement ranged from 81% (statement number 15) to 52%
(statement number 27). The Georgia teachers agreed less with these statements
than did the Texas teachers as shown by the following:

Statement number 15 ranked 28th as compared to l4th

Statement number 16 ranked 32nd as compared to 18th

Statement number 27 ranked 48th as compared to 46th.
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Staff Develo@ent

Four statements were concerned with staff .development needs of
marketing education professionals. These were statement numbers 17, 18, 28 and
46. The range on agreement for these statements \vu 9% % (statement number
17) to 84% (statement number 18 and 46). Only statement number 17 (ranked
ninth) was ranked in the top ten by Georgia teachers and none were ranked
higher than 16th by the Texas teachers.

Standards and Evaluation

Twelve statements addressed the area of standards and evaluation for
marketing education. These statements were 21,22,23,24,25,26,33,34,37,38,39,
and 40. The level of aéreement on these twelve statements ranged from 91%
(statement number 26) to 64% (statement number 34). These statements were
ranked by the Georgia teachers 15th and 46th respectively and by the Texas
teachers statement number 22 was ranked the highest at 15th and statement
number 34 was ranked the lowest at 49th,

Sgeciai Needs

The relationship of speéial 'needs learners was incluided in four statements;
which were statement numbers i4,31,41, and 42, The Georgia Marketing
Education teachers agreed with statement number 41 (93%-A, 3%-D, 2%-U) the
most and with statement‘ number 31 (61%-A, 36%-D, 3%-U) the least. These four
statements were ranked 45th, 47th, l1ith, and 37th by the Georgia teachers and
32th, 45th, 8th, and 20th by the Texas teachers.

State and National Orjénizational Responsibilities

Four statements specifically identified areas that state and national
organizations should be involved. These statements were numbers 11,13,19, and
47. The Georgia teachers agreed with these statements as shown by an

agreement level range of 97% (statement number 19) to 86% (statement numbers
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13 and 47). Two statements were ranked in the top ten by both Georgia and
Texas teachers. These two statements were as follows:

Statement number 19 ranked third by Georgia and sixth by Texas, and

Statement number 11 ranked seventh by Georgia and first by Texas.
Georgia, Texas and National Comparisons

The national rankings are not as definitive as the two state studies
because the means of the national data was reported by Stone (1985) in one
decimal place only. However the following is a close estimate of the level of
agreement on 40 statements that could be composed among the three groups.
Because of equal means reported there were several statements tied for the
same position.

Georgia

The-following is a list of the top 10 statements in agreement by the
Georgia teachers from the highest level of agreement to the 10th place level of
agreement. Statement numbers 45,44,19,10,2,36,11,32,17, and 7. The list of
statement numbers ranked 50th or last to 41st includes statement numbers
49,6,27,31,34,10,38,21,39, and 12 by Georgia tea_chers.

Texas .

Texas Marketing Education Teachers had the highest agreement with the
following statement numbers listed from the highest to the 10th place position.
The statement numbers were 11,10,7,1,2,19,36,335,41, and 32. The bottom of the
fifty statements as to the level of agreement by Texas teachers were the
following list starting with the last ranked statement. Statement numbers
6,34,#3,29,27,31,21,37,12, and 39 were included in the last ten ranked

statements.
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National

The highest level of agreement for the National Curriculum Conference
Participants included the following list of statements from first to tenth.
Statement numbers 45,7,46,1,2,5,13,15,16,9,10, and 17. The least agreement was
given the following statements starting with the lowest mean of 3.7 with
statemen: number 43 and continuing with last 10 in order. This list included

statement numbers 43,42,35,8,27,34,38,4,14,31, and 39.
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Summary

Marketing education teachers in Georgia and Texas agreed that vocational
application of marke‘t‘lng skills and the practices and procedures from marketing
industries should be included in the marketing education curriculum and also
that the level of instruction should meet or exceed that of academic education.
Georgia teachers were less comfortable with a national task force determining a
core marketing education curriculum for them to teach.

Georgia teachers were in agreement with the need to establish a national
identity for marketing education and the adaption of the name marketing
education was also well received. Both of these areas were more positively
received in Georgia than in Texas. However, both Georgia and Texas teachers
had little agreement with the role of adult education for themselves as
secondary marketing educators.

' Texas Marketing Education Teachers were more favorable to the inclusion
of entrpreneurship competencies into their curriculum than were the Georgia
teachers. However both were positive toward entrepreneurship. There was a
similarity between Géorgia teachers' and Terxas teachers' agreement with the
rore of DECA in their curriculum. Both states were very positive about the
inclusion of DECA as an integral part of their marketing education program.

Georgia teachers were less in agreement with the role of advisory
committees as a vital part of their program as compared to the Texas teachers.
However the staff dé#elopment statements had higher agreement levels by the
Georgia teachers when compared with the Texas teachers.

In the area of standards and evaluation the Georgia teachers were less in
agreement with these statements than were the Texas teachers. However there

were some individual statements, notably the one concerned with a national
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listing of comn{on competencies for marketing education where Georgia teachers
were more positive.

The pattern of agreement between Georgia teachers and Texas teachers
was similar for the areas of special needs and the role of state and naéional
organizations. Texas teachers did agree more with the need for the state to
provide curriculum guides than did the Georgia teachers. | .

When comparing the Georgia and Texas teachers to the National
Curriculum Conference Participants the listing of the top ten statements for
three groups produced 7 statements out of 20 (33%) that appeared either on the
Georgia list or the Texas list that was not on both while the National list had
50% (n=6) that were not on either list. Statement number 44 was ranked second
on the Georgia list and twenty-fourth on the Texas list. Statement number 46
was ranked third on 'the National list while it was ranked 21st and 26th on the
Texas and Georgia lists respectively. Statement 16 was ranked fourth on the
National list and 18th and 32nd on the Texas and Georgia lists. These
differences indicated that the National agreement levels are definitely different
from the two states studied. | |

At the lower level of agreement list the states again are similar with only
six statements (30%) not appearing on both lists. While 4 statements (36%) on
the National lists do not appear on either of the states list only 4 statements

(36%) appear on both the Texas and Géorgia lists.
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Recommendations

Marketing Education Leaders should conduct similar studies to collect data
from all states prior to making national mandates on curriculum, standards, etc.
for marketing education. Both Georgia and Texas Marketing Educators had
differences In agreement with these selected statements which would indicate
implementation strategies may have to be planned and conducted differently in
each state, ’

Regarding the Georgia teachers' preceptions, the teacher education
institutions and the state department of education should take note of the lack
of committment to the use of advisory committees for marketing education.
Much work in staff development and program planning needs to be conducted in
this area.

National DECA should be informed of the positive reactiﬁn to the role of
DECA as an intergrated part of the marketing education curriculum in these
two states. The success and leadership of these two states in National DECA
may be a result of these perceptions but should be researched to determine the

relationship, if any.

137

130



Comparison of Georgia and Texas Perceptions |

References

McComas, M.L. (1986) Texas marketing education teacher attitudes toward the
1984 national curriculum conference statements. National Education

! National Research Conference Proceedings. Auburn, AL. Center for
. Vocational and Adult Education. pp 14-29.

Stone, J.R. (1985) Report as Chairperson, Conference Evaluation and Consensus
Committee.

138
ERIC 131




Comparison of Georgia and Texas Percepticns

Table |

Georgia Marketing Education Teachers Agreement with 1984
National Curriculum Conference Outcome Statements

Agree Disagree Undecided
1. The primary purpose of the marketing education

curriculum at any level is to prepare enrollees
for employment or self employment in marketing 91 8
occupations.

2. The practices and procedures of the marketing
industry should be the basis of the marketing
education curriculum. 96 2 2

3. Awareness of career opportunities in "high tech"
sales, information marketing, and other
technology-related marketing careers should be

increased. 92 4 4

4, The curriculum for marketing education should be
generic to all of marketing and not job specific 76

at the entry level. 12 12

5. Technology, particularly computer, should be
taught in terms of marketing applications. 2 __6 —2

6. Marketing education should be involved in
 marketing training programs specifically 49 139 12
designed for adults.

7. Marketing education should take the lead in
offering entrepreneurship education. 93__4 3

8. Marketing education can be offered as a general
"academic" course as well as a vocational
program, 80 _20

9, It is appropriate for marketing education to
provide owner/manager level programs. 8o _ _14 6

10. Marketing education programs and courses
focusing on entry level or career sustaining
level jobs should provide vocational
application of marketing skills through a

project laboratory or cooperative method. 97 2 1
11. The state should provide curriculum guides

for all levels of marketing education 95 5

programs.

12. A national task force should be commissioned

to develop a core marketing education
curriculum with input from states, curriculum 26 14 10
centers, and other curriculum specialists.
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Agree Disagree Undecided

13. Each state should establish and utilize
! secondary and post-secondary curriculum 86 5 9
articulation models. '

14. Marketing educators should not be expected

to teach remedial subjects. €9 22 3
15. Every marketing education program should g1 16 3
have its own local advisory committee,
16. Advisory committees should advise on 79 15 6
curriculum.

17. Teacher educators should design and offer
workshops which focus upon improving
interaction between marketing teachers 94 3 3
and marketing practitioners.

18. Instructors in marketing education
programs should acquire a minimum
number of specified hours of inservice
education to update marketing knowledge
and a minimum number of hours of
occupational update experience. 84 8 8

19, The state should provide current
and accurate employment and
marketing industry data for purposes
of curriculum development. 97 1 2

20. The vocational student organization
should be an integrate part of
classroom activities in marketing

education programs at the secondary
level. 93 6 1

21. The marketing eduation profession
should encourage and support a
nationwide evaluation process
(using agreed-upon standards) that
will provide comparable information
on program results. 74 24 2

22. The primary purpose of evaluating
programs should be to measure the
effectiveness of a particular program, LAl 20 3

23. Standards, once established, should be
the basis for program accreditation. 8 7 15

1340



Comparison of Georgia and Texas Perceptions

Agree Disagree Undecided

24. Standards should address the role of 77 12

vocational student organizations. - 1

25. The marketing education profession,
through its professional association,
should be involved in the develop-
ment of national program standards. 86 _10 4

26. Standards reflecting student
competence should:
(a) Bmphasize performance of pre-
determined occupational skills, and
(b) Emphasize transferable marketing
skills. ) 3 4

27. Advisory committees should participate
in the validation of students competencies. 32 _37 D § W

28. The Marketing Educution Association should
prepare and validate a marketing education
component for the state Teacher Competency 89 8 3
Testo N

29. It is appropriate for Introduction to
Marketing students to be placed in retail
training stations as part of their pre-
paration for a marketing career. 8o0___ _15 3

30. All programs using the cooperative method
should use training plans. 77 16 7

31. Marketing education students should possess
prerequisite basic skills, developed if
necessary through remedial courses, prior
to enrollment in marketing classes. 61 36 3

32. The level of instruction in marketing
education should equal or exceed that of
general academic education. L

s

33. All completers of marketing eduation programs
will demonstrate competency in a core marketing
curriculum as established by the marketing
education profession. 89 5 6

34, A national marketing achievement test should
be made available as a means to assess
consistancy of performance based on knowledge
of core competencies 64 22 14

35. Entrepreneurship should be included in any core
curriculum developed. 88 6 6
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Agree Disagree Undecided

36. All DECA competitive events should reflect the
competencies identified as a part of a "core" 95 3 2
curriculum.

37. There should be a nationally disseminated !
listing of common competencies that students
enrolled in marketing education programs must
demonstrate upon completion of a program. 79 _18 3

38. Recommended entrance criteria should be

established for programs at all occupational
leVQISo 73 14 . 13

39, A post-test covering knowledge of marketing
and private enterprise and including a
performance assessment appropriate to the
program level should be developed. 16 16 g

40. Programs that achieve the desired level of
quality should be recognized nationally. 81 8 11

41. Marketing education students should be
representative of the total school
population. 93 3 2

42. Marketing education should not be held
accountable and/or responsible for MDE
students who are not educationally
functionable in the basics (e.g., reading,
computing, etc.) 77 12 11

43. A sequenced curriculum model, based on IDECC
competencies, should be made available to
teachers in all states. 89 10 1

44, The title "Marketing Education" should be
adopted for all programs. 98 2

45. There should be a national identity for
marketing education. 9 1

46. Marketing education teachers should be
involved in appropriate civic organizations
(chamber of commerce). 84 9 7

47. The U.S. Department of Education should
provide full time national program leader-
ship for the marketing education program. 86 9 3

48. MDE should offer semester credit courses. 79 16 5

49. MDE should offer pre-vocational courses for
Grades 7-12. 48 32 20

50. MDE teachers should be involved with the

o development of articulation between secondary
C and post-secondary. 89 9 2
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Table 2

Rank Order of Statements by Texas, Georgia
' and National Conference Participants

Statement # Texas Georgia National
1. 4 16 4
2. S S 4
3. 17 13 13
4. 4 40 3l
5. 12 14 4
6. 50 , 49 13
7./ 2 10 2
8. 36 3l k1:}
9. 3 29 10

10. 2 4 10
1l. 1l 7

12. 42 41 28
13. 22 22 4
14. 32 45 3l
15. 14 28 4
16. 18 32 4
17. . 16 9 10
18. 29 25 13
19. 6 3

20. 13 12

21. 43 43 21
22. 15 39 - 28
23. 25 35 21
24. 27 36 21
25. 28 24 21
26. 18 15 13
27. 46 48 35
28. 3l 18

29. 47 30

30. 26 38

3l. 45 47 3l
32. 10 8 13
33. 22 17 13
34. 49 46 35
3s. ‘ 8 21 38
36. 7 6 21
37. 43 34 21
38. 34 44 35
39. 4l 42 3l
40. 37 27 28
4l. 8 1l 21
42. 20 37 38
43. 47 20 40
44. 24 . 2 13
45, 11 1l 1l
46. 21 26 3
47, 38 23 13
48. 40 33

49. 39 . S0

50, - 30 19
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INTRODUCTION

This conference is the outgrowth of many discussions at the annual
Southern Region Marketing and Distributive Education Conference. The MDE
teacher-educators attending these conferences consistently expressed a
desire for a research conference that would provide a forum for pre-
senting research findings to the peer group and to other educational
audiences.

The MDE group felt that a vehicle was needed for teacher-education
personnel (especially persons new to the field) to become active in MDE
research, presentation and publication. It was recommended that mini-
workshops be held at the conference coveriny topics such as: grants-
manship, selecting research topics, preparing narrative materials from
raw data, etc. Various other types of research agenda can be prepared
as needs arise.

Southern Region MDE teacher-educators are in agreement concerning
the need for this type conference and desire that it should be an
annual event. The 1988 research conference will be held at the
University of Pittsburgh, in mid-April. The sponsoring universities
will be Auburn University, University of Pittsburgh, and University

of Houston.
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Corncerns of Secondary Marketing Education Teachers in Illircis

Implications for the Profession

Ralph D. Wray, Ed.D.
Illinois State University (IL)

Abstract

Sixty-rnine, secondary, marketing educaticn teachers in
Il1lirncis responded tc a questionnaire desigried tco salicit,
paercepticrns regarding the magnitude of their concerns. The
concerris were grouped into seven categories, ircluding:
humar: relaticrs, classrcom management and routines,
instructicnal activities and methods, perscnal concerrns,
corditicrs of work, evaluaticn problens, and professicnal
growth.

Responses were analyzed to determire if significant
.differences occcurred among the aggregate responses of
teachers grouped according to the following variables: size
of schooal, location of schocl, years of teaching experiernce,
ard sex.

The irnvestigator reached six conclusicns ard offered

three recocmmendaticns,



Concerns of Secondary, Marketing Education Teachers in Illinois:

Implications for the Profession

Summary of Research

This study was designed to ascertain the concerns of I1linois
secondary, mérketing education teachers and the magnitude of those con-

cerns as perceived by the teachers.

Purpose of the Study

Concerns were defined for this study as fears or problems perceived
by teachers as affecting their roles in the teaching/learning process.
The purpose of ascertaining the concerns and their magnitude was to
enablé teacher-educators to plan preservice and inservice teacher education
programs designed to help teﬁchers overcome such concerns. Insomuch as
curriculum directors,'school administrators, and other supervisory
personnel may also be in a position to alleviate some of the concerns or
help thé teachers successfully cope with the concerns, it was believed

that they,'too, would find the results of the study to be helpful.

The Problem

The problem was to determine the concerns and the magnitude of concerns
in seven categories: humaﬁ relations, classroom management and routines,
instructional activities and methods, personal concerns, conditions of
work, evaluation problems, and proféssional growtﬁ.

In addition, four null hypotheses were tested to determine if siuni-

ficant differences existed. They were:

0
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1. There is no significant difference among secondary, marketing edu-
cation teachers from small, medium, and large schools in terms of their
perceptions of concerns. “

2. There is no significant difference among secondary, marketing edu-
cation teachers from rural, small city, suburban, and urban locations

in terms of their perceptions of concerns.

3. There is no significant difference among secondary, marketing edu-
cation teachers, who are classified as first-year, second-year, third-
year, or experienced, in terms of their perceptions of concerns.

4. There is no significant difference among male and female, secondarv,

inarketing education teachers in terms of their perceptions of concerns.

Procedures
The teachers chosen to participate in this study included the

ninety-two teacher-coordinators listed in the 1985-86 I11inois DECA

Directory. Useable cdmpleted survey instruments were returned by 69
of the teachers.

The survey instrument was originai]y developed and validated by
Underwood for the purpose of collecting data from a group of teachers
representing another discip]ine. |

For each concern listed on the questionnaire, a mean score of the
magnitude of difficulty was derived. This score was calculated by
averaging the numerical values assigred to the concern by respondents.
Tables were constructed to show the meir scores and rar. order of cz--
ceived concerns within each category.

For each category of concerns listed in the questionnaire, an

unweighted means analysis was used. The two factors in the AMOVA

5
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table were: (1) sex, and (2) teaching experience. To test the effect

of school size and school location on the degree of difficulty of

perceived concerns of secondary, marketing education teachers, a one-

way analysis of variance technique was used for each category of concerns.
Each hypothesis was tested at the .05 level of significance. For

any rejection ¢’ a null hypothesis about the main effects, a Scheffe

multiple comparison technique was utilized.

Findings
As a result of analyzing the data, it was found that:

1. MNo significant differences existed in the perceived level of

difficulty of the seven categories of concerns among secondary,

marketing education teachers from small, medium, and large schools.

2. No significant differences existed in the perceived level of diffi-

culty of the seven categories of concerns on the-opinionnaire among

teachers from rural, small city, suBurban, ahd urban locations.

3. No significant differénces'existed in the perceived level of diffi-

culty of the seven categories of concerns among teachers who were classi-

fied as first-year, second-year, third-year, and experienced.

4. Significant differences existed in three categories--personal concerns,

evaluation problems, and professional growth--in the percefved level of

difficulty between male and female, secondary, marketing education teachers.
The secondary, marketing education tea:hers' perceived concerns

ere greatest i-. the categery labe’ed "concitions o work." The si

remaining categories, ranked from qreatest magnitude of perceived

difficulty to least magnitude of perceived difficulty follow:
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instructional activities and hethods, classroom maragement and routines,
personal concerns, professional growth,.human relations, and evaluation
. problems. )

Six of the top ten concerns were from the category of "professional
growth," and two were from.the category, "conditions of work." The
remaining two were from the categofies of "personal concerns" and

“classroom management."

Conclusions

The findings of this study appear to justify the following conclus-
ions:
1. Professional growth and conditions of work are categories that con-
cern I1linois marketing education teachers to a greater extent than class-
room or pedagogical matters. .
2. I1linois secondary marketing education teachers want opportunities
for advancement.
3. Teachers appear to want to become more uctively involved in the
decision-making proces§ as it relates to school po]icies.
4. Teachers believe thaf great demands are placed on their time. Pre-
fessional activities should take priority over clerical activities.
5. Teachers desire supervisory assistance in endeavors directed at the

improvement of the teaching process.

Recommendé - ions

The following recommendations were formulated as a result of this st.dy.
1. Teacher education institutions within the state of I1lincis

should consider the concerns of secondary, marketing education teacrers
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as they plar preservice instruction. Strategies for overcoming or
a11evi§t1ng co~cerns should be developed.

2. In-serviceinstructional programs for the eecondary, marketing
education teachers should be designed to respond to the concerns of
greatest magnitude. Perhaps workshops sponsored by professional
organizations such as the I11inois Vocational Association or the
I11inois Association of Marketing Education can address the most acute
concerns.

3. Some of the concerns can best be addressed by secondary schoo:
administrators who have direct control over the working conditions and
working environment. The profession needs to formulate strateqies for
brinéing such concerns to the attention of administrators and for

encouraging responsive actions.
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Concerns of Secondary Marketing Education Teachers in Illinois;
Implications for the Profession

Preservice and inservice teacher «ducation programs in
marketing education should be structured to alieviate con-
cerns or to enable teachers to successfully cope with such
concerns. In addition, school administrators and
school board members (decision makers) need to understand
concerns in order to improve working environments if cut-
standing candidates are to be attracted to teach marketing
education and be retained in the profession.

While recent research has been conducted concerning
problems faced by teachers, such studies have not been
consistent in content nor methodology. Lacewell (University
of Arkansas, 1983) completed a study focusing upon job
satisfaction of faculty in the community colleges and post
secondary vocational-technical schools in Arkansas, while Kanu
(University of Wisconsin--Madison, 1983) conducted an
analysis of job satisfaction and participation in inservice
education programs of Wisconsin post secondary business and
office education teachers. Montgomery (University of
Georgia, 1983) confined her research to a study of the
teaching difficulties of beginning business educaticon
teachers throughcout the United States. Allen (Marketing

and Disiributive Education Rigest, 1984) reported the turn-

over rates of marketing and distributive education teacher-
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coordinators in secondary programs. McKinney (Eacts and
Eindings, 198S) addressed a new approach in the structure of
teaching/learning environments for vocational education,
that of incorporating the views of stakeholders--students,

teachers, parents, and others--with views of administrators.

Preblem

This study was undertaken to examine the perceptions of
secondary, marketing education teachers as related fo seven
categories of concerns. The categorie were: (1) human
relations, (2) classrocom management and rout ines,

(3) instructional activities and methods, (4) personal concerns,
(%) conditions of work, (6) evaluation problems, and (7)
professional growth. More specifically, the problem was:

to determine the extent of perceived difficulty secondary,
marketing oducatioﬁ teachers in lllinois attached to fears

or problems that affect thiir role in the teaching/learning
process. |

In addition, perceptions about concerns were elicited
to test the following null hypotheses.

1. There is no significant difference among secondary,
marxeting education teachers from small, medium, and large
schools in terms of their perceptions of coricerns.

2. There is no significant difference among secondary,
marketing education teachers from rural, small city, suburban,

and urban locations in terms of their perceptions of concerns.

ERIC LE
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3; There is no significant difference among secondary,
marketing education teachers, who are classified as first-
year, second-year, third-year, or experienced, in terms of
their perceptions of concerns.

4. There is no significant difference among male and
female, secondary, marketing education teachers in terms of

their perceptionn of concerns.

Refinition of Ierus

The connotations attached to a few terms used in this
study may not be apparent to the reader. Therefore, the
following definitions may be useful.

Congcarns: Fears or problems perceived by teachers as
affecting their role in the teaching/learning process.

Eirst-Ysar Isachers: A person who meets state
certification requirements and is employed as a teacher for
the first time. |

Secgond-Year Isacher: A person who meets state
certification requirements, has completed one year of
teaching and is employed for the second year.

Ihird-Year Isacher: A person who meets state
certification requirements, has completed two years of
teaching and is employed for the third year.

Experienced Isacher: A person who mcits state certificati

requirements and has completed three or more years of teaching.

11
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Swmall Schegl: R secondary school in which fewar than
%S00 students are enrolled.

Medium-Sized Scheels A secondary school in which between
=00 and 999 students are enrollad.

Laras Scheogl: A secondary school in which 1,000 or

more students are enrclled.

Desian

This study was designed following the same basic
procedures used by Underwood and Davis (Ball State
Univqrsity, 198%) in their assessment of the concerns of
Indiana business and marketing education teachers. Major
modifications to their design included limiting the
population to marketing education teacher—-coordinators and

using a total population instead of a sample population.

Datas Collegtion

The survey instrument originally developed and
validated by Underwood was adopted for the purpose of data
collection.

The 19683-86 I1llineis DECA Rirsctory was used to
identify the secondary, market ing education teacher-—
coordinators who were asked to respond to the survey
instrument. The Riregtory contained entries for each schocl
within the state with an active DECA chapter, that is, with

a currently validated charter and with membership dues-
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paying members. The names of ninety-—two t.‘ch.r-
coordinators were taken from the Riregtery. Thof. were
additional marketing teacher-coordinators within the state;
however, their schools were excluded because of the inactive
status of a DECR chapter.

The population was sant a cover latter, survey
instrument, and postage~paid return envelope. Three weeks
later, a follow—up was sent to those who had not yet
returned the instrument. |

Useable completed survey instruments were returned by
69 marketing education teachers. This represented a 75
percent response rate. According to Morris and Gold
(Becountability Qperatiens Manusl, 1977), a 7S percent
response from a population of ninty—-two yields a margin or
error not greater than five percent at the .05 level of

probability.

Rata Analysis

For each concern listed on the questicnnaire, a mean
score of the magnitude of difficulty was derived. This
score was calculated by averaging the numerical values
assigned to the concern by respondents. The higher the mean
score for each item, the higher the perceived level of
concern for that particular item. Tables were constructed
to show the mean scores and rank order of perceived concerns

within sach category.
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For sach category of concerns listed in the
questionnaire, an unweighted means analysis was used. This
design was chosen because the cell frequencies were unaqual
and disproportional. The two factors in the ANOVA table
ware: (1) sex and (2) teaching experience. To test the
effect of school size and school location on the degree of
difficulty of perceived concerns of secondary market ing
education teachers, a ona-way analysis of variance technique
was used for each category of concerns.

Each hypothasis was tested at the .05 level of
significance. The data used in the analysis of variance
were sach respondant’s total stfore within each concern
category. The score was calculated by summing the responses
to ®ach concern within the broad categories under consideration.

For any rejection of a null hypothesis about the main
effects, a Scheffe multiple comparison technique was
utilized. This method was used because it permits
significant differences between pairs of means to be

identified when working with unequal sample numbers.

Eindings

The data in Table i show the means and rank order of
perceived concerns contained in the category of human

relations.
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TASLE 1

Means and Rank Order of Perceived Concerns of S|coudary. Markecing Education Teachers
1 the Category of Husan Rolotions

.

Concern Mean Rank
Establishing good relationships with the principal 1.783 4
Establishing good relationships with administrative personnel
other than the principal 1.941 2
Establishing good relationships with other teachers 1.232 10
Establishing good relationships with parents 1.768 5
Establishing good relationships with students during school hours 1.435 8
Estadlishing good relationships with students after school hours 1.397 9
Establishing good rolationshipf with non-certified personnel 1.145 11
Establ {shing ‘effective commnications and working relationships
with suporvlsors . 1.537 7
Understanding cosmunity problems, cultures, and traditlons 1.735 6
Understanding expectations of administrators and supervisors 2.000 1
Establishing working relationships witi—guidance personnel 1.912 3
Grand Mean 1.628
1sNo Difficulty whatever 29S1ightly Difficult . 3sModerately Difficult
4sSignificantly Difficult SeExtremely Difficult

Secondary, marketing education teachers perceived concerns
in this category to range from “no difficulty whatever" to
“glightly difficult.”

Table 2 depicts the magnitude of difficulty perceived
by secondary marketing education teachers in the category of

classroom management and routines.
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TABLE 2

Means and Rank Order of Perceived Concerns of Secondary, Marketing Education Teachers
in the Category of Classroom Management and Routines

e

) Concern Mean Rank
Handling problems of pupil control and discipline 1.691 )
Motivating pupil interest and response 2.544 1
Keeping records and making reports 1.765 3
Budgeting class time 1.544 6
Determining policies for democratic pupil control 1.552 7
Handl ing problems of absences and tardiness . 1.926 2
Dispensing and collecting materials and papers 1.309 9
Developing rapport vith students 1.338 8
Understanding the behavior of pre- and early adolescents 1.750 4
Grand Mean . 1.713
1sNo Difficulty whataver 2S11ghtly Difficult . 3sModerately Oifficult
4sSignificantly Difficult S«Extremely Difficult

Motivating pupil interest and r;sponsc was viewed as the
greatest concern followed by handling problems of absances
and.tardinass.

The third category, instructional activities and
methods, was the largest category with a listing of 20
concearns. Tha mean and rank for each concern is ccntained
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TASLE 3

Means and Rank Order of Perceived Concerns of Secondary, Marketing Education Teachers
in the Category of Instructional Activities and Methods

' Concern Mean Rank
Formlating instructional objectives . 1.647 13
Sequancing instruction : 1.382 17
Explaining subject matter 1.238 20
Prescribing instruction 1.394 16
Individual1zing instruction , 2.018 8
Providing enrichment activities . 2.0%9 7
Providing remedial activities - 2.34 )
selecting instructional materials . 1.716 10
Making appropriate and meaningful assignments . 1.441 14

* Planning and preparing lessons 1.294 19
stimulating critical thinking 2.537 1
Using audio-visual equipment 1.682 11
Utilizing instructional saterials 1.424 15
Using community resources 2.471 4
Leading class and small group discussions 1.882 9
Using question-asking techniques 1.662 12
Giving students a share ia planning objectives and learning activities '2.500 3
Developing in students good work and study habits 2.493 3
Handling controversial topics 2.176 6
Mastering subject matter : : . 1.358 18
Grand Mean ' 1.833
1sNo Difficulty whatever . 2eSlightly Difficult 3eModerately Difficult
4=Significantly Difficult SeExtremely Difficult

The application of teaching methods appeared to be of little
concern. The concern perceived to be of greatest magnitude
was stimulating critical thinking, followed by giving
students a share in planning objectives and learning
activities.

The data presented in Table 4 reflects the teachers’

concerns which were defined as personal.
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TABLE 4

Means and Rank Order of Perceived Concerns of Secondary, Marketing Education Teachers
in the Category of Personal Concerns

Concern Mean Rank
Living conditions ' 1.368 7
Salary 2.485 rd
Physical health 1,265 9
Personal appearance 1.324 8
Poise and self-confidence 1,388 6
Leisure-time activities ' 1.761 4
Oemands on time 2.897 1
Accepting school's philosophy and objectives 1.768 3
Adjusting to standards of expected teacher conduct 1.119 10
Academic freedom | - 1463 5
Grand Mean : _ . 1.668
1=No Difficulty whatever 2aS11ghtly Difficult 3-pq¢;rm|y Difficult
4sSignificantly Difficult *  SeExtremely Difficult |

The marketing education teachers were more concerned about
demands on time than salaryj however, their concerns as
related to salaries overshadowed the remaining eight
concerns.

The marketing education teachers respondad to 18

differeant concerns rolatid to conditions of work.
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Means and Rank Order of Perceivad Concerns of Secondary, mrtotin Education Teachers
in the cucwry of Coanitiom of \lork '

. Concm ‘ . Mean Rank
Quantity and quality of resources and materfals 2.000 13
Quantity and quality of equipment. 2.38) ]
Buildihg facilfties .19 11
Class schedule ) 2.174 9
Pupil-teacher ratio ) 2.087 12
Mumber of different preparations 2.681 2
Appearance of teaching enviromment .. - 1.882 135
Office and work space 2.188 7.8
Secratarfal and plrcprofossionll staff 2.164 10
Securing supplies 1.98% 14
Having enough school time for Planning and preparing . 2.794 1
Gaining administrative and supervisory support . 2.138 L
Length of class pariod 1.691 16
Teaching assignment compensurate with training 1.377 10
Policties for personal business and sick leave 1.594 17
Assignment of extra duty ‘ 2.188 1.5
Acquiring up-to-date equipment T 2.438 3
Having enough equipment for effective fustruction 2.219 6
Grand Mean . . . 2.132
1Mo Difficulty whataver 2281 ightly Difficult 3=Moderately Difficult
4sSignificantly Oifficult SeExtremely Oifficult

Tabie S shows that the teachers' greatest concern in this
category was having enocugh school time for planning ard
preparation followid by the number of different
preparations.

Data contained in Table 6 shocw the means and rank order
of perceived concerns contained in the category of

evaluation problams.
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TAELE 6

Msans and Rank Order of Percaivel Concerns of Secondary, Marketing Educition Teachers
in the Category of Evaluation Problems

Concern Mean Rank
Constructing teacher-sade tests 1788 7
Using teacher-made tests to diagnose learning~needs of ‘students 1.883 6
Grading tests | L8 1
Administering tests . 1.174 12
Assigning grades ' 1.518 10

- Agreeing with school's grading policies and procedures - 1.609 8
Involving students in self-evaluation . 2.269 2
Using tests to evaluate effectiveness of teaching materials
and instructional materfals ) 2.028 4.5
Interpreting and utilizing standardized achievement and aptitude tests 2.482 1
Administering stﬁndardized achievement and aptitude tests 2.121 3
Evaluating homework 1.594 9
Evaluating affective outcomes of dnst;;itlon 2.029 4.5
Grand Mean 1.522
1=fo Difficulty whatever 2251 {ghtly Difficult 3sModerately Oifficult
4=Significantly Difficult SeExtremely Difficult

Interpreting and utilizing standardized achievement an&
iptitude tests was singled—-out by teachers as their greatest
concern and the administration of such tests ranked third.
Teachers indicated they had very little concern about
administering and grading other tests or assigning grades.
The respondents showed greater concern for the items
included in the seventh category, professional growth, than

for the other categories.
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TABLE 7

Means and Rank Order of Perceived Concerns of Secondary, Marketing Education Teachers
in the Category of Professiondl Growth

Ceoiicern Mean Rank
Opportunities to observe other teachers J.188 2
Opportunities for advanced college work 2.309 8
Opportunities for in-service work - . 2.56% 6
Supervisory usisf.m:, for improving teaching methods 2.084 4
Opportunltgcs for advanctn;nt 3.19¢ 1
Opportunities to particjput. in professional organizations 1.721 11
Availability of professional 1iterature 1.735 10
Opportunities to read professional 1iterature 2.603 H
Opportunities to work in curriculum development and improvement . 2.348 7
Opportunities for democratic decisions making on school policies .
and practices 3.145 3
Mequate policies for leaves of absence 2.0 9
Grand Mean co 1.628
l:lo Difficulty whatever 2e811ghtl,; "!fficult J=Moderately Difficult
4sSignificantly Difficult  SeExtremely Difficult '

In fact, six of the eleven concerns yielded means in the

moderately difficult range.

As illustrated in Table 8, however, the grand mean for
the category, conditions of work, was of greatest overall

concern followaed by the category, instructional activities.
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TABLE 8

Grand Means and Rank Order of the Seven Categories of Co
Secondary, Marketing Education Teachers teg ncerns as Perceived by

Category of Concerns Grand Mean ) Rank
Human Relations 1.628 6
Classroom Managament and Routines 1.713 3
Instructional Activities and Methods 1.833 2
Personal Concerns 1.668 4
Conditions of Work 2.132 1
Evaluation Problems - 1,822 7
Professional Growth 1.628 ]

Evaluation problems and human relations were the two
categories showing least concern when ranked by grand means.
‘thn comparing the magnitude of concern expressed by
secondary, marketing education teachers, it is interesting
to note that seven of th‘ top ten concerns were identified

in the category of professional growth.
TABLE 9 '

Means and Rank Order of the Ten Greatest Concerns as Perceived by
Secondary, Marketing Education T@nchors .

Concern Mean Rank Category
Opportunities for advancement 3.194 "1 Professional Growth
Opportunities to observe other teachers 3.1§§ 2 Professional Growth
Opportunities for democratic decision
making on school policies and practices 3.145 3 Professional Growth
Oemands on time ) 2.897 4 Personal Concerns
Supervisory assistance for improving
teaching methods 2.884 5 Professional Growth
Having enough school time for planning
and preparing 2.794 6 Conditions of Work
Number of different preparations 2.681 7 Conditions of Work

(tabte continues)
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TARE 9 (continued) , ,
Means and Rank Order of the Ten Greatest Concer

Secondary, Marketing Education Teachars ns=ls=Pcrcolicq,5y
Concern . . Mean ilnk Category
Opportunities to read professiona)
1iterature 2.603 8 Professional Growth

Opportunities for {n-service work 2.868 9

Professiona) Growth
Motivating pupil intarest and response 2.544 10

Classroom Management

Twe of the top ten concerns were from the catagory of
corditions of work and one was from the category, classrcom
Managemnant,

Rs shown in Table 10, no significant differences
existed in the perceived level of difficulties c¢f tho savenr
catapories of concerns among secondary, marketing education

teachers from small, medium, and large schoocls.

TABLE 10

The F-ratfos for the Effect of School.Size as Calculated for each
Category of Concern. ‘

Category of Concern Source of Varfation df Mus F P

Human Relations 3chon) Size 2 0.216 0.996 0.372
Classroom Management School Size 2 0.258 1.087 0.340
Instructiona) Activities . School Size 2 0.213 0.901 0.408
Personal School Size 2. 0.2% 1.189 0.307
Conditions of Work School Size 2 0.034 0.07% 0.928
Evaluation Problems Schoo) S1ize 2 0.244 1.14% 0.321
Professional Growth School Size 2 0.29% 1.228 0.29%
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Thue, the results of the one-way analysis of variance
tecihwriiques indicate the the F-ratio for the effect of school
sizo did not allow the rwull hypothusis to be rejucted at the
«0% lavel of significance.

The data in Table 1. show the results cf the analysis
of variarcae used to detect sigrnificant differences in the
responses from teachers in urban, suburban, small city, and
rural high schoocls.

TASLE 11

The F-ratios for the Effect of School Location as Calculated for each
Category of Concern

Category of Concern Source of Varfation df NS F P

Human llllti;us-' : Location 3 0.469 2,210 0.089
Classroom Minagement T Location 3 0.174 0.729 0.536
Instructional Activities Location 3 0,368 1.566 0.200
Personal . . Location 3 0.046 0.206 0.892
Conditions of Work Location 3 07238 0.523 0.667
Evaluation Problems . Location 3 0.419 2,003 0.116
Professional Growth ' Location 3 0,941 2,007 0.105

No significant differences existed in the perceived level of
difficulty for the seven categories among teachers ir urban,
suburban, small city, and rural high schools.

The data in Table 12 thow the results of the urweightaed
means analysis used to detect significant differaercas in the
seven categories for the offects of sox and yoears of

teaching experience.
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TABLE 12

The F-ratios for the Effects of Sex and Years of Experionce as C
Category of Concern per as Calculated for each

Category of Concern Source of Varfation  df. ns F )
Wuman Relations ' e of | o.m 2.981  0.086
= ﬂnsrou WaRagement — — L. W'.E" === {' = %‘ g 90* o‘.'%z

| rEEETeRT KETER =T o %ﬁ" tocy _ 3 Du2 G4 - Do
- m----,----------t’al’ ‘Wl.ml--_%-.ga%o %gi. 04.50
- ComdTeTors T TRk~~~ =~ = oo esu gt fparteres o § - bl - SR - °"‘§c

!vﬂufiou'l’roﬁ\'-'s"-";----""”Wl‘n‘""*" ’ a'%l ""c.og-

'rm'.'.mm'a.-o-":ﬁ""*'""’""" ‘”"'M"“‘f"' "%? ""o on-
. Yrs. of txplrianco . 3 0.008 0.032

giuniftcant diffarences existed in the catagoriocs of
parraonal concerns, avaluation problens, and profecsional
growth between male and female teachers. Therefore, the null
hypothesis was rejected.

No significant differences were recorded as the rasult

of the effects of years of teaching experience.

Ceonclusiens and Baconuendaticnk

Whi'le an analysis of the data could lead to a number of
conclusions, the following appear to be justified.
Canslusiens
i. Secondary, marketing educaticon teachers in Illincis are
mora corcernaed with prof.ostonal growth and corditions of
work than they ara with classrocm and pedagogical mattars.
z. Teachars do not view the classroom asd the ultinute stup

on their caraar ladder; they want opportunitias for advancaner




2. Sirce teachers are concerned about the lack of
opportunity to observae other teachers, it appears that this
avenue of profassional growth is deserving of attuntion.

4. Teachers desirae to boccma morae actively involved in the
decision-making process with a voice on school policies ard
pract ices.

=. Teachers feel that (reat demands are placed on their
éim., perhaps resulting from clei~rical duties which are tco
frequantly imposad upon professionals.

6. Toachers desire supervisory assistance in erndeavors
dosigred to improve teaching methods. Too often,
supurvisors evaluate for the purpose of tenure dacisions,
not for the purpose of improving instruction.
Rescuusndations

The following rocommnndations'u-ro formulated as a

rasult of this study.

{. Teacher education institutions withipn tha utate of
11lincia should consider the concerns of secondary,
warketing education teachers as they plan preservice
instruction. Strategies for overconivng or allaviating
conecrnsvshould be developud.

2. In-service instructional prograus for tha
secondary, narkaeting education teachers should be designac
to respond to the concerns of greatest magnitude. Parhaps

workshops sponuored by profussionql organizaticna such as

26,
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J
the Illinois Vocational Association ér the Illircise

Mﬂﬂ;qpctctton of Marketing Education can address the woet acuta

- QUNCBYNS.

3. Secue of the concorns can best be addressed by
socordary school administrators who have diraect cortrol cver
tho working conditions and working environment. The
profession needs to formulate stratagies for bringirg such

concarns to the attantion of aduinistrators and for ancouraging

responsiva actions..
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Abstract

The purpose of this study was to determine if
significant differences existed among acadenmic,
vocational, and academic-vocational atudents as to
numerical grade average, general self-concept, and six
specific dimensions of self-concept as measured by the
Piers Harris Children's Self-Concept Scale. The
curricular groups were taken from the eleventh grade of
a suburban Alabama high school. Using analyses of
_variaﬁce, the Academic group was found to have a
significantly higher numerical grade average than
either the Vocational group or the Academic-Vocational
group (p<.0l1). The Academic group scored significantly
higher, (p<.05) than the Vocational group on the
gself-concept dimension, Intellectual and School

Status. No other significant differences were found.

»
A}
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pDifferences in Self-Concept and Achievement. of

Vocat.ional, Academic, and Academic-Vocational Students

A review of the research completed within the last
20 years revealed several gstudies which attempted to
demonst.rate differences in self-concept. and/or
achievement between vocational and nonvocational high
school students, Studies by Korman (1967), Putnam:
Hosie, and Hansen (1978), and Aniloff (1977) exemplify
research which supported the position that these two
groups have significantly different. self-concepts.
Oother studies, such as Simpson (1976), and Taylor
(1981), found no significant relat.ionship between
self-concept and career or curricular choice.

studies investigating-differences in achievement
of students choosing either an academic or vocational
curriculum have also proauced mixed findings. For
example, Peace (1975) found that high school vocat.ional
and nonvocational seniors had similar grade point

averages. In a study by Wwoolf (1972), nonvocat.ional
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students scored significantly higher than vocational
student.s on the variable of academic achievement.,

In the research reviewed, the subjects were
generally divided into such groups as vocat.ional and
nonvocational or academic and nonacademic. Populat.ions
were drawn from various grade levels, or combinations
of grade levels,

Goodlad (1984) found that it would be virtually
impossible for a student to change from a vocational to
an académic concent.rat.ion after the completion of the
10th grade without significantly increasing the number
of credits required for graduation. Therefore, t.he
decision was made to concentrate this study on the llth
grade level. An analysis of t.he 11th grade population
of Muscle Shoals High School, Muscle Shoals Alabama,
revealed 3 distinct curricular groups. There was an
academic group which included students taking at least
one higher mathematics, physical sciepnce, or foreign
language course and not enrolled in any vocational
course. A second group, designated vocat.ional, was

composed of students taking a vocational course and no
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course in higher mathematics, physical science, or
foreign language., The third group, labeled
academic-vocational consisted of students who were
taking at least one higher mathematics, physical
science, or foreign language course and a vocational
course, Separating the academic~-vocat.ional students
from the academic students and the vocational students
provided definition of comparison groups not found in
any stddies reviewed,

The purpose of this study was to determine if 1l1lth
grade students choosing one of the three curricula
described above were significantly different as to
general self-concept, 8ix specific dimensions of
self-concept., or numerical grade average than 1llth

grade students choosing the other curricula,

Method
Subjects
The population consisted of the ent.ire Spring 1985
cohort. in the 1llth grade at Muscle shoals High School,

Muscle Shoals, Alabama. A total of 137 subjects was
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divided among the curricular groups as follows:
Vocational - 67, Academic - 45, and Academic-
Vocational - 25. Inclhded in the enrollment were 77
girls and 60 boys. The-pésalation included 15 black
students and 122 white students. Results on the -~
California Achievement Test, taken in the 1l0th grade,
were available on 120 of the subjects, The scores were
normally distributed. Muscle Shoals is a middle class,

suburban community.

Instrumentation

The Piers-Harris Children's Self-Concept Scale
(Piers & Harris, 1969) was selected to measure both
general self-concept and the six dimensions of
self-concept. The scale is an 80-item self-report
questionnaire which yields a total (general) score, and
scores on six specific dimensions of self-concept. The
gsix sub-scales are Behavior, Intellectual and School
st.atus, Physical Appearance and Attributes, Popularity,

Anxiety, and Happiness and satisfaction. 1Items on the

39
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scale are scored in either 3 posit.ive or negative
direction. A high score on the scale suggests a
positive self-concept, whereas a low score sqggests a
negative self-evaluation.

Student transcripts contained numerical grades by
course. Grades made in the 9th and 10th grade by each
student included in the study were averaged and this
numerical grade average was utilized as the measure of

achievement. .

Data Analysis

One-way analyses of variance were used t.o t.est. for
significance of differences among the group mean 8cores
on general self-concept, five of the six specific
dimensions of self-concept (Behavior, Intellectual and
School Status, Physical Appearance and Attributes,
Popularity, Happiness and satisfaction), and mean
numerical grade average. Where significant F rat.ios
were found, the Scheffe' procedure was utilized to
determine which groups were significantly different on

the particular variable,.
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Scores made by the 3 curricular groups on the
specific celf-concept dimension Anxiety did not meet
the assumption of equal variances., Therefore, the
Kruskal-wallis one-way analysis of variance by ranks
was utilized for this variable, Differences between
groups on all measures were test.ed at the .05 level of

significance,.

Results
Taﬁle 1 summarizes findings of analyses of
variance which were utilized to determine if the three
curricular groups differed significantly as to general
self-concept., five of the six specific dimensions of
self-concept (Kruskal-wallis one-way analysis of
variance by ranks was applied to measures of the
dimension, Anxiety), and numerical grade average. The
following conclusions were reached:
1. There were no significant differences among
the groups in general self-concept.,
2. There were no significant differences among
the groups in the Behavior dimension of

self-concept.,

41
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There was a significant difference between
the Academic group and the Vocational group
in the Intellectual and School Status
dimension of self-concept (p<.05).

There were no significant differences among
the groups in the Physical Appearance and
Attributes dimension of self-concept.

There were no significant differences among
the groups in the Popularity dimension of
self-concept.

There were no significant differences among
the groups in the Happiness and

satisfaction dimension of self-concept.,
There were significant differences in the
groups in numerical grade average
(achievement) (p<.0l). The differences were
between the Academic group and the Vocational
group and between the Academic group and the
Academic-Vocat:ional group with the Academic
group having the higher mean numerical grade

average in each instance,
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Table 2 displays data obtained by applying the
Kruskal-Wallis one-way analysis of variance by ranks to
the measures of the Anxiety dimension of self-concept..
There were no significant. differences among t.he groups

in the Anxiety dimension of self-concept.,

Discussion

When compared to earlier st.udies reviewed, this
study was unique in that it defined 3 curricular groups
as follows: a Vocational group, an Academic group, and
an Académic-Vocational group. Most of the studies
reviewed compared vocational groups with academic
groups.

The most significant difference found among t.he
three groups was in numerical grade average, which was
utilized as the measure of achievement. The Academic
group was found to have a significantly higher mean
numerical grade average than either the Vocational
group or the Academic-Vocational group (p<.0l). No
significant difference existed between the Vocational
group and the Academic-Vocational group in numerical

grade average (p<.05). Within the populat.ion of this

743



Differences

study, therefore, the Academic- Vocat.ional group
appeared to be more similar to the Vocat.ional Qroup
than to the Academic group in achievement.,

The Academic group scoréd significantly higher
(p<.05) than the Vocational group on the self-concept
dimension Intellectual and School Status (academic
self-concept). Differences between the Academic-
Vocat.ional group and the other groups in Intellectual
and $ch601 Status were not significant at the .05 level
of significance,

The majority of studies reviewed found significant
differences between vocational and academic groups in
general self-concept. This study found no significant
differences among the groups on deneral self-concept
(p<.05). The three groups were not significantly
different at the .05 level of significance in any of
the specific dimensions of self-concept except.

Intellectual and School Status,.
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Table 1
Means and Standard Deviations by Group With P Ratios and F Probabilities

Academic-
Vocat.ional Academic Vocat ional
. (N =67) (N = 45) (N = 25)
Measure Mean SD  Mean SD  Mean sD F Ratio F
Probability
. General Self-Concept. 56,46 10.57 56.93 12.47 60,24 11,40 1,037 .3575
Behavior 12,85 2.74 12.39 2.49 13,28 2,23 .874 .4195%
= Intellectual and
School Status 10, 46 3.50 12.27 3.84 11.68 4,10 3.336 .0385*
Physical Appearance
and Attributes 8.67 2,99 8.73 3.11 9,60 3.16 .896 .4107
Popularity 8.87 2.20 8.48 2,72 8.80 2,43 .338 . 1137
Happiness and
Sat isfact.ion 8.43 1.94 7.93 1,92 8.68 1.82 1.477 .2320
Numerical
Grade Average 76.77 6.41 85.55 7.76 79.65 8.35 19,796 .0000**
* "y
B(.OS »
*+p<,01 ‘4d




Differences

Table 2

Mean Ranks by Groups With Chi-square Corrected
for Ties and Significance for the Anxiety

Dimension of Self-Concept

Academic-
vocational Academic Vocational Chi-Square
(N=67) - (N=45) (N=25) Corrected
Mean Rank Mean Rank Mean Rank for Ties Significance
72.37 58.74 78.44. 4.957 -.084
44
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Abstract

The purpose of the study was to identify critical areas contributing to
‘the current scles position of a city in relation to other cities in the
state. The nominal group technique was used by marketing educators at
the higher education level in conjunction with a merchants association to
determine opinions of the association’s members. This paper presents an
example whereby the nominal group technique was used to 2id in
determining the positions the association might take in regard to criticsl
and controversial issues impacting the trading area of the membership.
The controversial nature and, thus, the importance of the positioning
centers on decisions the association must make in matters of political

consequence.




The Identification of Critical Areas Contributing to the
Current Sales Position for the Greensboro Area in
Relation to Other North Carolina Cities:

An Application of the Nominal Group Technique

The nominal group technique has been used by marketing educators at the
higher education level in several settings with merchant associations to
determine specific service needs of the association's members. This paper
presents an example whereby the nominal group technique was used to aid
in determining the positions the association might take in regard to
critical and controversial issues impacting the trading area of the
membership. The controversial nature and, thus, the importance of the
positioning centers on decisions the Association must make in matters of
political consequence. The method selected must receive broad-based
support from the membership.

Purpose of the Study

The study was conducted to provide information as to the opinion of the
membership regarding the rcasons which prevent Greensboro from
obtaining a.higher ranking when compared to retail sales of other cities
in North Carolina. Historically, the Greensboro area has been second in
the state in regard to retail sales. A trend is developing that positions
the Greensboro area in a lower position (behind Charlotte and Raleigh)
and, furthermore, the lower-positioned Winston-Salem is closing the gap
that existed between the sales figures for the two geographical areas as
reported in the North Carolina Retail Merchants Association documents.

Hopefully this information will better enable the Greensboro Merchants
Association to determine future actions to -enable the Association, and
other organizations as well as the City of Greensboro to better serve the
needs of the business community of Greensboro.

The objectives of the study are as follows:

1. To adapt a research methodology that would assist in determining the
opinicns of members of the GMA.,

2. To determine the degree of commonality of opinions of selected
member groups of the GMA.

3. To dctermine the opinions unique to selccted member groups.

4, To dcterminc the degree to which mcembers agree on rcasons
contributing to salcs rank of Greensboro within the state.

Rescarch Methodology
The research will consist of two distinct phases: (I) The Nominal Group

Techniquc Proccss (compicted December, 1986) and (11) a survey of the
membership (to be completed during Spring, 1987).

2



Phasc L. Nominal Group Techniaue

The Nominal Group Technique (NGT) was used to identify the reasons
which prevent Greensboro from obtaining a higher sales position within
the state as perceived by a sample of the various industry groups
comprising the GMA membership.

From this base of information, the NGT procedure allowed for the
identification of opinions unique to one group and the opinions that were
viewed as common by two or more groups as well as the hicrarchy of
opinions by selected groups and those representative of the entire
membership.

The Nominal Group Technique is a special purpose group process
appropriate for identifying eclements of a situation and establishing
priorities. The NGT is extremely useful when the judgments of several
individuals must be clarified and aggregated into a group decision (Price,
1985, p. 5). For this study, a scries of four small group meetings were
conducted. The Nominal Group Technique was used to facilitate the
discussion in each meeting and to collect data in order to address the
objectives as presented above.

The Nominal Group Technique process involved five steps: 1.
introduction to the meeting;, 2. silent generation of ideas in writing; 3.
round-robin listing of ideas; 4. discussion for clarification; and 5.
ranking of the items (Price, 1985, p. 7).

The first step in identifying the population to be sampled was to divide
the membership into four groups. Those segments of the membership
were derived by the leadership of the Association in cooperation with the
rescarchers. The four groups were as follows: 1. retail; 2, small
business; 3. financial and service; and 4. automotive.

The participants for this study were members of the Greensboro
Merchants Association. The participants were selected by the leadership
of the Association. The selection criterion was based on observable
leadership within the business community.

Eight to twelve participants were involved in each small group session.
The recommended procedure calls for a group of no less than five
members and no more than twelve members. An under-five member group
will suffer from lack of resources while an over-twclve member group will
be unwieldy.

Descriptive analyses were used to analyze the data collectcd from Phase |
(the Nominal Group Tecchnique). A wvalue score was determined and
analyzed for each of the items identified within each small group mecting.
This score was detecrmined by adding the values assigned to each of the
itcms by individual participants. The same valuc for cach itcm was uscd
to dcterminc a group conscnsus rcgarding the prioritiecs of thc itcms.
This calculation was madec for the identificd opinions within cach group.
Such a calculation was not possible across groups. However, central



themes were determined that identified common opinions among the
industry scgments, These themes will be addressed in Phase II (the
survey of the membership).

Results of Pt I the Nominal G Techni
The results of Phase I will be presented by the four industry segments.
Only the results which appeared to be the most critical as determined by

the group value scores are reported. The problems that are reported are
listed in rank order for each industry segment.

Industry Seament I: Retail

Representatives of the retail segment identified 19 reasons for the lower
sales ranking of Greensboro. The ranked items in order of criticality are
as follows:

1. Nothing except ingenuity in marketing, expenditure of funds,
aggressiveness and better use of media.

1. Failure to attract conventions and exhibitions (annual special events).
3, Lack of a strong cohgsive marketing program to attract new business.
4. Lack of "real" identity.

5. Uptown situations and lack of renovations (revitalization).

5. Lack of penetration in surrounding areas.

Industrv Scgment 2: Small Business

Representatives of the small business segment identified 23 reasons for
the lower sales ranking of Greensboro. The ranked items in order of
criticality are as follows:

I. Lack of an aggressive recruiting of businesses.

2. Lack of promotion of Greensboro and surrounding areas.

3. Lack of sophisticated marketing in research and execution.

4. Lack of enthusiasm for Greensboro.

5. Lack of awaréness of long-range plan.

Represcntatives of the finance and scrvice scgment identificd 17 rcasons

for the lower sales ranking of Greensboro. The ranked items in order of
criticality are as follows:



Lack of a convention center.

Lack of a department store that goes after up-scale households.

Not keeping our dollar at home.

Lack of vibrant downtown area (rcstaurants, shopping, and
entertainment).

Availability of wholesale prices on merchandise.

Lack of (downtown) office space.

Industry Segment 4: Auto Dealers

Representatives of the auto dealers segment identified 15 reasons for the
lower sales ranking of Greensboro. The ranked items in order of
criticality are:

W wWwr=

Lack of population expansion (other than through annexation).
Lack of equitable taxation.

Lack of high income employment.

Negative mentality fostered by the media.

Lack of a hub at the airport.

Feeling of high taxes.

Inventory tax.

The Phase I process d=termined that the opinions held in common for two
or more of the industry segmen\. were as follows:

-

LAADW =

1. Lack of enthusiasm for downtown Greensboro.

2. Greensboro does not have a "real® identity. (There is a lack of a
main attraction to associate with the city that will draw large groups
of people, for example: inadequate convention center, no hub at the
airport and inadequate entertainment.

3. Even within the "Triad" Greensboro suffers from the lack of an
identified competitive edge for the consumer’s dollar.

4. The industrial nature of Guilford County and its surrocunding area
results in a concentration of lower income consumers in the region.
The impact of the closing of several large facilities has left the area
with increased unemployment. Th=~ availability of consumer spending
power is further restricted as a resuit.

Proiccted Continuation of the R b Stud

The identified critical areas are currently being used as a basis for the
development of a survey instrument. From the administration of the
instrument it is anticipated that the researchers will obtain the degree of
criticality as viewed by the members of the Association. This will assist
the administrators and board members of the Association in dctermining
the appropriate stance on controversial issues.

Sl
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PENNSYLVANIA MARKETING EDUCATION
IMPLEMENTATION OF ENTREPRENEURSHIP COMPETENCIES

Abstract

The purpose of this study was to obtain information from
Pennsylvania Marketing Education Teachers concerning the importance of
teaching entrepreneurship competencies developed in the #prircaram for
Acquiring Competence 1in Entrepreneurship” (PACE). The study reported in
this paper examined the opinion of thirty-four Pennsylvania Marketing
teachers at the state DECA conference about the importance to teach the
eighteen PACE competency areas and if the competencies were included in
their present curriculum,

Since few schools in Pennsylvania purchased the PACE materials the
teachers were asked if they would be willing to include entrepreneurship
instruction in their program. They were also asked if their students
requested information on how to start a small business and if the

teachers owned or operated a business.
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PENNSYLVANIA MARKETING EDUCATION
IMPLEMENTATION OF ENTREPRENEURSHIP COMPETENCIES

OBJECTIVES AND PURPOSES

The need for a study concerning the entrepreneurship competencies
in the Pennsylvania Marketing Education programs became apparent when a
*state wide teachers workshop on the "Program for Acquiring Competence in
Entrepreneurship® (PACE) had only ten teachers participating. Few
marketing teachers in Pennsylvania know about the PACE materfals and the
materials have not been purchased by the schools for inclusfon in the
curriculun. The purpose of the study was to obtain finformation from
Pennsylvania Marketing Education Teachers concerning the {importance of
teaching entrepreneurship competencies developed in the "Program for
Acquiring Competence in Entrepreneurship” (PACE).

The opportunity for small business growth represents a renaissance
among Americans of self-confidence, resourcefullness, and risk taking.
In discussing entrepreneurial characteristics, Shapero explains that
entrepreneurs can be developed--

Entrepreneurs are not born, they become..... The characteristics
that have been found to denote the entrepreneurs from others are
not genetically determined or fixed forever {in one's earliest
years. They are attained through experience. They are hopefully
nurtured through education, and they are amendable to personal
chofce and decision. We humans have the unique capacity to declde.
to choose many of the experiences that determine who we will be.

In keeping with the theory of entrepreneurship as a developmental
process, the National Center for Research in Vocatfonal Education's
project staff developed a model for life-long entrepreneurship education

that focuses on a sequential order for the development df basic

knowledges and skills, The model fs fncluded in Appendix 2.2 This

Bu



2
model was designed to illustrate the fact that. entrepreneurship 1is
developed over an extended period of an entrpreneur's 1ife and does not
place in any one setting or at one specific time. The stages include:
(1) Economic Literacy/Basic Skills/Career Awareness, (2)
Entrepreneurship Interest and Awareness (3) Technical and Business
Skills Development (4) Entrepreneurship Venture Development, (5) Long-
term Expansion/Redirection.3 The model is enclosed in Appendix 3. This
lifelong learning model i{s an attempt to define the differences one
would expect to see in different types of entrepreneurship training
programs. It also {indicates the importance of defining a number of -
important needs and learning processes before infusing entrepreneurship
{nto any educational program. It is important that entreprensurship
education be developed and incorporated in the curriculum as a distinct
but integral part of all vocational education program areas. A Program
for Acquiring Entrepreneurship (PACE) represents a wiy to 1n1t1até
further action in this direction. This comprehensive entrepreneurship
curriculum was originally developed by the National Center for Research
in Vocational Education in 1977. The revised edition of this program is
testimony to the dynamic nature 'of the body of knowledge about
entrepreneurship.

The objective of the study was to examine the opinion of
Pennsylvania Marketing Education teachers about the importance of
teaching eighteen (18) PACE competency areas and if in fact the
competencies were included in their present curriculum. The study also
analyzed the teachers who owned a business against those who did not own

their own business as it might have affected their responses. The study
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3
also measures (1) the teacher's willingness to include entrepreneurship
in their programs, (2) student's request for information on ho&'to start
a small business, (3) related work experience, (4) years of teaching
experience, and (5) how many hours per week of entrepreneurship
{nstruction the teacher would be willing to include in their curriculum.
METHCOS AND PROCEDURES

The study's objectives and purposes dictated the methods and
procedures to be undertaken. The PACE competencies were listed and a
questionnaire design was started. The researcher wanted to know the
current name of marketing programs in the schools and the teachers years
of related work experience, the researcher wanted to know {if the
competencies were important to teach and {if the competencies were
currently included in the curriculum. The researcher wanted to know if
the marketing teachers would teach the entrepreneurship- competencies and
if their students are asking for information on how to start a sma1i
business. The study sought out the years of teaching experience of the

teachers and also how many hours of entrepreneurship instruction the

"teachers would include in their curriculum. The researcher also wanted

teachers who taught entrepreneurship to describe some of their
experiences and some comments which would be helpful to other teachers.

The data collecting instrument was developed and presented at a
meeting of five consuItants.. The instrument was modified and field
tested at two schools. A second meeting of the consultants produced a
final copy of the instrument (See Appendix 4).

The data was collected at the teéchers meeting held at the
Pennsylvania DECA Leadership Conference on March 8 - 10, 1987 at the

6.2



4
Host Farm Resort, Lancaster, PA.  About fourty-five (45) marketing
teachers were in attendance and they were asked to complete the survey
instrument. Thirty-four (34) teachers completed the survey and returned
them to the researcher for tabulations.

RESULTS CONCLUSIONS AND RECOMMENDATIONS

The data was first tabulated from 612 responses as to the number
who responded yes or no to the following two questions:

1. In your opinfon are these competencies important to teach?

YES 529 or 86.4% NO 83 or 13.6%

2. Are these competencies included in your curriculum?

YES 465 or 76.0% NO 147 or 24.0%

Two competencies sliowed higher {insidence of NO answers on the
question of importance to teach were #4. Obtain Technical Assistance,
#9. Deal with Legal Issues.  Four competencies showed a higher
1nsfdence of NO answers on the question of including two competencies in
the curriculum were #4. Obtain Technical Assistance, #9. Deal with Legal
Issues, #17 Manage Customer Credit and Collection, and #18. Protect the
Business (See Appendix 1).

The data.were also analyzed from the variables of whether or not
the teacher owned or operated a business (See Appendix 2 and 3).
Teachers who owned a business responded as follows:

1. In your opinion are these competencies important to teach?

YES 292 or 81,.1% NO 68 or 18.9%

2. Are these competencies included in your curriculum?

YES 285 or 79.2% NO 75 or 20.8%

b3



Teachers who did not own a business responded as follows:
1. In your opinion are these compefencies important to teach?

YES 234 or 92.9% NO 18 or 7.1%

2. Are these competencies included in your curriculum?

YES 182 or 72.2% NO 70 or 27.8%

Pennsylvania Marketing Education teachers who have not purchased
the PACE Materials and are not familiar with those particular
competencies reported that the competencies are important to teach and
that these competencies are for the most part included in their
curriculum. These competencies matched the competencies which they
thought were important to teach.

The data does not show complete agreement on the PACE competencies
about thch are important to teach or which are included in the present
curriculum. The teachers are willing to include the entrepreneurship
instruction in their Marketing Education Program with appropriafe
curriculum materials. About 74% of the teachers got requests from their
students for information on how to start a small business.

Marketing Education teachers show no agreement on the number of
hours per week of entrepreneurship instruction they would include in
their curriculum. Perhaps the teachers were confused with the
definition of entrepeneurship competencies and marketing competencies.

ENDNOTES

1Shapero. A. "Have You Got What It Takes To Start Your Own Business?"
April 1980, p. 83-88.

2ynpublished paper, M. Catherine Ashmore, Ph.D. The National Center for
Research in Vocational Education, The Ohio State University, Ohio.

31bid.
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APPENDIX 1
Page 1 of 3

UNIVERSITY OF PITTSBURGH
VOCATIONAL EDUCATION PROGRAM

ENTREPRENEURSHIP COMPETENCY SURVEY

The Marketing Program you teach is called; Entrepreneurship 3
Marketing ED 11
Marketing & DE 16

Circle years of related work experience: 1-4, 5-9, 10-14, 15-19, 20 or more.
Number of responses 1ll.
4 3 5 5 6

Please respond to each item with a check mark under the appropriate space.

IN YOUR OPINION ARE THESE
ARE THESE COMPETENCIES COMPETENCIES INCLUDED
IMPORTANT TO TEACH? IN YOUR CURRICULUM
YES NO YES NO
How To:
32 _2 1. Understand the Nature of Small Business 29 _5.
29 _5 2. Determine Your Potential as an Entrepreneur 25 _9
29 _5 3. Develdp the Business Plan L2 12 -
25 _9 4. Obtain Technical Assistance .20 _14
31 _ 3 5. Choose the Type of Ownership 28 _6
29 _5 6. Plan the Market Strategy 21 13
31 _3 7. Locate the Business 29 _5
30 _4 8. Finance the Business 26 _8
23 _11 9. Deal with Legal Issues _18 _16_
27 __1_ 10. Comply With Government Regulations 26 _ 8
_32_ _ 2 11. Manage the Business 30 _4
29 _ 5 12. Manage Human Resources 29 _5
33 _ 1 13. Promote the Business 32 2
31 _3 14, Manage Sales Efforts 28 _6

o7



APPENDIX 1

Page 2 of -3
IN YOUR OPINION ARE THESE
ARE THESE COMPETENCIES COMPETENCIES INCLUDED
IMPORTANT TO TEACH? IN YOUR CURRICULUM
YES NO ' YES NO
How To:

31 3 15. Keep the Business .Records 29 5

30 4 16. Manage the Finances 29 5

29 § 17. Manage Customer Credit and Collection 24 10

2 6 18. Protect the Business 24 10
529 + 83 = 612 TOTALS 612 = 465 + 147
86.4% 13.6% PERCENT 76.0% 24.0%

32 2 19. With appropriate curriculum materials would you be willing

Pleas

1.

to include entrepreneurship instruction as an integral
part of your program?

9 20. Do you ever get requests from students for information on
how to start a small business in your program area?

14 21. Do you now, or have you in the past, owned or operated a
business?

e answer by circling the appropriate response.
How many years of teaching experience do you have?

1-3 4-6 7-10 11-14 15 or more
2 0 3 4 24

How many hours per week of entrepreneurship instruction would you
include in your curriculum?

1 2 3 4 5 or more
7 4 6 1 1 No. Responses 3



APPENDIX 1
Page 3 of 3

Please answer these questions in a brief paragraph.

-, 1f you are currently teaching part or all of an entrepreneurship
program, briefly describe some of the experiences you have had.

The student must really be interested.

Too high level for my students.

Use school store operation.

Need better students to do a better teaching job.

Run concession stand for High Schcol and College during football
season.

2. Do you have any comments regarding entrepreneurship instruction that
would be helpful to other teachers?

Be careful what kinds of business you present.

Take interest surveys.

Use pace from Ohio Center.

Our Advisory Committee recommended that we not teach ----.
Students eager to work PACE units.

Bring in guest speakers., ‘-

Social studies classes are using Junior Achievement materials.

RETURN COMPLETED SURVEY TO YOUR SCHOOL OFFICE FOR MAILING TO:

Dr. Frank Palmier{ _
University of Pittsburgh”
4K57 Forbes Quadrangle
Pittsburgh, PA 15260

‘(‘
) RN
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APPENDIX 2

UNIVERSITY OF PITTSBURGH
VOCATIONAL EDUCATION PROGRAM

ENTREPRENEURSHIP COMPETENCY SURVEY

Responses From Marketing Education Teachers
who Owned Their Own Business

IN YOUR OPINION ' ARE THESE

ARE THESE COMPETENCIES COMPETENCIES INCLUDED
IMPORTANT TO TEACH? IN YOUR CURRICULUM
YES NO YES NO
19 _1 1. n::elgéand the Nature of Small Business 18 _2
17 _3 2. Determine Your Potential as an Entrepreneur 7 _ 3
17 _3 3. Develop the Business Plan 15 _5
12 _ 8 4. Obtain Technical Assistance 19
18 __2 5. Choose the Type of Ownership 18 _2
15 _5 6. Plan the Market Strategy 15 _5
8 _2 7. Locate the Business 18 _2 .
18 _2 8. Finance the Business 18 _ 2
11 9 9. Deal with Legal Issues 12 8
14 _6_10. Comply With Government Regulations 16 _4
_18 _ 2 11. Manage the Business 17 3
15 5 12. Manage Human Resoufces 15 5
19 _1 13. Promote the Business 19 _1
18 2 14. Manage Sales Efforts 16 _4_’
16 _4 15. Keep the Business Records 16 4
16 _4 16. Manage the Finances 14 6
15 _5 17. Manage Customer Credit and Collection 14 _ 6
16 _4 18. Protect the Business 6 _ 4
292 + 68 = 360 TOTALS 360 = 285 + 75
81.1% 18.9% . PERCENT 79.2% 20.8%
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APPENDIX 3

UNIVERSITY OF PITTSBURGH
VOCATIONAL EDUCATION PROGRAM

ENTREPRENEURSHIP COMPETENCY SURVEY

Responses From Marketing Education Teachers
Who Did Not Own a Business

ARE THESE
COMPETENCIES INCLUDED
IN YOUR CURRICULUM

IN YOUR OPINION
ARE THESE COMPETENCIES
IMPORTANT TO TEACH?

YES NO YES NO
How To:
13 _ 1 1. Undersiand the Nature of Small Business 12 2
12 _ 2 2. Determine Your Potential as an Entrepreneur 1 _1
12 _2 3, Develop the Business Plan _6 _8
12 2 4, Obtain Technical Assistance 8 _6
13  _1 5. Choose theAType of Ownership 12 2
13 1 6. Plan the Market Strategy _8 _6
13 1 7. Locate the Business A1 3
13 _ 1 8. Finance the Business 8 _6
12 2 9. Deal with Legal Issues 1 _1
13 _1 10. Comply With Government Regulations 10 _4
14 _0_11. Manage the Business 14 _0
14 0 12. Manage Human Resources i CE—
_14 0 13. Promote the Business 14 0
13 __1 14, Manage Sales Efforts 2 2
14 0 15. Keep the Business Records 12 _ 2
14 0 16. Manage the Finances 9 5
14 0 17. Manage Customer Credit and Collection 10 _ &
11 3 18, Protect the Business 8 _6
234 + 18 = 252 | TOTALS 252 = 182 + 170
92.9% 7.1% . PERCENT 72,2% 27.8%

6¥ 1




APPENDIX 4

University of Pittsburgh

SCHOOL OF EDUCATION
Department of Instruction and Learning
L}

Dear Marketing Instructor:

The need for entrepreneurship education is becoming more apparent.
A1l across the country more and more Americans are seeking the rewards of
financial independence and personal satisfaction that owning and
operating their own small businesses can bring. The operation of a small
business is not without risk. Statistics show that three out of five
businesses are no longer in existence after five or more years of
operation.

To better prepare individuals in establishing and operating a small
business we are undertaking the task of assisting teachers of vocational
programs to identify those competencies needed to be a success ful
entrepreneur. :

The enclosed survey will help identify the entrepreneurship
competencies that you feel are important énough to teach as an integral
part of the Marketing curriculum. This information will be compiled to
produce an instructor's handbook. The entrepreneurship instructor's
handbook will assist all vocational instructors and administrators to
include entrepreneurship competencies in their program curriculum. The
ultimate outcome will be in effect to create more opportunities for
Marketing Education students.

We would appreciate your cooperation in completing the enclosed
survey.

Sincerely,
D ok (Fablomms
D. Frank Palmieri

Associate Professor
Marketing Education Program

Enclosure

[
PITTSBURGH, PA 15260
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UNIVERSITY OF PITTSBURGH
VOCATIONAL EDUCATION PROGRAM

ENTREPRENEURSHIP COMPETENCY SURVEY

The Marketing Program you teach is called:

Circle years of related work experience: 1-4, 5-9, 10-14, 15-19, 20 or More.
Please respond to each item with a check mark under the appropriate space.

IN YOUR OPINION ARE THESE

ARE THESE COMPETENCIES COMPETENCIES INCLUDED
IMPORTANT TO TEACH? IN YOUR CURRICULUM
YES NO . YES NO

: How To:

1. Understand the Nature of Small Business
2. Determine Your Potential as an Entrepreneur
3. Develop the Business Plan

4. Obtain Technical Assistance

5. Choose the Type of Ownership

6. Plan the Market Strategy

7. Locate the Business

8. Finance the Business

9, Deal with Legal Issues

10. Comply With Government Regulations
____ 11, Manage the Business

12. Manage Human Resources

13. Promote the Business

14. Manage Sales Efforts

15. Keep the Business Records

16. Manage the Finances

17. Manage Customer Credit and Collection

18. Protect the Business

| B 66
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APPENDIX 4 - Pg 3

ENTREPRENEURSHIP COMPETENCY SURVEY
Page 2

YES NO

19, With appropriate curriculum materiils would you be willing
to include entrepreneurship instruction as an integral
part of your program?

20. Do you ever get requests from students for information on
how tc start a small business in your program area?

21. Do you now, or have you in the past, owned or operated a
business?

Please answer by circling the appropriate response.
1. How many years of teaching experience do you have?
1-3 4-6 7-10 11-14 15 or more

2. How many hours per week of entrepreneurship instruction would you
include in your curriculum?

1 2 3 4 5 or more
Please answer these questions in a brief paragraph.

1. 1f you are currently teaching part or all of an entrepreneurship
program, briefly describe some of the experiences you have had.

2. Do you have any comments regarding entrepreneurship instruction that
would be helpful to other teachers? :

RETURN COMPLETED SURVEY TO YOUR SCHOOL OFFICE FOR MAILING TO:

Or. Frank Palmieri
University of Pittsburgh
4K57 Forbes Quadrangle
P{ttsburgh, PA 15260
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IMPORTANCE AND EMPHASIS PLACED ON THE NATIONAL CORE
CURRICULUM COMPETENCY AREA FOUNDATIONS FOR MARKETING:
AN ALABAMA STUDY

ABSTRACT

The primary purpose of this study was to determine whether
the 19 Foundations for Marketing competencies selected by
the Curriculum Committee of the National Council for
Marketing Education were a valid indicator of curriculum
beliefs of Alabama secbndary marketing educators. This
study gathered perceptions of the importance placed on the
Foundations for Marketing competencies, the emphasis placed
on these competencies in classroom instruction, and the
relationship between both responses.

A researchef designed questionnaire was administered to 94
individuals at the 1986 Alab;ma Marketing Education
Professional Development Workshop.

The major findings included: 1) strong agreement on the
importance of human resource foundation competencies;

2) agreement on the importance of economic foundations of
marketing; 3) agreement on the importance of marketing and
business foundations; 4) instructional emphasis on the three
competency areas; 5) substantial association between

importance and emphasis on the Foundations for Marketing,
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INTRODUCTION

NATURE AND BACKGROUND

The concern given to excellence in education, the
concern for the survival of marketing and distributive
education, the desire for improvements in the delivery
of marketing education and professional services give
impetus to the documentation of a national plan that
all segments of the marketing education community will
accept and address.... Article VIII - National Plan.
Section I, Articles of Agreement, National Council

for Marketing Education, 11/29/84.

Since the development of retailing courses in Boston
during the early 1900°'s, marketing-related curriculum
decisions have remained a state and local issue with little
focused national attention or guidance. Each state and
locality developed individualized curriculum strategies for
their marketing education programs. This individual ized
curriculum planning process has led to differences that
undermine the national unity of marketing education
programs. Luter (1974, 1984) argued that a unified core
curriculum for all levels of instruction was needed on a
national level in marketing education.

To enhance the current identification and further the
unification of marketing education programs, Richard Lynch

in Marketing Education: A Future Perspective (1983)

recommended an overall conceptual framework for marketing

education. Included in the Lynch framework was the
development of the necessary mission statement, purpose,
and proposed outcome for ﬁarketing education at various
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educational levels. He recommended better planned,
organized, directed, and evaluated programs to achieve the
improvement of marketing in this country.

According to Doll (1986) the mid-eighties have been a
time of intensa public pressure to achieve educational
excellence. This pressure has been specifically directed
towards the publ;c school curriculum. Recent educational

reports including A Nation at Risk, (1983), the Paideia

Proposal (1982), and Action for Excellence (1983) , have

emphasized academic course content as the means for
achieviﬂg excellence in our schools. This emphasis on
excellence would be at £he expenaé of non-academic course
content, a serious marketing education concern.

"Excellence in Education®, the rallying cry ¢. the
80's, has heightened concern among the vocational education
community both in educational and industrial settings. 1In
this period of "excellence" with greater accountability
demands from society and politicians, the justification and
identity of marketing education must be strengthened.

Lynch (1983) stated that:

"the field of marketing and distributive education
needs to define carefully its parameters within
educational environments. Perhaps no subject area
in education suffers more from a diversified
identity and inconsistent image than MDE.°®

Luter (1984) concurred when he stated that Marketing

Education has had a long-standing identity problem. This

A



identity problem existed largely because of the great
diversity of program titles, course descriptions, and
instructional goals from one state to another. To assure
.progtam longevity, proper identity, and justification
within the secondary school system, Marketing and
Distributive Education needs to be known for its
curriculum--what it teaches and what it helps students
achieve. Accomplishing marketing education's mission will
require a unified core curriculum which meets the needs of
studentg, schools, and industry.

In this period of a changing educational environment
with concommitant economic and social pressutes; Marketing
Education (ME) Programs have united in a common bond of
strength to meet this curriculum challenge. The increased
emphasis on the content (what the individual learns),
process (how the individual learns), and produc:t (total
outcome of education) of school programs has pushed
.curriculum reform to the forefront of discussion.

To meet the educational challenges 1n'the *Decade
of Excellence" marketing education has focused on the
curriculum-what is taught. Marketing Education has
responded with an organized push for the development of
a National Core Curriculum.

The development of the curriculum was guided by the

mission statement agreed upon at the Vvail, Colorado
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Conference in 1988. From the conference it was establ ished
that the mission of marketing education was to:

"develop competent workers in and for the major

occupational areas within marketing and distribution,

asgist in the improvement of marketing techniques,

and build understandings of the wide range of social

and economic responsibilities which accompl ish the

right to engage in marketing busincsses in a free

enterprise system." (Samson, 1980, p. 27)

With the mission statement developed at the vail
Conference in mind, the National Marketing and Distributive
Education Curriculum Conference was held in Atlanta,
Georgia in September, 1984. The Conference goal was to
establish procedures to assure that Marketing and
Distributive Education curriculum at all levels was |
responsive and relevant to the training needs of business
and industry. Consensus wes reached on the areas of
content appropriate for marketing education curriculum.
From this consensus decision, the Curriculum Committee of
the National Council for Marketing Education (NCME)
developed a proposed curriculum framework for further study

(Figure 1).

STATEMENT OF THE PROBLEM

Although research had been conducted on specific
occupational clusters (Eicel, 1966; Crawford, 1967; Lynch
and Kohns, 1977) and important competencies (Eggland, 1976;
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Figure 1: National Core Curriculum Campetency Model

1. Basic Concepts

2. Economic Systems
3. Cost-profit Relationships =«
4. International Concepts -

§. Economic Trends/Indicators

1.
2.
3.
4.

ECONOMIC
FOUNDATIONS

" Distribution -

Ptoduétl
Service
Planning AND BUSINESS
FOUNDATIONS .
X Markating-information

Business Concepts
Marketing Concepts _J/
Management Concepts
Operational Concepts
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1. Foundational Skills

. (e.g. Math, Communication)
2. Self Understanding

3. Interpersonal Skills

4. Human Resource Management
5. Career Development
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McAnelly, 1977; Shell, 1979; IDECC, 1986) in the marketing
education curriculum, little research has focused on
establishing a unified national curriculum. The need was
further documented by Stone (1985) in a presentation at the
American Vocational Association Conference where the
development of a core curriculum in marketing education
ranked second among 16 selected research topics.

This study was conducted because minimal research has
been focused on secondary marketing educators with respect
to their beliefs about a unified core curriculum and the
competencies important to that curriculum. There has also
been minimal research into the curriculum areas presently
emphasized in marketing education programs. Thus, there is
a need to expand this knowledge base to facilitate the
support necessary for the future implementations of
competencies included in the national core curriculum.

McComas (1986) found, in a Texas study, that core
curriculum consensus statements varied from the national
consensus statements. The implications was that the core
curriculum competencies may not have been a valid indicator
of local curriculum beliefs.

To further the McComas study and to gather data to
support the NCME, this study was conducted to determine
whether the core curriculum competencies selected in the
Foundations For Marketing area were a valid indicator of

the curriculum beliefs of secondary marketing education



instructors in Alabama. This indication was based on the
importance and emphasis- of these competencies in an

instructor's curriculum.

PURPOSE AND OBJECTIVES OF THE STUDY
The primary purpose of this study was to describe

Alabama's secondary marketing educators' perceptions of the
importance of competencies included in the national core
curriculum framework, their emphasis on these competencies
in their instruction, and the relationship between the two

responses.
More specifically, the following objectives were

formulated for this study:

1. To describe Alabama marketing education instructors'
perception of the importance of the national core
curriculum competencies.

2. To describe the emphasis placed on these core
curriculum competencies in Alabama's marketing
education classroons

3. To determine the relationship between the perception
of the importance of the core curriculum competencies
and the emphasis placed on these competencies in the

curriculum of Alabama's marketing education
instructors.

SIGNIFICANCE OF THE STUDY
Acceptance of a unified core curriculum will enhance
the current identification and further the unification of
marketing education. This unified front will support the
migsion and objectives of marketing education. At the

present time, information on the acceptance of the national
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core curriculum competencies has not been gathered from
gome states.

This study, will elicit the only information gathered
from Alabama marketing education pertaining to the
acceptance of the national core curriculum competencies.
This information will be,useful in marketing education
curriculum planning, to the NCME, to the teacher education
institutions in Alabama, to the Alabama State Department of
Education, and as a baseline and catalyst for future
curriculum studies on the core competency areas in
marketing education.

LIMITATIONS OF THE STUDY

The findingé and conclusions were limited to the
poptlation of this study.

METHODOLOGY
RESEARCH METHOD
Thig study used survey regsearch, a type of descriptive
research. Desciptive research is used to portray (describe)
accurately the incidence, distribution, and characteristics
of a group. It is also used to investigate relationships
or associations between characteristics.
SUBJECT SELECTION
The population selected for this study included
secondary marketing education instructors in Alabama during

the 1986-1987 academic school year. The population was
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identified through the State Department of Education
listing of those in attendance at the 1986 Summer
Ptofessional Development Workshop.
QUESTIONNAIRE DESIGN

To obtain the required information to meet the
objectives of this study, a questionnaire was designed
using the selected curriculum competency areas chosen by
the NCME. The three major foundation for marketing
curriculum areas included: eight curriculum competency
domains in marketing and business concepts, five curriculum
competency domains in economic foundations of marketing,
and six curriculum competency domains in human resource

foundations. Information from Dillman‘s Mail and Telephone

Surveys, The Total Design Method (1978), was used to write

questions that identified the exact information desired
from the respondemts.

Using a five point Likert-type scale instructors were
asked if the 19 selected curriculum competencies should be
taught (importance) in marketing educa;ion programs. The
instructors were also asked to report if they placed an
emphasis on these concepts in their programs during the
past academic year.

MEASURES OF RELIABILITY AND VALIDITY

In order to increase the reliability of this study a
pilot test was carried out in EDUC P&L 606, Function and
Structure of Disttibutive Education Programs at The Ohio
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State University. Cronbach's Alpha was used as a measure
of the internal consistency of each scale. Standardized
item alpha of .76 was obtained on the overall rating of
importance and of .77 on the overall rating of emphasis in
teaching. Reliability coefficients were also calculated
for each of the foundations of marketing competency areas.

Most useful with instrumentation similar to this study
were face validity and content validity. Face validity was
very important since the competencies must be perceived as
being important to marketing educators. To cnhance face
validity the pilot test group received information on the
purpose, objective, gnd importance of the study. All
important recommendations for improvement were then
incorporated into the final instrument. Content validity
existed in the judgement of the NCME in the inclusion and
representativeness of each competency item. Each
competency represented the knowledge necessary for a
marketing professional.

DATA COLLECTION

Data were collected on August 13, 1986 at the Alabama
Professional Development Workshop. Thirty minutes were
scheduled as part of the concluding day of the conference.
The questionnaire was distributed to those in attendance at
the session (n = 94) and collected after the allocated time

was completed.
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DATA ANALYSIS
Since the data were collected from the total
population, descriptive statistics were used. Summary
information was reported in numerical tables, including
frequency distributions and means. The response rate of the
accessable population Qas 98 percent and 64 percent of all
secondary marketing educators in the state.

RESEARCH FINDINGS
OBJECTIVE I: IMPORTANCE OF CORE CURRICULUM COMPETENCIES

To describe the mean responses of the group, intervals
were established for each response scale. The intervals

for the'importance and emphasis scale were:

4.50 - 5.00 Strongly Agree/Strongly Emphasized
3.50 - 4.49 Agree/Emphasized

2.50 - 3.49 Undecided

1.50 - 2.49 Disagree/Minimally Emphasized

1.00 - 1.49 Strongly Disagree/Not Emphasized

According to Table 1, Alabama's marketing educators
strongly agreed that nine competencies were important and
agreed that ten other listed competencies were important
and should be taught in marketing education programs.

The competency rated as most important to be taught in
ME classrooms was interpersonal skills with a mean of 4.78.
This was closely followed by self-understanding (4.76) .
Foundation mathematical (4.74) and communication skills
(4.69) were rated as the next most important competencies.

The lowest rated competency was international concCepts
with a mean of 3.61. Other competencies rated of lowest
importance included economic trends (4.01), budgeting

cursiderations (4.03), and functions of management (4.14).
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Table 1: Rank Order of Importance of Foundations for
Marketing Curriculum Competencies

X frequency
Compe tency Mean SA A N D &D

Strongly Afree
Interpersonal Skills 4,78 57 14 1 @ 0
Self-Understanding 4.76 57 13 2 8 @
Foundation Mathematical Skills 4,74 55 15 2 @ )
Foundation Communication Skills 4,69 S50 22 0 @ )
Economic Systems 4.65 50 20 1 1 )
Functions of Business 4.63 46 25 1 0 O
Basic Economic Concepts 4.54 44 25 2 1 )
Ownership Structures 4.53 42 26 4 0 )
Career Development 4,50 38 32 2 9 )

Agree
Marketing Functions and Concepts  4.47 39 3¢ 2 1 @
Channel Concepts 4,33 28 40 4 0 0
Business Operations 4,28 24 44 4 O 0
Specialized Applications of 4,28 29 35 7 1 )

Business :
Human Resource Management 4,22 23 43 5 1 ')
Cost-Profit Relationship 4.14 26 35 7 3 1
Functions of Management 4.14 20 44 6 2 )
Budgeting Considerations 4.83 13 50 7 2 @
Economic Trends and Indicators 4.01 17 45 5 4 1
International Concepts 3,61 8 3818 6 2

Table 2 illustrates the importance placed on each core
curriculum competency area. The instructors strongly
agreed that Human Resource Foundations (4.62) should be
taught in marketing education. The instructors agreed that
Marketing and Business Foundations (4.34) and Economic

Foundations of Marketing (4.19) were important to teach.

Table 2: Importance Rating of Competency Areas

Competency Area Mean 8.D.
Human Resource Foundations 4.62 .40
Marketing and Business Foundations 4.34 57
Economic Foundations of Marketing 4.19 <34
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OBJECTIVE II: EMPHASIS ON CORE CURRICULUM COMPETENCIES

According to Table 3, three competency areas were
strongly emphasized by Alabama marketing educators during
the past school year. Thirteen competencies were emphasized
during the past school year. There were three areas where
instructors were undecided if the competencies were
utilized during the past school Yyear.

Table 3: Rank Order of Emphasis on Foundations For
Marketing Curriculum Competencies

X f requency
Compe tency Mean SE E U MNE
Strongly Emphasized
Interpersonal 5kills 4.65 51 19 2 9 ©
Self-Understanding 4.57 47 21 2 2 ¢
Foundation Mathematical Skills 4.51 45 22 2 3 0
Emphasized
Marketing Functions and Concepts 4.44 33 38 1 g 0
Economic Systems 4.43 40 28 3 1 ©
Foundation Communication Skills 4.40 36 32 1 3 ¢
Functions of Business 4,35 31 38 1 1 1
Career Development 4.32 33 32 5 1 1
Ownership Structures 4,31 31 36 1 4 0
Basic Economic Concepts 4.31 33 34 4 1 0
Channel Concepts 4.00 20 42 1 8 1
Specialized Applications of 3.89 18 486 5 6 3
Business
Business Operations 3.84 18 39 310 2
Functions of Management 3.78 13 44 4 8 3
Human Resource Management 3.76 13 42 5111 1
Cost-Profit Relationship 3.60 17 33 413 5
Undecided
Budgeting Considerations 3.46 16 36 6 17 3
Economic Trends and Indicators 3.26 , 18 31 6 18 7
International Concepts 2.72 1 2511 23 12

The competency with the highest emphasis in marketing

education classrooms was interpersonal skills with a mean




of 4.65. This was followed by self-understanding (4.57).
Foundation mathematical skills (4.51) and marketing
functions and concepts (4.44) were rated as the next most
importance competencies to be taught. /

The lowest rated competency was international concepts
with a mean of 2.72. Other competencies rated of lowest
emphasis included Economic Trends and Indicators (3.26),
Budgeting Considerations (3.46), Cost-Profit Relationship
(3.60), and Human Resource Management (3.78).

Table 4 illustrates the emphasis placed on each core
curriculum competency area during the past academic year.
The instructors agreed that they had emphasized all three
competency areas in their programs. Human Resource
Foundations (4.37) was rated as the most emphasized area in
their programs during the past year. Marketing and
Business Foundations (4.01) was rated as the next most
important area while Economic Foﬁndations of Marketing

(3.67) was rated as the third highest.
Table 4: Emphasis Rating of Competency Areas

Competency Area Mean 5.D.
Human Resource Foundations 4.37 .59
Marketing and Business Foundations 4.01 .81
Economic Foundations of Marketing 3.67 «51

OBJECTIVE III: RELATIONSHIP BETWEEN IMPORTANCE AND EMPHASIS
ON CORE CURRICULUM

This section described the relationship between the

importance placed on competencies by Alabama's marketing
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educators and the emphasis placed on these competencies in
their curriculum during the past school year. |

To describe the degree of relationship that existed
between these variables the correlation coefficient, r, was

used. Davis' (1971) measure of correlation was used.

Correlation Coefficient Description
.78 or higher very substantial association
.50 to .69 subgstantial association
.30 to .49 moderate association
.18 to .29 low association
.81 to .09 negligible association

FOUNDATIONS FOR MARKETING

According to Table 5, there was a substantial
association between the importance placed on the core
curriculum competency area, Foundations for Marketing, and
the emphasis placed on these Foundations for Marketing
competencies in the curriculum of Alabama's marketing
education instructors. The correlation in the area of
human resource foundations was .63; the correlation in the
area of marketing and business foundations was .64; and
the correlation in the area of economic foundations of
marketing was .55.

Table 5: Relationship Between Importance and Emphasis
on Foundations for Marketing

Competency Area Importance Emphasis r
Human Resource Foundations 4.62 4.37 .63
Marketing and Business 4.34 4.01 .64

Foundations
Economic Foundations of 4.19 3.67 55
Marketing A o __
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Marketing and Business foundations

In Table 6, seven of the eight competencies in
marketing and business foundations had a substantial
correlation. This means that there was a substantial
relationship between the importance placed on these
competencies by Alabama's marketing educators and the
emphasis placed on these competencies in their curriculum
during the past school year. If an instructor rated the
competency as important to teach they would have placed
emphasis on the competency in their curriculum.

The strongest correlation was held by both ownership
structures and marketing functions and concepts at .65, a
substantial association.

Table 6: Relationship Between Importance and Emphasis

on Marketing and Business Foundations Core
Curriculum Competencies

X X r
Competency Importance Emphasis Correlation
Functions of Business 4.63 4.35 .40
Ownership Structures 4.53 4.31 .65
Functions of Management 4.14 3.78 .64
Business Operations 4.28 3.84 .58
Marketing Functions and 4.47 4.44 «65
Concepts
Channel Concepts 4.33 4.00 57
Budgeting Considerations 4.03 3.46 .64
- Specialized Applications 4.28 3.89 .54

of Business

Economic Foundations of Marketing

In Table 7, all five of th ‘ompetencies in economic

foundations of marketing had a substantial correlation.
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Table 7: Relationship Between Inportance and Emphasis
Placed on Economic :oundations of Marketing

X X r
Compe tency Inportance Emphasis Correlation
Basic Bconomic Concepts 4.5¢ 4.31 .64
Economic Systems 4.65 4.43 .64
Cost-Profit Relationship 4.14 3.60 .65
International Concepts 3.61 2.72 .52
Economic Trends and 4.81 3.26 .64

Indicators

Human Resource Foundations

In Table 8, all six of the competencies in human
resource foundations had a substantial correlation.

The strongest correlation in the area of human resource
foundations was on the competency of career development at
.66, a substantial association. Again, all of these are
considered a substantial association.

Table 8: Relationship Between Importance and Emphasis
Placed on Human Resource Foundations Core Curriculum

Competencies
X X r

Compe tency Importance Emphasis Correlation
Foundation Mathematical 4.74 4.51 - +63

8kills
Foundation Communication 4.69 4.40 .50

8kills
Interpersonal Skills 4.78 4.65 57
Self-Understanding 4.76 4.57 A .53
Career Development 4.50 4.32 .66
Human Resource 4.22 3.76 .59

Management
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CONCLUSIONS
The following conclusions are based upon the
interpretations of findings resulting from the three
objectives formulated for this study:

Objective I
Importance of Core ZCurriculum Competencies

1. Alabama marketing edurators agreed with the
foundations for markecing core curriculum
competencies developed by the Curriculum Committee
of the National Council for Marketing Education.
They strongly agreed that the competencies in the
area of human resource foundations were important
and should be taught in marketing education :
programs. They agreed that the competencies in the
areas of marketing and business foundations and
economic foundations of marketing were important and
should be taught in marketing education programs.

Objective II
Emphasis on Core Curriculum Competencies

2. Alabama marketing educators emphasized the three
competency areas in foundations for marketing in
their programs during the past school year. They
emphasized the competencies in human resource
foundations, marketing and business foundations,
and economic foundations of marketing in their
programs during the past year.

ObBiective III
Relationship Between the Importance and Emphasis Placed
on Core Curriculum Competencies

3. There was a substantial association between the
importance placed on the foundations for marketing
and the emphasis placed on the foundations for
marketing. Since the instructors found these
competencies important they emphasized them in their
programs or, conversely, since they emphasized these
competencies in their programs they rated them as
impor tant.

Q 8
794




Summary Conclusions

4. The national core curriculum competencies selected
by the Curriculum Committee of the National Council
for Marketing Education were similar to those
competencies selected as important by Alabama
marketing educators.

5. The national core curriculum comgetencies gelected
by the Curriculum Committee of the National Council
for Marketing Education were similar to those
competencies emphasized in Alabama marketing
educators' classrooms.

6. Since these competencies are rated as important
and are presently emphasized in Alabama marketing
education classrooms, instructors in the state
seem well prepared to accept and implement the

national core curriculum competencies in Foundations
for Marketing. .

RECOMMENDATIONS
Based on the conclusions germane to this study fourteen
recommendations were developed. These recommendations are
targeted to specific impacted audiences.
National Council for Marketing Education (NCME)

1. Based on marketing educators perceptions of the
importance placed on the national core curriculum
competencies and persuant to Phase II of the
NCME Curriculum Project Alabama's marketing educators
should support and accept the curriculum competencies
in the area of Foundations for Marketing.

2. The NCME should continue to make plans for the
Summer, 1987 dissemination of these competencies to
all marketing educators as specified in Phase II of
the curriculum project.




6.

7.

9.

Alabama's State Department of Education, Marketing

Education State Specialist

Since these competencies are rated as important and
are presently emphasized in Alabama marketing
education classrooms, background curriculum
preparation should be slightly modified to achieve
balance among the nineteen curriculum competencies.

Since Alabama marketing education instructors are
familiar with these competencies, the total National
Core Curriculum Competencies should be formally
disseminated to all instructors with the help of
Alabama's Teacher-Educators.

Alabama Teacher Educators In Marketingfsducation

Auburn University and the University of Alabama
should continue and expand their course offerings
for certification in marketing education.

It ié important that Alabama teacher-educators help
coordinate dissemination of this curriculum with the
State Department of Education.

Alabama's Marketing Educators

Alabama teachers should retain their time allocation
to competencies but should consider a time balance
time on the areas of economic foundations of
marketing and human resource foundations since less
than 25 percent of instructional time is presently
spent on these content.

They should also increase their classroom emphasis
on international concepts since this is a major
issue as well as a major economic threat to today's
business. Presently this concept is minimally
emphasized.

Instructors should increase their classroom emphasis
on economic trends and indicators. Since, at
present, there is a minimal emphasis increased
instructional time will be very useful in
merchandising, store operations, and in planning

for changes in consumer spending.
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Other Curriculum Researchers

18. ~ Other researchers should view the background
influences (i.e., education, occupational
experience, personal attributes) :that impact
on the importance and emphasis placed on
curriculum competencies.

11. Other researchers should measure the importance of
these curriculum competencies with marketing
practitioners, industry planners, and academic
faculties of marketing.

To Further This Research

12, Other researchers should use this same instrument
to gather perceptions of the important and emphasis
placed on the national core curriculum competencies
by other groups. (i.e., states, populations).

13. These data should be reviewed to discern other
variables of interest that may associate and
contribute tu the importance and emphasis placed
on the national core curriculum competencies.

14. A list of other competencies that may be
important to marketing education instruction
gshould be developed. This might include computer
literacy and entrepreneurship.
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LINKING WITH BUSINESS: A MARKETING SKILL FOR
VOCATIONAL EDUCATION SURVIVAL

Interest in Linkage

Cooperation and coordination between education and - business,
industry, and government has become a recent trend toward reaching opti-
mum resource development and utilization. Three important factors have
prompted increased research interests in the area of linkage and col-
laborative efforts:

* An attempt by the Reagan administration to halt the escala-

tion of government spending and to begin a countertrend of
decreasing levels of Federal assistance.

* A growing realization that scarcity of funds at all govern-

ment levels demand more accountability and measurement of
outcomes than have been required in the past.

* A growing awareness on the part of human resource planners

and administrators that cooperation, not competition, can

best meet the vast and complex needs of a changing tech-
nological work force.

Why Link?
Over $15 billion was spent by Federal agencies in 1979 for

education-for-work programs. While this figure does not include the
Federal investment in job training for defense spending and tax expen-
ditures, a large percentage of the 1979 $116 billion Department of
Defense budget went for technical training, instruction, and research on
training methods (NCEP, 1980). This is partially due to the promise of

technical training, or job skills attainment, as the primary recruitiing
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tool for a peacetime military.

It is estimated that, in 1986, Federal human resource development
for education, training, employment, and social serviées through the
Departments of Labor and Education will be $29.3 billion. In addition
to Federal outlays, 1986 tax expenditures as outlay equivalents for
these same four areas are projected to be $33.8 billion (U.S. Budget,
1985) .

The many alternative programs where people can obtain formal Jjob
training, the majority of which are funded with government money, demand
careful and coordinated use of funds. It foliows that linkages between
vocational education and business, industry, and government must be
included in the key strategies to effectively provide a knowledgeable

and skilled work force for the future.

A Model for Linkage

The development and maintenance of long-term, mutually beneficial
collaborative arrangements don't happen by accident, Good linkages
require time, effort and coomitment. Because there are mary barriers to
1inkage, guidelines and models for 1inkage can be very useful to 1inkage
fac{1itators in establishing partnerships and in negotiating strong
collaborative agreements.

During fiscal year 1985 and under contract with the Texas Education
Agency, 8 linkage model was developed through the University of Houston,
Technical Education Department, College of Technology. The document,

Education-for-Work: A Model for Establishing Linkages Between

95

102



Education, Business, Industry, and Government (O‘'Neil and Greenwood),

was designed to assist individuals, at any level, to facilitate linkage.
The 1linkage facilitator guide/resource handbook 1s based on an
integrated six-task model. These tasks, described briefly 1in the
following six sections, are important to vocational educators in maxie-
mizing resource identification and utilization; thus, the extent to
which these tasks are understood and implemented will be crucial to sur-

vival of vocationai education programs.

Task I: Benefits and Mandates for Linkage

‘Since the 1960s the calls for linkage and coordination between edu-
cation and business, industry, and government, have been noticeable in
Federal legislation and policy development. W.ile those calls were more
frequent and 1mp11c$1t fn the 1970s, now evidence must be shown by
recipients of Federal funds that existing resources are not duplicate&.
Overt efforts must be made to coordinate and plan with agencies and
organizations who have similar goals in meeting the needs of a par-
ticular client.

The mandates of the Job Training Partnership Act (P.L. 97-300) and
the Carl D. Perkins Vocational Education Act (P.L. 98-524) provide the
impetus to plan job training at aill leveis which 1s based on thé 1inkage
and coordination perspective. LocaIIy, the actual benefits of such
planning are exciting and gratifying because the rea! benefactors of
linkage are clients. Through good linkages referrals between competing

and isolated delivery systems become minimal since clients are met and
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assisted by an informed, collective advocacy that is cooperating to make

the most expeditious use of resources.

Taskbllz Information Base for Job Demands

For 1inkage and coordination to tuke place, the linkage facilitator
must be totally knowledgeable about job demands within a given labor
market area--the primary area where workers or potential workers can be
employed within a commutable distance. This primary planning area, the
labor market area, must be studied for existing employee demands as well
as for previous trends in employment configurations. Employment Dby
Standard industrial Code (SIC), seasonal and structural employment
figﬁres over time, results of employers' surveys (whether they are
employer self-studies, Chamber of Commerce questionnaires, manpower stu-
dies, or educatfon-sponsored local surveys) can begin to callectively
give a composite picture of the previous and current demands for
employees.

Rather than relying solely on employment projections that have been
derived statistically, the astute facilitator of linkage will monitor
local and regional economic downturns and adjust available projections
accerdingly. Monitoring the classified sections of newspapers,
routinely interviewing professional placement officers, and meeting with
state and local employment service personnel will yield additional
information to begin putting together a realistic picture about a given

geographic area for which job trainers are preparing workers.
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Task 111: Information Base on Training Supply

Once the 1linkage facilitator has as complete 1nformation. as
possible about job demands for the geographic area to be served, the
next task is to obtain just as complete a picture about the existing job
training available for clients 1ﬁ the area under study. Using U.S.
Office of Education job training codes (or another classification system

that can be cross-walked to the Dictionary of Occupational Titles

(DOT)), the facilitator must compile the necessary information to ascer-
tain the extent of training available to clientsf

‘The information gathered about the kinds Af training available in
the Yabor market area should include: secondary schools; post-secondary

public institutions; proprietary schools; apprenticeship training;

.community-based organjzation trafning; Federally funded programs

available through the Job Training Partnership Act, the Department of
Human Resources, Vocational Rehabilitation, and adult education; and
business and industry training sponsored by industry. After information
regarding the length of training, current enrollments, placement
figures, and credentials offered by each of the alternative training
systems is obtained, the 1inkage facilitator can begin to plan realisti-
cally about how and where linkage between job training entities can
result in determining the best options for the clients in the labor

market area.

Task IV: Priorities for Linkage

In Task IV, the resources and needs of the potential partners are
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identified. Needs may include determining the education and trafining
demands or the present and potential worker and training supply. Some
needs and resources may center on research and development areas or con-
cerns. Other areas involving programming, training emphasis, curricu-
lum, equipment, staffing and personnel, facilities, work-study and co-op
arrangements, internships, part- and full-time job placement, followup
studies, etc. may be needs (or resources) where linkage arrangements
would be beneficial to two or more entities. From the identified needs
base, 1inkage priorities can be determined.

While there may be a consensus of needs, priorities for linkage for
one entity may be quite different than for another., Successful linkage,
based on the premise of mutual benefit, must consider each of the

partngr's interests and priorities.

Task V: Strategies for Establishing Linkages

The facilitator of linkage must take a systems approach to 1inkage.
This means setting up good communications networks among the Chamber of
Commerce, government and state agencies, formal and informal organfiza-
tions, and service and social groups. Informal as well as formal con-
tacts and associations are vital to the establishment and maintenance of
strong networks. Active research within and' among networks must be
fostered, with every resource viewed as a “linkage potential.”

The organization of one or more Education-for-Work Committees will
be essential to the linkage process. These Committees, unlike most tra-

ditional committees including advisory groups, must be multi-faceted in
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purpose while mutually serving their member-partners. Since Committee
members are to be selected for their ability to represent their organi-
zations in decisfon making and in the allocation of resources, the
linkage process should be facilitated more expeditiously than could be
accomplished through most traditional committees. Additionally,
Education=for-Work Committees have the responsibility of fostering
awareness and fidentification of resources, two key components of

1inkage.

Task VI: Evaluation and Monitoring of Linkages

Prucess and product evaluation, necessary to 1inkage where many
delic&te balances may exist, is essential to linkage. The Education-
for-Work Committee has 2 major role in the evaluation and monitoring
process. No matter how formal the {nteragency agreement or how vast the
resources, the lack of success of linkage (non-1inkage) will be readily
evident if the {important task .of evaluation 1is not carried out-

rigorously, continually, and systematically.

Linkage as 2 survival Skill of the Future

The attack on education and the implementation of "reforms”
thr&ughout the nation point to the need for linkage-=1inkage initiated
by educators. Particularly vocational educators have a prime oppor=-
tunity to tap the vast, nearly unlimited resources that exist at our
threshholds. But, this must be done with purpose and expertise.,

Vocational educators must become good linkage facilitators and

marketing educators are in a prime position to be linkage role models
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for others to follow. For vocational education to survive, educators
must become actively involved in cooperation and coordination e forts
towards utilizing resources efficiently and cost effectively. This
means accountability accompanied by mandates--inciuding mandates for
linkage--is imminent. Our mission {is perfectly clear and our respon-
sibility to educate productive members of society is a tremendous
challenge. We cannot afford to react to the future, bui be geared up

and ready to provide leadership and direction in forming it.

National Commission for Employment Policy. “Sixth Annual Report to
the President and Congress.* Washington, D.C.: NCEP, December, 1980,
pp. 138-139.

0'Nefl, Sharon Lund and Katy Brown Greenwood. tEducation=-for-Work:
A Model for Establishing Linkages Between Education Business, Tndustry,
and Government. Houston, TX: Unfversity of Houston, 1985.

The United States Budget in Brief, Fiscal Year 1986. Executive
Office of the President, 8??Ice of Management and Budget. washington,

D.C.: U.S. Government Printing Office, February 4, 1985.
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ABSTRACT

Business and industry partnerships must become a top priority for
educational institutions if programs are to survive social and
economic constraints. More and more laws are mandating linkage based
on cost-effective utilization of resources, but ther: are fev guide-
lines as to partnership £ac1;1tatlon. This paper describes a model
vhich wvas developed to assist facilitators of linkage establish
successful partnerships. The model focuses on the six tasks which are
essential to the various phases of linkage and should be of value to

individuals at any level to take leadership in taclllt@tlng linkage.
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ABSTRACT

Business and industry partnerships must become a top priority for
educational institutions if programs are to survive soclal and
economic constraints. More and more laws are mandating linkage based
on cost-effective utilization of resources, but there are few guide-
lines as to partnership facilitation. This paper describes a model
vhich vas developed to assist facilitators of linkage establish
successful partnerships. The model focuses on the six tasks vhich are
essential to the various phases of linkage and should be of value to
{ndividuals at any level to take leadership in facilitating linkage.
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A Study To Determine The
Relationship Between the CPP
Test Scores of Retail Marketing

Students and Their Scores in Economics

Introduction

The Athens Tech Ketail Marketing program is a one-year program
designed to prepare students to &nter, progress, and/or advance in
retail, wholesale, or service gccupations. Since April 1981, the
American College Testing Career Planning Program (CPP) has been used
as the admissions/placement tesf for students wishing to enroll at
Athens Tech. The Retail Marketing program uses four ability measures
of the CPP as selection criteria for admitting students into the program.
The minimum scores accepted are: language usage, 4; reading skills,
4; clerical skills, 3; and numerical skills, 4 (Catalog, 1984-1983).
These ability measures and student characteri'stics were studied as to

their relationship to grades in an economics course which is part of the

Retail Marketing program.

This research study was designed to ascertain if a relationship
exists between scores on the Career Planning Program (CPP) and

grades in economics of students in the Athens Tech Retail hMarketing

program.
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Objectives of the Study

More specifically this study will attempt to:

1. Compare CPP scores with economics grades.

2. Ascertain if the CPP is a predictor of success in economics.

Meusurement Device

The Career Planning Program, Form H, was administered to
students prior tc; their entering Athens Tech. The CPP was originally
develoj:ed in 1969-71 by staff members of the American College Testing
Prograrﬁ Research and Development Division, under the general
direction of Leo Murray, with Dale Prediger serving as project director.
Revisions have since been made (ACT, 19883).

The CPP consists of six ability measures (reading skills, numérical'
sikdlls, clerical skills, mechanical reasoning, language skills, and space
relatiom); a vocational interest prome; work related experience scales;
and a section on the applicant's educational background and plans.
Each applicant is given the results of this inventory in an individual

student report (Associated Educational Consultants, Inc. Admissions

Guide, 1982).
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The CPP scores are reported as stanines for each measure ranging
from Level 1, the lowest, to Level 8, the highest level. The middle
step, Stanine 5, represents average performance for a norm group
(ACT, 1979). Stanines 1, 2, tnd 3 represent the lowest quartile;
stanines 4, 5, and 6 indicate the middle half of the distribution; and
stanines 7, 8, and 9 denote the highest quartile of the norm group

(Associated Educational Consultants, Inc. Testing Guide, 1982).

Pogulation -

The total population is considered to be all persons who met the
criteria to enter the Athens Tech Retail Marketing program and who
completed the economics course bet\reen Januar};. 1982, and March,
1585. During that time, 118 students completed the economics course.
Of these, 10 were admitted into the program based on their scores on
the SAT; 8 students had taken the TASK entrance exam; 4 students
did not have any test scores Lsted in their records; 1 student
transferred from another technical institution without a test score; 4
students were admitted under ‘vocational rehabilitation and did not have
test records; and 7 students did not have any records from which to
gather information. The remaining 84 students took the CPP as an
entrance exam prior to entering the Athens Tech Retail Marketing
program and also completed the economics course. These 84 students,

therefore, comprise the target population of this study.
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Data Collection Method

A roster was developed listing those students who
had completed the economics course at Athens Tech from January, 1982,
through March, 1985. The roster consisted of each student's name,
economics grade, age, sex, race, as well as the CPP scores in
language, reading, clerical, and numerical skills. This information was
obtained from grade books and the permanent records located in the

Athens Tech admissions office.

Statistical Method

Data collected from the student roster were analyzed
using descriptive and inferential statistice.  One-way f{requency
distribution tables were computed using the Frequency procedure

described in Statistical Package for the Social Sciences (SPSS) for

economics scores and each of the variables in null hypothéses 1-4., The
mean, standard deviation, and variance were also obtained from this
computation.

The Pearson Product-Moment Correlation (r) Formula described in
SPSS was used to determine if there- was_ & relationship bctween
cconomics and each of the variables in null hypotheses 1- 4. Tests of
significance of r were &lso computed using the formula 2 equuls the
correlation coefficient times the square root of N (the population) minus
1 (Bruning end Kintz, 1877). Ir &1l inferential stotistical corperisons,
the .05 level of probaiility wis the criterion for cignificunce.
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Research Design

This is a correlational study designed to determine the relationship
between the following variables: 1) CPP abilities scores, and 2) Athens

Tech retail marketing students grades in economics.

Null Hypotheses

The following null hypotheses_ were tested:
1. There is no significant correlation between the scores that
Athens Tech Retall Marketing students make on the language usage

portion of the Career Planning Program and grades in economics.

3. There is no significant correlation between the scores that
Athens Tech Retail Marketing students make on the reading portion of

the Career Planning Program and grades in econmics.

3. There is no significant correlation between the scores that
Athens Tech Retail Marketing students make on the clerical skills

portion of the Career Planning Program and grades in economics.

4. There is no significant correlation between the scores that
Athens Tech Retail Marketing students make on the numerical skills

portion of the Carcer Planning Program and grades in economics.
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Descriptive Profile

The data for this study were obtained from the student rccords

which are located in the Athens Tech Admissions Office.
The population of 84 students., v.hose record indicated they had

taken the CPP and completed the econoniics course, were made up of 48
females (57.17) and 36 males (42.9%).
Sixty-one students (72.6%) were white and 23 (27.43) were black.

The youngest student ‘in this study was 16 years old and the
oldest student was 46. Of these 84 students wHo made up the

population, 63 (75%) were 23 years old or younger. -

Athens Tech issues letter grades to specify levels of performance
in a course (Catalog, 1984-85). The numerical equivalent of these
letter grades is shown in Table 1.

TABLE 1

Descri tion of Athens Tech
Eraaﬁm_b'ystem

Grade Numerical Equivalent
A 90-100
B £0-89
C 70-79
D 65-69
F 0-C4
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Twelve students (14.3%) made an A in the economics course duiing
the period of this study. Thirty-one students (36.9%) made a B;
twenty-one students (25%) received a C in economics; fourteen students
(16.7%) made a D; and six students (7.1%) failed economics and

received grades of F.

Once the CPP was administered, scores were generated for each
student. The CPP score rcport summarizes biographical information,
and reports test scores as staaines and profile plots.

Four of the six ability measures tested by the CPP were used to
determine the correlation between the retail marketing students score on

" each ability measure and their grades in the economics course.

Of the 84 students in this study, 10 (12%) scored in the lowest
quartile on the language usage portion on the CPP. Fifty-nine (70.3%)
scored in the middle distribution; and 15 (17. 9%) scored in the highest
quartile.
| Twenty-three students (27.4%) scored in the lowest quartile on the
reading ability portion on the CPP. Forty-five students (53.6%) scored
in the middle distribution; and 16 (19%) scored in the highest quartile.

Eighteen students(21.4%) scored in the lowest quartile; 50 students
(59.5%) scored in the middle distribution; and 16 (19.1%) scored in the

highest quartile on the clzrical skills portion of the CPP.

On the numerical skills cbility measure, 21 students (25.1%) scored
in the lowest quartile; S7 ciudents (67.8%) scored in the n:idcle

distribution; cnd 6 (7.2%) scored in the highest quartile,

b
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Results of Testing of Null Hypotheses

Once the Pearson Product-hMoment Correlation Coefficient was

determined using the procedure in SPSS, a critical-ratio z-test

(Bruning and Kintz, 1977) was conducted to test for the significance of
r. If z was greater than $1.96, then r was significant at the .05 level.
Hence, research data that yielded a z-score of $1.96 or greater

resulted in the rejection of the null hypotheses.

Null Hypothesis 1

In order to respond to null hypotheses number 1, a Pearson
Product-Moment ‘Correlation was conducted to. detemine if there was a
relationship between the scores in the language portion of the CPP and
grades in economics. The results of the analysis revealed that t'he
correlation coefficient of the CPP langu#ge usage ability measure score
and the economics grade was .2351. The results of this analysis ure
shown in Table 2 . |

A test of significance of r was conducted yielding, z = 2.149.
This indicates that there is a statistically significant positive correlation
between the CPP language usage scores and grades in economics;

therefore, null hypothesis number 1 is rejected.



TABLE 2

- Pearson Correlation Scores

Between the CPP Ablity Measures and
Economics Grades of the gfuax Population

CPP Ability Measure Coefficient 2z P
Language Usage .2351 2.1419 .031*
Reading Ability .2906 2.6475 .007*
Clerical Skills . .3165 2.8834 .003*
Numerical Skills .3152 2.8716 .003*
N = 84

*Alpha level is less than .05

Null prothesis 2

A correlation was again used to determine if there was -a
relationship between the scores on the reading skills portion of the CPP
and grades in economics. The relsults revealed that the correlation
coefficient of the CPP reading skills ability measures score and the
grade in economics was .2006. The results of this analysis are shown
in Table 2 .

A test of significance of r was ccnducted ylelding, z = 2.6475.
This indicates that there is a statisticalfy significant positive correlation
between the CPP reading ability scores and grades in economics;

therefore, null hypothesis number 2 is rejected.
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Null Hypothesis 3

In order to respond to null hypothesis number 3, a correlation was
used to determine if there was a relationship between the scores on the
clerical skills portion on the CPP and grades in economics. The results
revealed that the correlation coefficient of the CP? clerical skills ability
measure score and the economics course was .3185. The results of this
analysis are shown in Table 2.

A test of significance-of r revealing that z = 2.8834 indicates that
there is a statistically significant positive correlation between the CPP
clerical skills ability sc-ores and grades in economics. Hence, null

hypothesis number 3 is rejected.

Null Hypothesis 4

Again a correlation was used to ascertain if there was a
relationship between the scores on the numerical skills portion on the
CPP and grades in economics. ,.The results revealed that the correlation
coefficient of the CPP numerical skills ability measure score and the
economics grade was .3152. Table 2 presents the results of this
analysis,

A test of significance of r was conducted revealing z = 2.8716.
This indicates that there is a statistically significant positive correlation
between the CPP numerical skills ability scores and gredes in

economics; therefore, null hypothesis number 4 is rejected.
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Summhr} of Findings

The study indicated a statistically significant correlation between
]

economics grades and the following CPP measures: 1) language usage

skills, 2) reading skills, 3) clerical skills, and 4) numerical skills,

Conclusions

Within the constraints of this study and for the popuu;tion
involved, the following conclusions are drawn:

1. There is a significant relationship between the scores made on
the lax;guage usage portion of the CPP and grades in economics.

2. There is a significant relationship between the scores made on
the reading portion of the CPP and grades in economics. -

3. There is a significant relationship between the scores made on
the clerical skills portion of the CPP and grades in economics.

4. There is a significant relationship between the scores made on

the numerical skills portion of the CPP and grades in economics.

Recommendations

Basec; on the findings and conclusions reported in the present
study, it is proposed that the CPP be administered to all students prior
to enrolling ir the Athens Tech Retall Marketing program.

The investigator recommends the following for further research:

1. That a similar study be conductcd over a state-wide area.

122

115



2. That a study be conducted to {nvestigate the relationship of
the CPP to other courses in the Retail Marketing .brogram.

3. That a study be conducted to investigatd the success of
students who enter the Retail Marketing program ftter completing the
Special Needs program.

4. That similar studies be conducted fo fnvestigate the

relationship of the CPP and other vocational fields of study.
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Comparison of Georgia and Texas Perceptions

Abstract

The purpose of this study was to collect data from Georgia and Texas
Marketing Education Secondary Teachers on the  perceptions of selected
outcome statements from the 1984 National Curriculum Conference held in
Atlanta, Georgia. The data was collected in Georgia at eight inservice meetings
held during the spring of 1986. The data was collected in Texas at the 48th
annual Professional Improvement Conference for Marketing Educators held in
Houston, Texas in August, 1985. The data was collected from 100 teachers in
Georgia and 464 teachers in Texas. The response from these two states was
compared to over 330 participants at the National Curriculum Conference.

The authors selected 40 statements from 134 outcome statements available
to be used as stated, modified 7 statements to accomodate state needs and
developed 3 additional statements for particular state needs. There was strong
agreement from the two states on these 50 statements, however the rank from
most agreement to least agreement provided differences among the three
groups. It was recommended to complete similar studies in all states and
program needs were identified for Georgia teachers in the use of advisory

committees.
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Comparison of Georgia and Texas Perceptions

A Comparison of Georgia and Texas Secondary
Marketing Education Teachers' Perceptions of the 1984
National Curriculum Consensus Outcome Statements

Marketing Education Program Representatives from over thirty different
states met in Atlanta, Georgia in 1984 for the purpose of studying, analyzing,
and developing directions for the curriculum of marketing education to follow in
the future. The 1984 National Curriculum Conference was held as a result of a
perceived need to define in national terms what should be the nature of the
content and the organizational structure of marketing education, The
participants of the curriculum conference included over 350 professionals from
the ranks of secondary teachers, post secondary instructors, business
representatives, local and state supervisors, teacher educators and others
(mainly retired leaders of marketing education) (Stone, 1985).

The format of the conference included the formal presentation of position
papers, small group reaction sessions, and state team reaction sessions to the
selected topics of the conference. Each day, of the the four day conference, all
participants were asked to respond to statements in order to obtain a consensus
agreement on outcome statements for marketing education.

The level of agreement required to consider the statement one of
consensus was defined by the following criteria prior to the conference:

Statements were considered to have achieved consensus if they met
two Criteria. The statement had to achieve an average of 3.5 on a 5 point
scale. Once a statement reached 3.5, then the second criteria had to be
met. The second criteria was that no more than 30% of the conferees
could have marked 3.0 or less on the scale indicating that they were either
uncertain about the issue or they disagreed with the statemeuts (Stone,

1985).

One hundred and thirty-four statements met the definition of consensus

while 22 statements failed to reach the level of agreement to be called

consensus statements, This study selected 40 of these 134 consensus out:ome

statements, modified seven statements and used three new statements
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Comparison of Georgia and Texas Perceptions

appropriate to the two selected states for a total of 50 items on the study
instrument,
Burpose

This study was designed to compare the preceptions of Georgia Marketing
Education Secondary Teachers to those of Texas Marketing Education Secondary
Teachers and to the National Curriculum Conference Conferees on 40 consensus
outcome statements, seven modified statements and three new statements. The
authors felt that an understanding of the attitudes or perceptions of the
teachers within these two states would provide needed information for the
implementation of many of the recommendations developed as a result of the
National Curriculum Conference.

- Methodology

In-the spring of 1986, eight district meetings were held in Georiga for
purposes beyond th? collection of data for this study. However, while the
secondary marketing education teachers were present they were asked to
indicate their agreement-disagreement regarding the fifty items on the
instrument. The total number of teachers who attended these eight inservice
meetings was 100. These 100 teachers represent 81% of the totzl of 124
teachers in Georgia.

In August, 1985 at the 48th Annual Marketing Education Professional
Improvement Conference held in Houston, Texas the Texas Marketing Education
teachers were asked to indicate their agreement-disagreement with the
statements on the instrument. During the area meetings 464 teachers in Texas
completed the data collection instrument.

Instrument
Dr. Marcella McComas selected 40 statements from the 134 consensus

statements that directly applied to the programs in Texas to be included in this
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study. There u;ere another seven statements that were modified and included in
this study. For example, there were four statements related to the development
of curriculum guides for entry level, career sustaining, specialization and
owner/manager and these were combined into one statement by the following

statement:

No. 11 The state should provide curriculum guides for all levels of
marketing education programs,

The next statement involves a change in words by deleting the word
“supervisor" therefore the statement was worded as:
No. 19 The state should provide current and accurate employment
and marketing industry data for purposes of curriculum
development.

Statement number 20 is modified to relate to secondary programs only and is
stated as follows:
No. 20 The vocational student organization should be an integrated part of
classroom activities in marketing education programs at the
secondary level.

Statement number 28 was modified for the Texas study to read as follows:
'No. 28 The MADET should prepare and validate a marketing education
component for the state teacher's examination.

This same statement was changed for the Georgia data collection to read as
follows:
No. 28 The MEA should prepare and validate a marketing education
component for the state teacher's examination.

Statement number 29 was changed by replacing "entry level" with "Introduction
to Marketing" where it read as follows:
No. 29 It is appropriate for Introduction to Marketing students to be
placed in retail training stations as a part of their preparation for
a marketing career,

Statement number 30 deleted the terms "or internship" so that the statement
read:
No. 30 All programs using the cooperative method should use training
plans.

The next three statements were added as information needed in the two states
for program planning purposes. These three statements are:
No. 48 MDE should offer semester credit courses.
No. 49 MDE should offer pre-vocational courses for grades 7-12,
No. 50 MDE teachers should be involved with the development of
articulation between secondary and post secondary.
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The fifty statements were prepared and instructions given for the
respondents to indicate their agreement-disagreement to the statements on
scantron answer sheets., Two indicators were given for each statement: (1) yes -
the respondent agreed or (2) no - the respondent disayreed with the statement.
A third response was counted by the authors as (3) no response if the question
was left blank.

Table | provides the Georgia Marketing Education Teachers' Preception to
the fifty statements. The table shows the number agreeing with a statement and
the number disagreeing. Also, is shown the number of non-respondents to each
question. Table 2 gives the ranking for each statement as compared to the
Georgia, Texas and National Curriculum Conference Participants.

Results
Curriculum

Ten statements were selected that related specifically to the curriculum of
marketing education.  These statements included statement numbers
2,4,5,10,12,30,32,43,48, and 50. Of these ten statements the level of agreement
ranged from 97 percent (statement number 10) to 76 percent (statement number '
12). Three statements were ranked in the top 10 stateménts in level of
agreement in both the Georgia and Texas Marketing Education Teacher Groups.
These statements were number 10 (97%-A, 2%-D, 1%-U) ranked fourth in Georgia
and second in Texas; number 2 (96%-A, 2%-D, 2%-U) ranked tifth in Georgia and
Texas; and statement number 32 (94%-A, 2%-D, 4%-U) ranked eighth in Georgia
and tenth in Texas.

Purposes

There were eight statements concerning the purposes of marketing

education. These eight statements ranged from an agreement of 99 percen:

(state:nent 45) to 49 percent (statement number 6). Statement numbers
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1,3,6,8,29,‘44,‘43; and 49 were all relative to the purposes of marketing
education. Statement number 45 (99%-A, 1%-D) and 44 (98%-A, 2%-D) were
ranked tirst and second with the Georgia teachers and eleventh and
twenty-fourth with the Texas teachers respectively. Statement number 6
(09%-A, 39%-D, 12%-U) was ranked by Georgia teachers next-to-last in
agreement and was concerned with the purpose of adult education in secondary
programs. This statement was ranked last by Texas teachers.
Entrepreneurship

Statement numbers 7,9, and 35 were related to the need to. include
entrepreneurship in the marketing education curriculum. These statements were
ranked tenth, twenty-nineth, and twenty-first in agreement by Georgia teachers
and seco_nd, thirty-third, and eighth by Texas teachers. The level of agreement
ranged from 93% to 80% by Georgia teachers on three statements.
DECA

Two statements related to DECA were included in the study and these
statement numbers were numbers 20 and 36. Statement number 36 (95%-A, 3%-D,
2%-U) was ranked sixth by Georgia teachers and seventh by Texas teachers
while statement number 20 (93%-A, 6%-D, 1%-U) was ranked twelveth and
thirteenth respectively.

Advisory Committee

Advisory committeés were the focus of statement numbers 15,16 and 27.
The level of agreement ranged from 81% (statement number 15) to 52%
(statement number 27). The Georgia teachers agreed less with these statements
than did the Texas teachers as shown by the following:

Statement number 15 ranked 28th as compared to l4th

Statement number 16 ranked 32nd as compared to 18th

Statement number 27 ranked 48th as compared to 46th.

ERIC 1idd
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Staff Develo@ent

Four statements were concerned with staff .development needs of
marketing education professionals. These were statement numbers 17, 18, 28 and
46. The range on agreement for these statements \vu 9% % (statement number
17) to 84% (statement number 18 and 46). Only statement number 17 (ranked
ninth) was ranked in the top ten by Georgia teachers and none were ranked
higher than 16th by the Texas teachers.

Standards and Evaluation

Twelve statements addressed the area of standards and evaluation for
marketing education. These statements were 21,22,23,24,25,26,33,34,37,38,39,
and 40. The level of aéreement on these twelve statements ranged from 91%
(statement number 26) to 64% (statement number 34). These statements were
ranked by the Georgia teachers 15th and 46th respectively and by the Texas
teachers statement number 22 was ranked the highest at 15th and statement
number 34 was ranked the lowest at 49th,

Sgeciai Needs

The relationship of speéial 'needs learners was incluided in four statements;
which were statement numbers i4,31,41, and 42, The Georgia Marketing
Education teachers agreed with statement number 41 (93%-A, 3%-D, 2%-U) the
most and with statement‘ number 31 (61%-A, 36%-D, 3%-U) the least. These four
statements were ranked 45th, 47th, l1ith, and 37th by the Georgia teachers and
32th, 45th, 8th, and 20th by the Texas teachers.

State and National Orjénizational Responsibilities

Four statements specifically identified areas that state and national
organizations should be involved. These statements were numbers 11,13,19, and
47. The Georgia teachers agreed with these statements as shown by an

agreement level range of 97% (statement number 19) to 86% (statement numbers
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13 and 47). Two statements were ranked in the top ten by both Georgia and
Texas teachers. These two statements were as follows:

Statement number 19 ranked third by Georgia and sixth by Texas, and

Statement number 11 ranked seventh by Georgia and first by Texas.
Georgia, Texas and National Comparisons

The national rankings are not as definitive as the two state studies
because the means of the national data was reported by Stone (1985) in one
decimal place only. However the following is a close estimate of the level of
agreement on 40 statements that could be composed among the three groups.
Because of equal means reported there were several statements tied for the
same position.

Georgia

The-following is a list of the top 10 statements in agreement by the
Georgia teachers from the highest level of agreement to the 10th place level of
agreement. Statement numbers 45,44,19,10,2,36,11,32,17, and 7. The list of
statement numbers ranked 50th or last to 41st includes statement numbers
49,6,27,31,34,10,38,21,39, and 12 by Georgia tea_chers.

Texas .

Texas Marketing Education Teachers had the highest agreement with the
following statement numbers listed from the highest to the 10th place position.
The statement numbers were 11,10,7,1,2,19,36,335,41, and 32. The bottom of the
fifty statements as to the level of agreement by Texas teachers were the
following list starting with the last ranked statement. Statement numbers
6,34,#3,29,27,31,21,37,12, and 39 were included in the last ten ranked

statements.
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National

The highest level of agreement for the National Curriculum Conference
Participants included the following list of statements from first to tenth.
Statement numbers 45,7,46,1,2,5,13,15,16,9,10, and 17. The least agreement was
given the following statements starting with the lowest mean of 3.7 with
statemen: number 43 and continuing with last 10 in order. This list included

statement numbers 43,42,35,8,27,34,38,4,14,31, and 39.
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Summary

Marketing education teachers in Georgia and Texas agreed that vocational
application of marke‘t‘lng skills and the practices and procedures from marketing
industries should be included in the marketing education curriculum and also
that the level of instruction should meet or exceed that of academic education.
Georgia teachers were less comfortable with a national task force determining a
core marketing education curriculum for them to teach.

Georgia teachers were in agreement with the need to establish a national
identity for marketing education and the adaption of the name marketing
education was also well received. Both of these areas were more positively
received in Georgia than in Texas. However, both Georgia and Texas teachers
had little agreement with the role of adult education for themselves as
secondary marketing educators.

' Texas Marketing Education Teachers were more favorable to the inclusion
of entrpreneurship competencies into their curriculum than were the Georgia
teachers. However both were positive toward entrepreneurship. There was a
similarity between Géorgia teachers' and Terxas teachers' agreement with the
rore of DECA in their curriculum. Both states were very positive about the
inclusion of DECA as an integral part of their marketing education program.

Georgia teachers were less in agreement with the role of advisory
committees as a vital part of their program as compared to the Texas teachers.
However the staff dé#elopment statements had higher agreement levels by the
Georgia teachers when compared with the Texas teachers.

In the area of standards and evaluation the Georgia teachers were less in
agreement with these statements than were the Texas teachers. However there

were some individual statements, notably the one concerned with a national
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listing of comn{on competencies for marketing education where Georgia teachers
were more positive.

The pattern of agreement between Georgia teachers and Texas teachers
was similar for the areas of special needs and the role of state and naéional
organizations. Texas teachers did agree more with the need for the state to
provide curriculum guides than did the Georgia teachers. | .

When comparing the Georgia and Texas teachers to the National
Curriculum Conference Participants the listing of the top ten statements for
three groups produced 7 statements out of 20 (33%) that appeared either on the
Georgia list or the Texas list that was not on both while the National list had
50% (n=6) that were not on either list. Statement number 44 was ranked second
on the Georgia list and twenty-fourth on the Texas list. Statement number 46
was ranked third on 'the National list while it was ranked 21st and 26th on the
Texas and Georgia lists respectively. Statement 16 was ranked fourth on the
National list and 18th and 32nd on the Texas and Georgia lists. These
differences indicated that the National agreement levels are definitely different
from the two states studied. | |

At the lower level of agreement list the states again are similar with only
six statements (30%) not appearing on both lists. While 4 statements (36%) on
the National lists do not appear on either of the states list only 4 statements

(36%) appear on both the Texas and Géorgia lists.
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Recommendations

Marketing Education Leaders should conduct similar studies to collect data
from all states prior to making national mandates on curriculum, standards, etc.
for marketing education. Both Georgia and Texas Marketing Educators had
differences In agreement with these selected statements which would indicate
implementation strategies may have to be planned and conducted differently in
each state, ’

Regarding the Georgia teachers' preceptions, the teacher education
institutions and the state department of education should take note of the lack
of committment to the use of advisory committees for marketing education.
Much work in staff development and program planning needs to be conducted in
this area.

National DECA should be informed of the positive reactiﬁn to the role of
DECA as an intergrated part of the marketing education curriculum in these
two states. The success and leadership of these two states in National DECA
may be a result of these perceptions but should be researched to determine the

relationship, if any.
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Table |

Georgia Marketing Education Teachers Agreement with 1984
National Curriculum Conference Outcome Statements

Agree Disagree Undecided
1. The primary purpose of the marketing education

curriculum at any level is to prepare enrollees
for employment or self employment in marketing 91 8
occupations.

2. The practices and procedures of the marketing
industry should be the basis of the marketing
education curriculum. 96 2 2

3. Awareness of career opportunities in "high tech"
sales, information marketing, and other
technology-related marketing careers should be

increased. 92 4 4

4, The curriculum for marketing education should be
generic to all of marketing and not job specific 76

at the entry level. 12 12

5. Technology, particularly computer, should be
taught in terms of marketing applications. 2 __6 —2

6. Marketing education should be involved in
 marketing training programs specifically 49 139 12
designed for adults.

7. Marketing education should take the lead in
offering entrepreneurship education. 93__4 3

8. Marketing education can be offered as a general
"academic" course as well as a vocational
program, 80 _20

9, It is appropriate for marketing education to
provide owner/manager level programs. 8o _ _14 6

10. Marketing education programs and courses
focusing on entry level or career sustaining
level jobs should provide vocational
application of marketing skills through a

project laboratory or cooperative method. 97 2 1
11. The state should provide curriculum guides

for all levels of marketing education 95 5

programs.

12. A national task force should be commissioned

to develop a core marketing education
curriculum with input from states, curriculum 26 14 10
centers, and other curriculum specialists.
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Agree Disagree Undecided

13. Each state should establish and utilize
! secondary and post-secondary curriculum 86 5 9
articulation models. '

14. Marketing educators should not be expected

to teach remedial subjects. €9 22 3
15. Every marketing education program should g1 16 3
have its own local advisory committee,
16. Advisory committees should advise on 79 15 6
curriculum.

17. Teacher educators should design and offer
workshops which focus upon improving
interaction between marketing teachers 94 3 3
and marketing practitioners.

18. Instructors in marketing education
programs should acquire a minimum
number of specified hours of inservice
education to update marketing knowledge
and a minimum number of hours of
occupational update experience. 84 8 8

19, The state should provide current
and accurate employment and
marketing industry data for purposes
of curriculum development. 97 1 2

20. The vocational student organization
should be an integrate part of
classroom activities in marketing

education programs at the secondary
level. 93 6 1

21. The marketing eduation profession
should encourage and support a
nationwide evaluation process
(using agreed-upon standards) that
will provide comparable information
on program results. 74 24 2

22. The primary purpose of evaluating
programs should be to measure the
effectiveness of a particular program, LAl 20 3

23. Standards, once established, should be
the basis for program accreditation. 8 7 15
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Agree Disagree Undecided

24. Standards should address the role of 77 12

vocational student organizations. - 1

25. The marketing education profession,
through its professional association,
should be involved in the develop-
ment of national program standards. 86 _10 4

26. Standards reflecting student
competence should:
(a) Bmphasize performance of pre-
determined occupational skills, and
(b) Emphasize transferable marketing
skills. ) 3 4

27. Advisory committees should participate
in the validation of students competencies. 32 _37 D § W

28. The Marketing Educution Association should
prepare and validate a marketing education
component for the state Teacher Competency 89 8 3
Testo N

29. It is appropriate for Introduction to
Marketing students to be placed in retail
training stations as part of their pre-
paration for a marketing career. 8o0___ _15 3

30. All programs using the cooperative method
should use training plans. 77 16 7

31. Marketing education students should possess
prerequisite basic skills, developed if
necessary through remedial courses, prior
to enrollment in marketing classes. 61 36 3

32. The level of instruction in marketing
education should equal or exceed that of
general academic education. L

s

33. All completers of marketing eduation programs
will demonstrate competency in a core marketing
curriculum as established by the marketing
education profession. 89 5 6

34, A national marketing achievement test should
be made available as a means to assess
consistancy of performance based on knowledge
of core competencies 64 22 14

35. Entrepreneurship should be included in any core
curriculum developed. 88 6 6
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Agree Disagree Undecided

36. All DECA competitive events should reflect the
competencies identified as a part of a "core" 95 3 2
curriculum.

37. There should be a nationally disseminated !
listing of common competencies that students
enrolled in marketing education programs must
demonstrate upon completion of a program. 79 _18 3

38. Recommended entrance criteria should be

established for programs at all occupational
leVQISo 73 14 . 13

39, A post-test covering knowledge of marketing
and private enterprise and including a
performance assessment appropriate to the
program level should be developed. 16 16 g

40. Programs that achieve the desired level of
quality should be recognized nationally. 81 8 11

41. Marketing education students should be
representative of the total school
population. 93 3 2

42. Marketing education should not be held
accountable and/or responsible for MDE
students who are not educationally
functionable in the basics (e.g., reading,
computing, etc.) 77 12 11

43. A sequenced curriculum model, based on IDECC
competencies, should be made available to
teachers in all states. 89 10 1

44, The title "Marketing Education" should be
adopted for all programs. 98 2

45. There should be a national identity for
marketing education. 9 1

46. Marketing education teachers should be
involved in appropriate civic organizations
(chamber of commerce). 84 9 7

47. The U.S. Department of Education should
provide full time national program leader-
ship for the marketing education program. 86 9 3

48. MDE should offer semester credit courses. 79 16 5

49. MDE should offer pre-vocational courses for
Grades 7-12. 48 32 20

50. MDE teachers should be involved with the

o development of articulation between secondary
C and post-secondary. 89 9 2
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Table 2

Rank Order of Statements by Texas, Georgia
' and National Conference Participants

Statement # Texas Georgia National
1. 4 16 4
2. S S 4
3. 17 13 13
4. 4 40 3l
5. 12 14 4
6. 50 , 49 13
7./ 2 10 2
8. 36 3l k1:}
9. 3 29 10

10. 2 4 10
1l. 1l 7

12. 42 41 28
13. 22 22 4
14. 32 45 3l
15. 14 28 4
16. 18 32 4
17. . 16 9 10
18. 29 25 13
19. 6 3

20. 13 12

21. 43 43 21
22. 15 39 - 28
23. 25 35 21
24. 27 36 21
25. 28 24 21
26. 18 15 13
27. 46 48 35
28. 3l 18

29. 47 30

30. 26 38

3l. 45 47 3l
32. 10 8 13
33. 22 17 13
34. 49 46 35
3s. ‘ 8 21 38
36. 7 6 21
37. 43 34 21
38. 34 44 35
39. 4l 42 3l
40. 37 27 28
4l. 8 1l 21
42. 20 37 38
43. 47 20 40
44. 24 . 2 13
45, 11 1l 1l
46. 21 26 3
47, 38 23 13
48. 40 33

49. 39 . S0

50, - 30 19
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