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Abstract This article describes a "Product Marketing
Activity" prepared for teaching one of the concepts in the
unit on global education, "Our Country and the World,"
which is a part of the 6th grade Social Studies teaching
program in Turkey. The objective of the research was to
determine the multiple perspectives with which students
look at global issues related to the economy and how the
proposed activity can influence the development of their
skills in using communications technologies. The principal
reason for making use of this activity was based on the
knowledge of the importance of economic relations in the
world and the fact that qualitative discussions with the
students showed that this activity was one that the students
found most entertaining. It is considered that designing
activities for students that are supported by
communications technologies may be effective in helping
them gain a global perspective.

Keywords Global Education, A Global Perspective,
Marketing Activity

1. Introduction

Often used synonymously and interchangeably with
terms such as global learning, global citizenship, the
general concept of global education refers to a
non-centralized and diverse movement [2-19]. Global
education develops the knowledge, skills and attitudes that
are fundamental in having a say and becoming an active
participant in the world order, which is a multicultural,
interdependent  structure that is characterized by
international competitiveness [15]. In this sense, global
education has a substantial context in research and is a
reflection of the physical world. It is related to the need of
societies that are becoming more and more dependent upon
each other to engage in reciprocal relations [13]. In this
context, the purpose of global education is to support
individuals in acquiring the necessary qualifications for life

among the world society, in coping with complex life
conditions and the uncertainties of future, and to shape the
education with democratic policies, to guide students in
creating a peaceful world and providing teachers with more
opportunities [20].

In decision-making processes related to education,
global education leans on a school-based administrative
style that requires close contact with the student [12]. In
this regard, the school must create an organizational culture
that will transmit to the individual the universal values of a
globalizing world together with the values that protect
national identity without conflicting with universal
concepts. Moreover, the school must not only preserve the
organizational culture it has adopted but must also be open
to changes that occur in the international sphere [21]. This
is because in this global age, a school is not a building and
the classroom is not only made up of four walls, but each of
these is mere pieces in the large process of the production
of knowledge. From this perspective, it can be said that the
world itself is a "global school" and anywhere we might be
carries the characteristics of a classroom [3, 5].

The importance of considering education in its universal
dimensions and recognizing the significance of the efforts
to integrate the countries of the world in global education
are matters that are steadily coming to the fore. The most
suitable area of basic knowledge in which global education
can be carried out is the field of Social Studies [18]. The
goal of Social Studies education in Turkey has been to
create effective, problem-solving citizens that can adapt to
the continuously changing conditions of the country and
the world by making knowledge-based decisions [16]. This
is because Social Studies education can provide the
individual with the agency to evaluate other global
dynamics and models of change outside of one's own
cultural perspective [7]. In this context, Social Studies
education offers individuals the means to become aware of
universal issues, events, problems and phenomena and
supports them in achieving global awareness.

Global education offered through the medium of
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communications technologies seeks to equip students with
the knowledge, skills and competences needed to achieve a
multiple perspective, the capability to understand and
respect other cultures, learn about global events and issues
and comprehend that the world is an interconnected system
[4]. In line with this, the activities conducted in the Social
Studies classroom and the communications technologies
used play an important role in concretizing many abstract
topics appearing in the activity content, making them more
comprehensible, achieving a more effective learning
process and helping students to develop their skills.
Although there seem to be elements in Turkey's Social
Studies curriculum that support global education, as [1] has
said, there are still no activities included in the current
program that is focused on developing the "multiple
perspective" that is so important in the approach to global
education [1]. Learning in the context of global education
in Turkey has been included in the Social Studies Program
for the 4th, 5th, 6th and 7th grades. The recommendations
for teaching these grades consist only of making use of
newspaper articles. Meanwhile, new communications
technologies have developed to a stage where their
contributions to strongly impacting learning and teaching
processes in communities have necessitated the use of
these technologies in global education.

In the 6th grade curriculum, there are a total of 5 learning
outcomes targeted in the unit on Our Country and the
World. A separate activity has been designed for each
learning outcome. This article describes the activity that
was carried out for the purpose of learning about the
economy, based on the fact that the globalization and
international competition observed in economics is steadily
growing. Indeed, economic developments in any region of
the world, adverse events or economic crises affect the
economies of all countries over the globe. In this context,
even the world's most developed countries have chosen to
act in cooperation with other countries. It is important
therefore from the standpoint of global education that
children understand the global significance of economic
activities from an early age. It is in this context that this
study reviews the "Product Marketing Activity," which
was used in the technology-supported Social Studies
teaching program that targeted learning outcomes related
to global education. The objective of the research was to
determine the multiple perspectives with which students
look at global issues related to the economy and observe
how the activity can influence the development of their
skills in using communications technologies.

2. Materials and Methods

Study Group

The study group comprised 24 girls and 20 boys, a total
of 44 sixth grade students from two classes of a middle
school in Turkey's Samsun province during the 2014-2015
academic year whose socioeconomic and academic
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standing (grade averages and achievement averages in
different courses) were found to be similar. The students
making up the sample group volunteered to participate.
Maximum variation sampling, a type of purposive
sampling, was employed to determine the activity groups
in the study. The main objective here was to create a
relatively small sampling and define the maximum degree
of possible variations for the problem at hand in order to
eliminate the researcher's risk of making a "systematic
error" [14-22]. In line with this, the students were
recruited into a total of 8 groups with at least 4, at most 6
students in each group at the upper, average and lower
levels, designated in this way on the basis of their
academic achievement, their achievement in their
performance homework and their class attendance in the
"Product Marketing Activity" developed by the
researchers. The academic achievement levels of the
students in the groups were determined based on the
opinions of their classroom teachers, the Turkish teacher
and the current Social Studies teacher who was
conducting the research activity. The 4 groups' activity
was selected as the goal (Group 1-Upper, Group 2-
Average, Group 7-Average, Group 8-Lower).

Data Collection

Eleven class plans were drawn up and implemented
within the scope of the research, using communications
technologies (newspapers, television, video and news
blogs) to produce learning outcomes in the area of global
education. The unit "Our Country and the World"
comprises 5 topics and 5 learning objectives. Five
different activities were designed, one activity for each
topic in the unit. The "Product Marketing Activity" was
conducted at the end of the topic in the unit titled
"Economic Relations." The principal reasons for making
use of only the "Product Marketing Activity" in this study
was that the qualitative discussions with the students
indicated that this was the activity they would enjoy the
most and also because of the knowledge that economic
relations are an important issue around the world.

The marketing strategy mapped out for a product
creates a competitive environment that is built around
elements such as advertising campaigns and the features
of the product itself. Global markets are markets that carry
finished products that meet the needs of the entire world.
These are the petroleum, food, metals and derivatives
markets. In this context, some products were first shown to
the groups as part of the activity--toy cars, fruit and
vegetables, hazel nuts, fabrics-sweaters (textile products),
cotton, and mobile phones. The groups were then asked: "If
you were to engage in selling one of these products, which
one would you choose to sell?" Then, based on the choices
of the groups, each was assigned a product and was asked
to design a poster for it. The groups were then asked to
think of a film scenario for a 1-minute advertisement and
then to act out that scenario in front of the class.
Furthermore, to develop the students' skills in using
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communications technologies and to help them in the
creation of ideas in the activity, they were given the
opportunity to view some advertising films produced in
Turkey and abroad about automobiles, food, apparel and
mobile phones. At the end of the activity, the groups were
asked a series of semi-structured questions as part of the
research (Can you explain why you wanted to produce an
advertising film? Which elements did you use to convince
the viewer? Who was your target audience? Why did you
choose this particular target audience? What was your
slogan? Would you want to broadcast your advertising film
on a national or an international channel? Why did you
prefer a national or an international channel?). In addition,
10 students who participated in the activities were asked
questions on activities that were prepared in the scope of
the unit for the purpose of determining which activity was
liked most; and thus, the collection of the qualitative data
were finalized. The interviews were recorded with a
voice-recording device. The interviews were made in a
class where there was no lesson between 10-15 minutes,
and no interventions that could affect the data collection
process in a negative manner were made to the participants.
3 of the participants who were included in the interviews
were selected from upper level (K5, K8, K10), 4
participants were selected from medium level (K1, K3, K4,
K9), and 3 participants were selected from lower level (K2,
K6, K7) group. By considering the study ethics, the names
of the participants were not used directly, and were coded
as K1...K10.

Data Analysis

The researchers first classified the performance
products that emerged from the "Product Marketing
Activity" according to target groups. Two specialists in
the field and one Social Studies teacher evaluated the
performance of the target groups using the scoring rubric
that had been drawn up. Rubrics are scoring designs with
instructions that a teacher or another evaluator has
developed to analyze the work or products of students
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[11]. In this context, the effectiveness performance of the
target groups was assessed by the two specialists and
Social Studies teacher on the basis of 3 different
performance levels shown on the scoring instructions that
were developed (1=Poor, 2=Average and 3=Very good).
The mean scores assessed by the specialists and teacher
were calculated and presented in the form of a table, after
which the researchers analyzed the products in the activity
using the descriptive analysis technique that is a method
of qualitative research. The viewpoints of the participants
on the activities organized in the scope of the study were
analyzed by using the descriptive analysis technique.

3. Findings

It can be said that the communication texts that children
are most familiar with and respond to the best in
communication environments are advertisements [17, p:
323]. It was in this context that the students were given
the "Product Marketing Activity" to engage in at the end
of the second topic of "Economic Relations" in the unit
"Our Country and the World." In this activity, the groups
were shown previously designated products and asked, "If
you were to engage in selling one of these products, which
one would you choose to sell?" The product that was most
commonly chosen among the groups was mobile phones
and the one that drew the least interest was fabric. The
groups then designed and displayed before the class a
poster and advertising film scenario based on the products
that they had chosen. After this activity, each group was
asked a series of semi-structured questions. The questions,
"Would you want to broadcast your advertising film on a
national or an international channel? Why did you prefer a
national or an international channel?" were considered
particularly important in terms of grasping an idea of the
students' global perspective in a steadily shrinking world.
Table 1 reveals the responses of the groups and the reasons
for their answers.

Table 1. The channel chosen for broadcasting the advertisement and why

GROUPS | CHOSEN CHANNEL WHY
National/ "We would broadcast them on both national and international channels. But it would be best to
Group 1 . broadcast them on national channels. Because the hazelnuts of Erikli Village are only enough for
International s
Group 2 National ”"We- would broadcast it on n?tional channels. Because they're of good quality and we would want
Turkish people to have them.
. "We would want to broadcast it on international channels. If there's no field in our country, the
Group 3 International , . . . B
product would rot. Our country's economy will flourish and we will benefit.
. "We would broadcast it on the international channels. Hazelnuts are already one of the foods we
Group 4 International . , Lo "
export the most. It will draw people's attention right away.
Group 5 International "We would broadcast it on an international channel; it would promote our country."
. "We would broadcast it on an international channel. We know about the cars of other countries.
Group 6 International . . "
Other countries should get to know and buy the cars of our country; our exports would increase.
. "We would want to broadcast it on international channels. This way we would make a lot more
Group 7 International "
money.
. "Let it be an international channel. And let foreigners use our goods. That way, their money will
Group 8 International stay with us."
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When the responses of the groups are reviewed in Table
1, it can be seen that only Group 1 said that they wanted to
broadcast the advertisement on both a national and an
international channel. More commonly, the students
wanted to broadcast on a national channel. As a reason for
this, thinking that they would only be selling the hazelnuts
from their own village, they were afraid that it would not be
enough for the other countries in the world. Because of this,
they were unable to display a global perspective in the real
sense. In Group 2, the students said that they wanted their
advertising film to be broadcast only on the national
channels because the products they advertised were of the
best quality. They too were unable to exhibit a global
perspective. It is true however that in the new world order,
what is expected of individuals is not to focus on local
events and developments and become limited to national
borders but to approach matters with a global perspective
and to gain the identity of a world citizen in this way.
Indeed, in today's world, new technologies are removing
the boundaries between countries [9]. In this context, the
other 6 groups gave a single answer and stated that they
wanted their advertising film to be broadcast on an
international channel. Therefore, their views, as shown in
Table 1, displayed a global perspective. In the voting that
took place among the groups in the "Product Marketing
Activity," the poster that was most liked belonged to Group
1 and the most liked advertising film scenario belonged to
Group 7.

The scoring instructions regarding the skills with which
students were able to use communications technologies in
their learning about global education were assessed by 2
experts in the field and the Social Studies teacher on the
basis of appropriateness to the activity, subject/content
knowledge, use of communications technologies and
associations with global education, adequacy of visual
support and organization. Table 2 displays the scores and
means calculated by the experts in accordance with the
performance subscales in the instructions.

Table 2. Scores and means given by the experts to the group's activity
products within the scope of the "product marketing activity"

Expe PRODUCT MARKETING ACTIVITY
(ACTIVITY 2)

e e e
Expert 1 15 8 9 7
Expert 2 15 8 11 6
Expert 3 15 7 9 6
TOTAL 45 23 29 19
MEAN 15 7.67 9.67 6.37

According to the mean values given in Table 2, Group 1
was at a very good level, Group 7 was average, and Group
2 and Group 8 were at poor levels. The details of the 4
groups' activity appear below in terms of the lower,
average and upper academic levels previously determined
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for the "Product Marketing Activity."

Group 1 (Upper Level)

Group 1 chose hazelnuts as its product for the activity
and designed a poster and film accordingly. The experts
evaluated the advertising poster that the students prepared
on the basis of the scoring instructions. At the end of the
scoring, the group received a full rating and their mean was
found to be 15, showing that the exercise had been
accomplished at a very good level. The advertising poster
prepared by Group 1 for the "Product Marketing Activity"
for the unit on Our Country and the World can be seen

below.
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Figure 1. First group activity sheet

As is known, it is becoming steadily more difficult all
around the world to reach organic foods. Consumers thus
act very meticulously to inquire about the products they
buy to make sure that they are reliable. With this as their
starting point, Group 1 created an advertising slogan to
emphasize the organic nature of their product and put this
on their poster. Additionally, they visually enhanced the
poster with appropriate drawings. The poster that Group 1
produced was selected the most liked advertising poster in
the voting between the groups.

The group also designed an advertising film scenario for
the product they had chosen and played this for the class.
First one of the 5 group members asked the others in the
advertisement, "Do you want natural hazelnuts?" Then
after receiving an answer of "yes" from each of the other
group members, the student asking the question took out a
fistful of hazelnuts from a bag and after stating, "There are
no additives in our natural hazel-nuts. If there is, it's only
nature itself)" the student offered some nuts to the other
group members. And after the others all said in unison,
"And natural hazelnuts are the best," the film ended.

At the end of the advertising film, the group was asked
the following questions: "Could you tell us about why you
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produced this film? Which elements did you use to
convince viewers? Who was your target audience? Why
did you choose this particular target audience? What was
your slogan? Would you want to broadcast your
advertising film on a national or on an international
channel? Why did you prefer a national or an international
channel?" The first question about why the students made
the film aimed at finding out the group's objective. Group 1
answered the question by saying, "We produced it to
promote our natural hazelnuts" and continued to say that
the film's goal was to provide information about the
product. They pointed out that to convince viewers, they
emphasized that the hazelnuts came from Erikli Village so
that it was clear that the products were organic.
Additionally, the group chose to address their advertising
film to children as their target audience based on their
belief that the film could perhaps make a positive change in
the children's habits, especially in terms of correcting their
bad eating habits. In promoting the products, they used the
slogan "If there are any additives in our hazelnuts, it's only
nature itself," They stated that they wished to broadcast
their advertising film on both a national and an
international channel but they believed that broadcasting
on a national channel would be more advantageous.

Group 2 (Average Level)

Group 2 chose fabric as its product for the activity and
designed their poster and film accordingly. The experts
evaluated the advertising poster that the students prepared
on the basis of the 5 categories mentioned in the scoring
instructions. At the end of the evaluation, the group's mean
score was calculated to be 7.67 and the project was found
to be at a poor level. The advertising poster prepared by
Group 2 for the "Product Marketing Activity" for the unit
on Our Country and the World can be seen below.

Figure 2. Second group activity sheet

A Global Education Application in Turkey: A Product Marketing Activity

A look into the poster prepared by Group 2 shows that
the group had not included many visuals but that they had
tried to strengthen their project's message with a four-line
rhyme that they wrote. The group also designed an
advertising film scenario for the product they had selected.
In the advertising film they prepared, one of the group's 5
members used the fabric as a shawl and this student stood
out in the middle of the other group members, reading out
the four-line rhyme that they had put on the advertising
poster. The student reading out the poem waited for the
other members of the group to repeat the rhyme. At the end,
the students called out the last line of the poem in unison,
"We love you very much, Shawl World." Later the group's
other members asked the student with the shawl the
following questions: "How much is it? Is the fabric cotton?
Does it come in other colors? Is it machine-washable?" In
completing the film, the student in the middle with the
shawl says, "It's 100% made in Turkey, the price is
reasonable, and it's of good quality. Get your shawl too
from Shawl World and make your contribution to the
Turkish economy."

As in the previous group, the same questions were asked
of Group 2 at the end of the film. As it is known, one of the
characteristics of advertising is its capacity to support
customized sales programs. In this context, the group
members said that they had designed the film with the goal
of selling the product and making money. Additionally,
they said they wrote the rthyme to make the film more
convincing for viewers and that their target audience was
meant to be women and particularly mothers. It is
important that an advertisement transfers information in
the briefest and most striking way, making use of language
that will make it easy to remember. In line with this, the
group's slogan, "I got my shawl from Shawl World and I'm
traveling around the world" was impressive because it sent
a clear message to the target audience and provided a
catchy slogan that was an important step in reaching a
bigger audience. On the other hand, because the group said
that they preferred to broadcast the film only on a national
channel, their efforts inevitably were limited to the local
level.

Group 7 (Average Level)

Group 7 chose mobile phones as its product for the
activity and designed their poster and film accordingly.
The experts evaluated the advertising poster that the
students prepared on the basis of the criteria mentioned in
the scoring instructions. At the end of the evaluation, the
group's mean score was calculated to be 9.67 and the
project was found to be at an average level. The advertising
poster prepared by Group 7 for the "Product Marketing
Activity" for the unit on Our Country and the World can be
seen below.
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Figure 3. Seventh group activity sheet

Among today's communication technologies, the mobile
phone is especially popular among young people and holds
an important place in many people's lives. Accordingly,
among the products that were brought into the classroom,
the mobile phone was the one that caught the most interest.
Group 7 made the mobile phone its choice and so they
designed their advertising poster and film accordingly. In
their poster project, Group 7 first listed the features of their
own phone brand and put forth a product that displayed a
steering force that would have an impact on people's
selection of and decision about the product. The group
members designing the advertising film settled upon the
scenario below: One of the members of the group borrows
an A321 brand phone and accidentally drops it into a
container that is supposedly filled with water, driving the
owner of the phone and the other group members into a
panic. The owner of the phone then says, "Don't worry, the
A321 phone has a ventilating system on the back. Nothing
happened, don't panic, this is Turkey's smartest phone."
After calming down the other students in this way, three in
the group complete the scenario by calling out 3 different
features of the phone.

The other groups ask Group 7 questions about their
advertisement. One of these questions was "Why did you
produce this advertising film?" The group answers by
promoting the A321 brand mobile phone by describing its
quality, remarking that they used the container supposedly
filled with water in order to convince viewers. Group 7
pointed out, unlike the others, that they had chosen affluent
people as their target group. The slogan for their
advertising film was "Be smart, buy Turkey's smartest
phone” and the group members said that they wanted to
broadcast this film on international channels because they
thought it would resound more strongly on international
platforms. Group 7 at the same time was voted the group
with the most successful scenario for its advertising film by

643

the other groups.

Group 8 (Lower Level)

Group 8 chose automobiles as its product for the activity
and designed their poster and film accordingly. The experts
evaluated the advertising poster that the students prepared
on the basis of the dimensions mentioned in the scoring
instructions. At the end of the evaluation, the group's mean
score was calculated to be 6.37 and the project was found
to be at a poor level. The advertising poster prepared by
Group 8 for the "Product Marketing Activity" for the unit
on Our Country and the World can be seen below.

Figure 4. Eighth group activity sheet

Preferring to work on automobiles as a product, Group 8
first designed an advertising poster. When designing a
poster, the used colors must be striking and in harmony
with the character of the product. Group 8 chose yellow as
the color they thought would be most eye-catching from
among the different colors of poster paper, and they
designed their poster using this color. The group decided to
display a social perspective on their poster and so they
cautioned consumers to drive carefully and not get into too
much debt. In their film-designing project, the group
picked out one of the group members to act in the film as
they told the story of an individual whose previous car was
old and expensive, relating how this person's car had to be
confiscated because he could not pay the debt on it. Later in
the film all of the group members walk around the
classroom with books in their hands, using them as steering
wheels, and chant altogether, "Haven't you heard, the new
racing cars are not only inexpensive but they were made in
Turkey," thus ending the film.

Questions were then asked of Group 8 about the
advertising film scenario that they had created and why
they had produced a film of this kind. The group answered
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that the brand of car they were promoting was inexpensive
and the film was designed to emphasize that everyone
could the owner of a car. To convince viewers, the group
members stressed in the advertising film that the car should
be driven safely without bumping into anything; the target
audience constituted fathers and people with lesser
economic means, to whom the film message was conveyed
that no one needed to be without a car. Additionally, the
group members who devised the slogan "The new racing
cars are both inexpensive and also made in Turkey" for the
advertising film stated that they wanted to have the film
broadcast on an international channel. In the explanation of
why they wanted this, they said that it was important to
reach people on an international platform so that other
countries recognized that there were Turkish-made cars
available and the level of our export volume could be
raised in this way. To have a say in a globalizing world,
economic development must take place and exports should
lead the economy. In this context, the group members'
calling attention to exports as a main factor in achieving the
target Turkey has set for itself in its pursuit of heightened
development was an accurate conclusion to draw.

The Reflections of the Activities on Students during the
Teaching of the Unit

If the activities that would be applied in the unit are
organized in a form that might facilitate the reaching
targets status of students in a clear manner, students might
participate in the activities in a more motivated manner
and more eagerly. In this context, it is necessary that the
activities in units are designed well in a manner that is
suitable for the requirements of the modern age and
include tools and materials. In this section, the participants
were asked the following questions on educational
program and were prepared for the teaching of the
acquisitions on global education in Social Sciences
Classes by using communication technologies; “What can
you say about the activities we performed in the ‘Our
Country and the World’ Unit?” and “Which activity did
you enjoy doing most?” The distribution of the answers
given by the participants according to the activities they
chose is given in Table 3.

Table 3. The best loved activities in our country and the world unit

THE BEST LOVED ACTIVITY IN THE

UNIT PARTICIPANTS

Activity of Inviting to the City K2, K9

Product Marketing Activity K1, K3, K6, K7, K10

Newspaper Page Design Activity K8
Help Campaign Activity K4
Addressing the World Activity K5

When Table 2 is analyzed it is seen that half of the
participants intensified on ‘Product Marketing Activity’.
As a matter of fact, the changing world conditions have
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made children become important consumers in our present
day. In this context, the intensity of the participants in
Product Marketing Activity is an expected result in our
present day in which marketing messages are more than
one place with the help of technology. In this context, K7
said, “I loved the activity in which we introduced the
products, and in which we performed export and import.
We did some advertisement poster design. There are
always the advertisements of foreign products on TV. We
deal mainly with import. Since we have less export
activities, the income resources become scarce in our
country. We need to sell products to other countries. In the
activity, I think that part in which we sold the products we
selected to other countries”, added that s/he followed
marketing messages in the media, and emphasized that
export was important for the country. Below are some
viewpoints of the participants on the most loved activity in
the unit:

K3: “Ma’am, I enjoyed the telephone introduction
activity best. We cared more because we would sell to other
countries, and because we thought that they would not
purchase a product if they did not understand and like. We
used the elements that would attract their attention in the
advertising clip” (Product Marketing Activity).

Ké6: “The export and import activity was the most
enjoyable one, I liked it very much. We did our own
advertisement clip with our own ideas. It is really strange.
We wrote a song for our advertisement clip. We had chosen
‘cloth’ in this activity. We would write an Acrostics, but we
could not write because we did not remember anything. If
we had more time, we would do this as well” (Product
Marketing Activity).

In the light of the viewpoints of the students, it was
determined that the most liked activity in the scope of the
unit was ‘Product Marketing Activity’, and the participants
liked the practices and activities in general and enjoyed
themselves.

4. Conclusions

It appears important that in process-based teaching and
learning activities, students are able to structure knowledge,
search for solutions to problems and take responsibility
during the process for cooperation and individual
performance within group work [6]. In reviewing the
"Product Marketing Activity" that uses communication
technologies within the context of global education, the
evaluation made by the experts and teachers regarding the
work of the 4 groups, whose academic achievement had
been defined as being at upper, average and lower levels,
resulted in the determination that the performance of the
students in terms of the appropriateness of the products
used by the students to the desired learning outcome, the
students' knowledge of subject/content, their use of
communications technologies and their ability to associate
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what they learned with global learning, the adequacy of
their visual supports and their organizing abilities generally
appeared to be on the levels of very good, average and poor
(Group 1 was very good, Group 7 was average, Group 2
and Group 8 were poor). Therefore, the scoring of the
activity products was partially in parallel with the academic
achievement of the target groups as initially determined.

Activities in which students are at the center of the
learning setting make individual learning easier. In Turkey,
however, classroom activities are usually conducted on the
cognitive level and cognitive behavior is the learning
outcome in this case. This kind of behavior however makes
it difficult for the individual to transfer what has been
learned into everyday life [10]. In contrast, the activity
used in this study, the "Product Marketing Activity," offers
students both the opportunity to have a real experience and
to make a connection with the globalizing world. Moreover,
by designing the activity in a manner that incorporates the
use of communications technologies, learning is made
easier by keeping the student in the center of the learning
environment. The fact furthermore that seven of the 8
groups made it known that they wanted to broadcast their
advertising films on international channels indicated that
the students had adopted a global perspective. Indeed, in
countries that have a predominantly young population like
Turkey, children constitute an important market and they
have become a significant target audience for advertising
films [8]. It is clear that advertising films that affect our
lifestyles in the process of globalization and exhibit catchy
messages and strong advertising constructs activate
students' creativity. This was seen in the "Product
Marketing Activity" and was the reason that this activity
was more entertaining for the students compared to other
activities.

In a globalizing world, the individual should not only
follow the immediate surroundings but also be closely
aware of the rest of the world, recognizing that the world is
a place that is a common living space for everyone. When it
is considered that communications technologies have
rapidly advanced in today's world and that students are
becoming familiarized with communication technologies
at younger and younger ages, it is important in terms of
global education to acknowledge the capabilities of this
younger age group and integrate activities to reflect the
outcomes of global learning. In the activity prepared for
this research, the students were guided into using
communications technologies to access knowledge and to
transform this knowledge into skills. For this reason, the
activity products were successful in providing the means
for achieving this.
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