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STUDENTS' PARTICIPATION IN THE MARKETING EDUCATION PROGRAM:
THE RELATIVE EFFECTS OF TANGIBLE VERSUS SYMBOLIC FACTORS
by
Maria K. Grammatikaki-Hatzios
(ABSTRACT)

The purpose of the present study was to find out which of the
two types of attributes of the marketing education program (at the
high school level), tangible or symbolic, have the greatest
influence on student interest in enrolling in the program. The
findings will help program planners to develop appealing and
workable promotional campaigns. In addition, the results of this
study will also assist in modifying existing aspects of the program
that will facilitate in attracting and retaining appropriate
students.

The methodology involved the usage of two models, the ideal
social self-image congruence model and the Bass-Talarzyk attitude
model. The first model was used to measure ideal social sel f-image
(the symbolic attributes), where the second one measured the
belief/importance variables (the tangible attributes).

The instrument used was a questionnaire which was mailed to
equal numbers of marketing education students and non-marketing
education students in Virginia. A preliminary study was also
conducted in which two focus group interviews took place utilizing
thirty high school students at two local high schools. The students
were asked to respond to questions regarding the tangible and
symbolic attributes of the marketing education program at their

schools.



Multiple regression procedures were used to analyze the data.
The findings showed that students are influenced more by the
tangible attributes and to a lesser, but significant degree, by thg
symbolic attributes of the program in relation to their attitudes
toward the marketing education program. The non-marketing students
were influenced significantly by the symbolic attributes of the
program, where as the marketing students were not.

It is recommended that an effective promotional campaign be
designed which will emphasize the important tangible and symbolic
attributes of the program that were found in this study. 1In
addition, the "college-preparation" attribute of the program should
be emphasized in the campaign. The promotional campaign should be
aimed at the students, teachers, parents, and counselors. Also, the
important program attributes found in the study should be used to
redesign some aspects of the program, in order to achieve‘higher

program quality.



AKNOWLEDGMENTS

My appreciation and gratitude are extended to Dr. Betty
Heath-Camp, my doctoral advisor. She was always encouraging me,
advising me, and supporting me in every way throughout this study,
with genuine interest. Her professional guidance as well as her
friendship made this task an easier one.

I would also 1ike to extend many thanks and appreciation to Dr.
William Camp and Dr. M. Joseph Sirgy for spending many hours with
me, sharing their expertise, and providing me with professional
guidance and encouragement. Many thanks are also extended to Dr.
Noreen Klein and Dr. Barry Reece, my other committee members, for
their valuable comments and continuous support.

In addition, many thanks and gratitude are extended to the
marketing education teachers in Virginia. Their support, and
willingness to participate in this study made this dissertation a
reality.

Finally, this study would not have been possible without the
love and emotional support of my husband Kriton, my daughters Ada
and Stavroula, and my mother Diamondo. Kriton was continuously
providing me with professional guidance and encouragement. Also, my
love and appreciation go to my best friends Anna and Jim Havelos,
and Yianni Bessieris for their encouragement, continuous support,

and valuable friendship throughout this endeavor.

iv



In memory of my father
Stavro



TABLE OF CONTENTS

CHAPTER
I. BACKGROUND OF THE PROBLEM........cciiriuiiinrnennennn..
Statement of the Problem..........................
Rational for the Study......... ...,
ASSUMPEIONS. ...ttt ittt i ittt teeeenenrennn
Limitations......cooiieiiiiiiiiiiiiiieiiniieneens
Definitions....oveiiiinniiiniinii ittt
IT. REVIEW OF RELATED LITERATURE.....ccvviiiiiinnninnnn..
Literature Review Concerning Marketing Education..

Literature Concerning Self-Image
(0o T T oV = o o - T

Literature Concerning Attitude....................
Consistency Theories........cooiiiiiennnnnn.
Learning Theories......covirieiiinnnnnneenennann.

ITI. RESEARCH METHODS......ciitiiiiiiiniiiiiiiinniennennnnns

Preliminary Procedure............iiivinneennanns
Population and Sample...........ciiiiiiiennnnennnn
Instrumentation............... ... ... e

Measures of Symbolic Factors....................

Measuresrof Tangible Factors and Attitude.......

Analysis of Data.............. et

vi

o o0 o



IV. ANALYSIS OF DATA. .. ittt ittt ittt iieienrenanaans 36

4T B T 3 39
Research Question 1........iiiirriiriinvennnnns 40
Research Question 2..........cciiiiiinennnnnnn. 41
Research Question 3......ciiiiiiiriieennnnnn 43
Research Question 4....... ... .. iiiiiiiiinnnnnnn. 43
Research Question 5.............. e 45
Research Question 6........c0iiiteiinnernnnnnns 46

Relationship of Social Class and Students'
Attitudes Toward the Marketing Education

oY - T 53
Relationship of Gender and Students' Attitudes
Toward the Marketing Education Program........ 56
Findings of the Qualitative Analysis............ 58
V. SUMMARY, CONCLUSIONS, AND RECOMMENDATIONS.............. 59
Summary of the Study............ciiiiiiiieiinnn... 59
Summary of Findings......c.oiiiiiiiiiniinieaiennnn. 64
(0T T T T3 T = 70
Recommendations..........coiiniiiiiiiiiinnnnn. 74
Suggestions for Future Research................... 79
0 T o]V -3 T 80
REFERENCES .« it ittt ittt ettt et ittt ten e teniencnncnannnns 88
APPENDICES. . ittt i ittt ittt ette et 97
A. PERMISSION LETTER FOR FOCUS GROUP INTERVIEW........ 98
B. GENERALIZED ABSOLUTE DIFFERENCE MODEL.............. 100
C. QUESTIONNAIRE. ...t ieiiiriiiianeenrarenneneanennss 102
D. FOCUS GROUP SURVEY FORMS........cooiiiiiininnnenn.. 108

vii



ANALYSIS OF FOCUS GROUP DATA........cciiiiininnnnn.
PERMISSION LETTER TO THE SUPERINTENDENTS...........
LETTER TO THE MARKETING EDUCATION TEACHERS.........

SURVEY INSTRUCTIONS TO THE MARKETING
EDUCATION TEACHERS. ... ..o viiiiiiiiiiiii it

FOR MARKETING STUDENTS:

MEANS AND STANDARD DEVIATIONS OF FUNCTIONAL AND
SELF-IMAGE CONGRUITIES

PEARSON CORRELATION COEFFICIENTS AMONG
FUNCTIONAL CONGRUITIES AND ATTITUDE

PEARSON CORRELATION COEFFICIENTS AMONG
SELF-IMAGE CONGRUITIES AND ATTITUDE..............

FOR NON-MARKETING STUDENTS:

MEANS AND STANDARD DEVIATIONS OF FUNCTIONAL AND
SELF-IMAGE CONGRUITIES

PEARSON CORRELATION COEFFICIENTS AMONG
FUNCTIONAL CONGRUITIES AND ATTITUDE

PEARSON CORRELATION COEFFICIENTS AMONG
SELF-IMAGE CONGRUITIES AND ATTITUDE..............

FOR COMBINED STUDENTS:

MEANS AND STANDARD DEVIATIONS OF FUNCTIONAL AND
SELF-IMAGE CONGRUITIES

PEARSON CORRELATION COEFFICIENTS AMONG
FUNCTIONAL CONGRUITIES AND ATTITUDE

PEARSON CORRELATION COEFFICIENTS AMONG
SELF-IMAGE CONGRUITIES AND ATTITUDE..............

FOR MARKETING STUDENTS:

MEANS AND STANDARD DEVIATIONS OF FUNCTIONAL
CONGRUENCE TOTAL, SELF-IMAGE CONGRUENCE TOTAL,
SOCIAL CLASS INDICATORS, AND ATTITUDE

PEARSON CORRELATION COEFFICIENTS AMONG
FUNCTIONAL CONGRUENCE TOTAL, SELF-IMAGE
CONGRUENCE TOTAL, SOCIAL CLASS INDICATORS,

AND ATTITUDE. ... cirtiiiiiiiiiiieiiieieannanns

FOR NON-MARKETING STUDENTS:

MEANS AND STANDARD DEVIATIONS OF FUNCTIONAL
CONGRUENCE TOTAL, SELF-IMAGE CONGRUENCE TOTAL,
SOCIAL CLASS INDICATORS, AND ATTITUDE

PEARSON CORRELATION COEFFICIENTS AMONG
FUNCTIONAL CONGRUENCE TOTAL, SELF-IMAGE
CONGRUENCE TOTAL, SOCIAL CLASS INDICATORS,

AND ATTITUDE. ... eit ittt e i iaenaann

viii



N. FOR COMBINED STUDENTS:

MEANS AND STANDARD DEVIATIONS OF FUNCTIONAL
CONGRUENCE TOTAL, SELF-IMAGE CONGRUENCE TOTAL
SOCIAL CLASS INDICATORS, AND ATTITUDE

PEARSON CORRELATION COEFFICIENTS AMONG
FUNCTIONAL CONGRUENCE TOTAL, SELF-IMAGE
CONGRUENCE TOTAL, SOCIAL CLASS INDICATORS,
AND ATTITUDE. .. e ittt ittt ie i ien e 148

0. FOR MARKETING STUDENTS:

MEANS AND STANDARD DEVIATIONS FOR FUNCTIONAL
CONGRUENCE TOTAL, SELF-IMAGE CONGRUENCE TOTAL,
GENDER, AND ATTITUDE

PEARSON CORRELATION COEFFICIENTS AMONG
FUNCTIONAL CONGRUENCE TOTAL, SELF-IMAGE
CONGRUENCE TOTAL, GENDER,
AND ATTITUDE. ..ttt ittt it ii e ianens 150

P. FOR NON-MARKETING STUDENTS:

MEANS AND STANDARD DEVIATIONS FOR FUNCTIONAL
CONGRUENCE TOTAL, SELF-IMAGE CONGRUENCE TOTAL,
GENDER, AND ATTITUDE

PEARSON CORRELATION COEFFICIENTS AMONG
FUNCTIONAL CONGRUENCE TOTAL, SELF-IMAGE
CONGRUENCE TOTAL, GENDER,
AND ATTITUDE. ... oiiiiiiii ittt iieenennennnnn 152

Q. FOR COMBINED STUDENTS:

MEANS AND STANDARD DEVIATIONS FOR FUNCTIONAL
CONGRUENCE TOTAL, SELF-IMAGE CONGRUENCE TOTAL,
GENDER, AND ATTITUDE

PEARSON CORRELATION COEFFICIENTS AMONG
FUNCTIONAL CONGRUENCE TOTAL, SELF-IMAGE
CONGRUENCE TOTAL, GENDER,
AND ATTITUDE. .. eiiiiiii ittt i e ens 154

R. SAMPLE SIZES FOR PROPORTIONS USING ONE-TAILED TESTS
WITH VARYING EFFECT SIZES AND LEVELS OF POWER...... 156

ix



Table

LIST OF TABLES

Attributes of the Marketing Education Program.........

Pearson's Correlation Coefficient r Among Functional
Congruence Total (FCT), Self-Image Congruence
Total (SCT), and Attitude Total........ccinnn.

Beta Weights and RZ for Functional Congruence
Total (FCT) and Self-Image Congruence
L2 o T ] O 5 T

For Marketing Students

Beta Weights and RZ for Functional Congruities
(FC, tangible attributes) and Self-Image Congruities
(SC, symbolic attributes) Regressed on Students'
Attitudes Toward the Marketing Education Program....

For Non-Marketing Students _

Beta Weights and RC for Functional Congruities
(FC, tangible attributes) and Self-Image Congruities
(SC, symbolic attributes) Regressed on Students'
Attitudes Toward the Marketing Education Program....

For Combined Students

Beta Weights and RZ for Functional Congruities
(FC, tangible attributes) and Self-Image Congruities
(SC, symbolic attributes) Regressed on Students'
Attitudes Toward the Marketing Education Program....

. For Marketing, Non-Marketing, and Combined Students

Beta Weights and RZ for Functional Congruence
Total (FCT), Self-Image Congruence Total (SCT),
and Social Class Indicators in Relation to
Students' Attitudes Toward the Marketing
Education Program........cvviiiiiiiieeinnneeenannnn

For Marketing, Non-Marketing, and Combined Students
Beta Weights for Variable Gender (Sex) in Relation
to Students' Attitudes Toward the Marketing
Education Program..........cciuiiiiniinennnncanasnns



STUDENTS' PARTICIPATION IN THE MARKETING EDUCATION PROGRAM:
THE RELATIVE EFFECTS OF TANGIBLE VERSUS SYMBOLIC FACTORS
CHAPTER 1
BACKGROUND OF THE PROBLEM
A major segment of the labor force is employed in marketing

related occupations. According to the Occupational Outlook Handbook,

the industries and businesses anticipated to enjoy large employment
growth in the near future are those primarily involved in the areas
of marketing, sales, and management of goods and services. It has
been estimated that approximately 30-35 percent of the labor force
are in occupations that require marketing skills (U. S. Department of
Labor, 1988-89, p.9-12). Furthermore, according to Johnston and
Packer (1987), 65 percent of the American labor force is engaged in
providing a service and that service industries will create all of
the new jobs and most of the new wealth, over the next 13 years.
Employment in marketing and sales occupations is projected to grow by
30 percent, by the year 2000, from 12.6 to 16.3 million jobs (U. S.
Department of Labor, 1988-89).

Marketing has been essential to the growth and development of the
service industry because it employs tactics that aim to satisfy the
needs and wants of its customers. Marketing is broad in scope and
encompasses a wide array of skills, jobs, industries, and
institutions. About 80 percent of the jobs in marketing do not
require a baccalaureate degree (Lynch & Heath, 1982). The;efore,
there should be abundant employment opportunities for youth and

adults in various occupations of marketing in the years ahead.



Well-trained graduates of marketing education programs from community
colleges, vocational schools, private business schools, and high
schools should be easily employable in the growing service industry.
The mission statement of marketing education was developed by Samson
(1980) and was endorsed by the marketing education profession: "The
mission of marketing education is to develop competent workers in and
for the major occupational areas within marketing, assist in the
improvement of marketing techniques, and build understandings of the
wide range of social and economic responsibilities which accompany
the right to engage in marketing businesses in a free enterprise
system" (p.15).

Low enrollments in the marketing education program nationally has
been cited as a serious problem (Burrow, 1985; Ely, 1984; Davis,
1985) in the seventies up through to the first half of the eighties.
The paradox of low enrollments in an education program where there
has been a substantial demand for employees in marketing-related
occupations could not be explained easily.

What were the causes of low enrolliments in the marketing
education program, and why were the majority of the marketing
education programs unable to attract sufficient numbers of students?
In the 1980 Conference on "Directions in Marketing and Distributive
Education", Eggland (1980) stressed the problem of low enrolliments
and pointed out that "At this point, projecting solutions for the
problem of Tow student enrollment is a matter of guess-work and
conjecture. It seems clear however, that conducting a

well-coordinated and vertically integrated promotion effort--a skill



that most marketing educators should possess--would head the list of
solutions for this constraint" (p.11). However, it is possible that
promotion might be only part of the problem. The need to redesign
the program might be another area to consider as the source of the
problem.

This dismal picture, however, has changed since 1985. An
increase of enrollments has been witnessed since then, and the trend
is continuing to date (Marketing Education State Supervisors,
personal communication, April-September, 1990). These increases are
good news to the profession. However, an on-going effort should be
made in order for the enrollment growth to continue well into the
future, especially with an increasing demand of personnel in
marketing-related occupations. It should be noted however, that
marketing education enrollments in Virginia have been declining since
1985 (Virginia Marketing Education State Supervisor, personal
communication, April-September, 1990). Thus, the findings of the
present study can help promote the marketing education program more
effectively in Virginia, as well as help marketing educators to
continue to promote the program effectively, on the national level.

Furthermore, there is also a need to attract to the marketing
education program the right kind of students, the ones that will fit
the program in terms of aptitude and interest. Such students will be
those that would 1ike and enjoy pursuing careers in marketing, and
who would have the appropriate academic profile for such a program.
Research strongly indicates that if the product's, or in this case a

program/service's image (symbolic attributes) match the person's



actual self-image, then the person will identify with that product or
program and will develop a positive attitude towards it (Grubb and
Hupp, 1968; Grubb and Stern, 1971; Sirgy, 1985, 1985a). This
phenomenon is referred to as self-congruity. Studies in consumer
behavior have shown that self-congruity influences product
preference, intention to buy, product usage, loyalty, and purchase
motivation (e.g., Maheshwari, 1974; Samli and Sirgy, 1981; Sirgy,
1979, 1980; Gentry, Doering, and O'Brien, 1978; Vitz and Johnston,
1965). It is a simple, logical extension of these findings to
believe that this should apply to program enroliment decisions for
potential students.

Thus, it seems that in order to be able to attract and retain
greater numbers of students into the program, as well as to attract
the right kind of students, educators and researchers should consider
a serious investigation of the value and influencing power of the
characteristics or attributes (e.g., employability, good salary) of
the marketing education program. Although there is research about
the tangible or functional criteria of students' choice of the
marketing education program (Clodfelter, 1984), no research has been
found about the symbolic or value-expressive criteria, nor is there
research that compares the relative role of tangible versus symbolic
attributes in marketing education students choice. Clodfelter's
study investigated the perception of marketing education and
non-marketing education students toward marketing courses in high
schools in Virginia. He investigated how students felt toward eleven

salient or tangible attributes of the marketing courses (analysis of



the study in a later section). Research indicates that there is a
match between a person's self image and a preferred product's or
service's image (referred to as "self-image congruence") (Grubb and
Hupp, 1968; Sirgy and Samli, 1985; Sirgy, 1985, 1985a) and hence one
can infer that a student may prefer a marketing education program
that will reinforce his or her self-image. Thus, the symbolic image
of the marketing education program can be improved if those symbolic
attributes that influence students' choices are identified and
emphasized in the program's promotional plan.

Statement of the Problem

The problem that the present study is addressing is the
examination of how the symbolic and the tangible attributes relate to
students' attitudes toward the marketing education program, at the
high school level. The findings will enable educators to develop
effective promotional campaigns to attract students into the program,
to attract the right kind of students (with the right aptitude and
interest), and to redesign aspects of the program, if deemed
necessary. Successful promotional campaigns and the redesigning of
the program, if necessary, will help to increase enrollments in
Virginia, attract the appropriate students in to marketing education,
and develop, overall, a higher quality program.

The major purpose of the present study was to examine how the
tangible and symbolic attributes of the marketing education program
relate to students' attitudes toward the marketing education program.
Specifically, the researcher tried to find out which of the two types

of attributes of the marketing education program, tangible or



symbolic, relate most strongly to students' attitudes toward the
marketing education program. Further, the researcher wanted to find
out which of the tangible and which of the symbolic attributes,
relate most strongly to students' attitudes toward the marketing
education program. Results of the study will help the program
planners to develop appealing and workable promotional program
campaigns that will facilitate attracting and retaining students and
also attracting the appropriate students for the program (with
appropriate academic background and genuine interest). Furthermore,
the information will aid marketing educatfon planners to modify or
redesign existing aspects of the program in order to make it more
appropriate to the students' needs and expectations. Therefore, the
study addressed the following research questions:

1. What are the tangible and symbolic attributes of the
marketing education program?

2. To what degree do tangible attributes of the marketing
education program relate to students' attitudes toward the
program?

3. To what degree do symbolic attributes of the marketing
education program relate to students' attitudes toward the
program?

4. Which set of attributes, tangible or symbolic is more
important in relation to students' attitudes toward the
program?

5. Which of the tangible and which of the symbolic attributes

are most important in relation to students' attitudes toward



the program?

6. Is there a difference between the marketing and non-marketing
education students in regard to which attributes of the
marketing education program they'be1ieve to be the more
important, the tangible or the symbolic?

Rationale for the Study

The findings of the study will enhance knowledge of the
importance of tangible versus symbolic attributes as they relate to
students' attitudes toward the marketing education program. To date,
there is no existing knowledge of whether to emphasize the tangible
or symbolic attributes of the program in a promotional campaign or in
the program design. Also it is not known which of the tangible and
which of the symbolic attributes of the program should be promoted.
Identifying the correct program attributes that appeal to potential
students, can help marketing educators in modifying some aspects of
the program, and in designing effective promotional strategies that
will aid in attracting the right kind of students to the program. As
cited previoué]y, current figures indicate that program enrollment is
increasing nationally (and declining in Virginia). Thus, an
effective promotional plan designed to emphasize the desired program
attributes, along with the appropriate modifications of the program
should continue to increase (and reverse the decreasing trend for
Virginia) the demand for marketing education and attract the right
kind of students as well. Specifically, by emphasizing the strong
attributes of the marketing education program (tangible or symbolic,

or the strongest attributes from each set) students will be more



influenced to participate in the program. As a result of this, an
increase in enrollments should take place in Virginia (and continue
to increase nationally), with a group of students that will fit the
program well (students with the appropriate academic background and
those that have a genuine interest in marketing-related careers). It
is hoped that the increasing demand for harketing personnel will be
successfully matched with a supply of well-trained marketing
professionals.
Assumptions

1. Non-marketing students are aware of the existence of the
marketing education program in their high schools.

2. Most non-marketing students have some basic knowledge of the
purpose of a marketing education program.
Limitations

1. Students may not indicate their true self-image, i.e.,
students' responses may be affected by social desirability effects.

2. Some students may not be knowledgeable enough about the
program, thus their responses may contribute to a great deal of
“noise" in the data.
Definitions
Attitude: A learned predisposition to respond in a consistently
favorable or unfavorable manner with respect to a given object
(Fishbein and Ajzen, 1975, p.6).
Belief: An individual's subjective acceptance of the probability
that something exists. The something may be a mental concept, an

object, components of the object, or dimensions of the object



(Hughes, p. 84).

Communication: The process of conveying information from a source to

a decision maker (Hughes, 1971, p. 49).
Importance: The value weight given attributes by individuals during
the decision process (Wilkie and Pessemier, 1973, p. 433).

Multiattribute attitude model: A model of attitude measurement

wherein an individual's beliefs about a particular attitude object
are weighted and summed to yield an index of overall affect, or
attitude (Bettman, Capon, and Lutz, 1975, p. 1).

Satient Attributes: Those course characteristics (evaluative

criteria) which are actually utilized by students in evaluating
alternative courses or programs (Wilkie and Pessemier, 1973, p. 428).

Actual self-image: How one perceives his or her real self (Sirgy,

1982).

Ideal self-image: The image of oneself as one would like to be

(Sirgy, 1982, 1986).

Social self-image: The image that one believes others hold of

him or her (Sirgy, 1982, 1985).

Ideal social self-image: The image that one would like others to

hold of him or her (Sirgy, 1982, 1985).

Self-congruity: Congruity or match between the actual self-image and

the product's image (Sirgy, 1985; Schenk and Holman, 1980).

Ideal congruity: Congruity or match between the ideal self-image the

product's image (Sirgy, 1985).

Social congruity: Congruity or match between the social self-image

and the product's image (Sirgy, 1985, 1986).
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Ideal social congruity: Congruity or match between the ideal social

self-image and the product's image (Sirgy, 1985, 1986).

Symbolic attributes: Evaluative criteria used in decision making

that are value expressive, i.e., that reflect or express one's
self-concept. For example, symbolic attributes of the marketing
education program may include the extent to which participation will
reflect certain image characteristics of the student, such as being
business-1ike, being an entrepreneur, being money-hungry, being
sociable, being intelligent, being ambitious, being greedy, etc.
(Claiborne and Sirgy, 1990).

Tangible attributes: Evaluative criteria used in decision making

that are funcfiona], utilitarian, or performance-oriented, i.e., that
are means to higher ends. For example, tangible attributes of the
marketing education program may include the level of difficulty of
the subject matter, the level of intellectual challenge required,
expected financial rewards, etc. (Claiborne and Sirgy, 1990).
Marketing education program image (the multifaceted image): The
total evaluative criteria used in decision making that are
functional, utilitarian, or performance-oriented (i.e., level of
difficulty of the marketing education subject matter, expected
financial rewards, etc.) and value expressive that reflects or
expresses one's self-concept (i.e., one's participation in the
marketing education program will reflect that person as being
business-1ike, money-hungry, sociable, intelligent, etc.) (Sirgy and
Samti, 1985).

Marketing education program image (the symbolic image): Evaluative
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criteria used in decision making that are value expressive, i.e.,
that reflect or express the self-concept of the person enrolled in
the marketing education program. For example, a person enrolled in
the marketing education program might be perceived as business-like,

money-hungry, intellectual, sociable, etc. (Sirgy and Samli, 1985).



CHAPTER II
REVIEW OF RELATED LITERATURE
Several studies have investigated related topics in marketing
education in the self-image/congruence area, and in the attitude
area. This chapter contains the following sections: (1) literature
concerning marketing education, (2) literature concerning self-image
congruence, and (3) literature concerning attitude.

Literature Review Concerning Marketing Education

The investigator has not found any studies to date that have
examined both tangible and symbolic attributes of the marketing
education program or courses in the same study. Several studies have
looked at the perceptions and evaluations of parents, students,
teachers, sponsors, supervisors, and business executives towards the
marketing education program, in general, at the high school level and
in colleges. The present study will be built partly on Richard
Clodfelter's work (1984) since he measured secondary students'
perceptions toward marketing courses, using several tangible
attributes, some of which are used in the present study.

Clodfelter's work will be discussed in detail at the end of this
section.

Charles Coyle (1974) analyzed the perceptions of marketing
executives and marketing graduates of the value of undergraduate
marketing programs at four-year colleges. He found that the
marketing executives and graduate students valued marketing courses
and tasks alike, but the executives were not overly satisfied with

marketing and its graduates. Both groups felt that their involvement

12
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and help should be solicited in order to assist in improving the
program. Roger W. Hutt (1975) investigated the perceptions of
employers regarding cooperative education programs at the secondary
Tevel, and what motivated them to participate in the program.
Employers displayed an overall satisfaction with the program, and
were pleased to get dependable employees through the program;
however, they were knowledgeable of only a few characteristics or
components of the program. They identified the need for more basic
mathematics and communication skills in the classroom. On the other
hand, a study by Stein (1987) that evaluated the perceptions of 224
businesspeople in New Jersey and Pennsylvania, found that many of the
respondents were not sure if high school and vocational school
training was sufficient to meet their needs for qualified employees.
The majority of respondents also stated that more communication
skills, human relations, and salesmanship skills were needed by the
program's graduates.

Two different studies (Rury, 1983; Reed and Smith, 1985)
evaluated high school marketing education students' perceptions
regarding the marketing education programs in Oklahoma and Missouri,
respectively. In the first study, over half of the marketing
education students had positive impressions about the program, and
indicated that they would return to the program for the second year
for training. In the second study, students had a more positive
impression of the marketing education program than the training
sponsors and the administrators whose attitudes were evaluated as

well. Marketing education students also were found to have a more
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positive impression of the program and DECA (Distributive Education
Clubs of America) than the administrators, teachers, and counselors
(Foster, Elias & Smith, 1983). Another interesting finding of this
study was that all.six groups participating in the study (parents,
teachers, students, administrators, counselors, and training
sponsors) had an overall positive impression of the marketing
education program, but each perceived the marketing education
concepts quite differently. This points to some confusion about the
goals of marketing education for eéch of the groups that are involved
with the program. In addition, of all the groups, the marketing
teachers, administrators, and counselors (the key promoters) seemed
to have the lowest perceptions of the program. This finding
indicates that there is a need to develop effective promotional
campaigns for influencing students to participate in the program.
But there is a need to promote to the program teachers,
administrators, and counselors as well. They will be the ones that
can have a great influence on students to participate in the
marketing program.

Holup (1980) also found that various groups of people in the
marketing education profession perceived marketing education concepts
differently. He reported that there was considerable disagreement
among the groups (teachers, state supervisors, teacher educators) on
the meanings of some marketing education basic concepts (e.g.,
training plans, the role of a marketing education supervisor). Some
of the evaluative criteria used (or concepts to measure the groups'

perceptions) were: perception of the distributive education
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supervisor, advisory committee, career objectives, and distributive
education educator. Finally a study by Plessman (1985) supported the
argument that marketing education attracted more practical,
action-oriented, realistic types of teachers, meaning that marketing
education teachers can be a good role model for potential marketing
education students. That is precisely the image the marketing
education program should portray: a practical, action-oriented,
realistic one.

In an examination of secondary students' attitudes toward
marketing education courses, Clodfelter (1984) found that high school
students enrolled in marketing courses generally had a more positive
impression toward the marketing education program and courses than
those students not enrolled in the program or in marketing courses.
The evaluative criteria that were used in the study involved eleven
course characteristics or attributes: the course will prepare the
student for a job, the course will prepare the student for college,
the course matches the student's ability level, the subject matter is
interesting to the student, the student's friends approve of the
course, the course has a good reputation, the instructor has a gqod
reputation, the parents approve of the student taking the course, the
course includes a variety of learning activities, the guidance
counselor approves of the student taking the course, and the course
provides practical experience through its co-op component. Also, the
students enrolled in such courses had stronger beliefs than those not
enrolled regarding whether these courses possessed certain basic

functional attributes (e.g., usefulness of course in job preparation,
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course will provide practical experience, etc.). Thus, they argued
that students with a more positive attitude toward marketing courses
will more likely enroll in a marketing course in the future.
Furthermore, the most important tangible attributes of the marketing
courses for the marketing education students were practical
experience, preparing for a job, student interest in the subject
matter, reputation of class instructor, and variety of learning
activities. For the non-marketing education students the most
important tangible attributes were course preparation for a job,
variety of learning experiences in the c]éss, class preparation for
college, and reputation of class instructor. In addition, another
important finding was that the non-marketing education students chose
as important attributes of a course, the following attributes:
usefulness of the class in preparing for a job, student interest in
the subject matter, usefulness of the course in preparing for
college, and reputation of the course instructor. Clodfelter
suggested promoting marketing courses to the non-marketing education
students as well as promoting to all students, in general, the value
of the marketing courses for college preparation. The tangible
attributes of Clodfelter's study were used in the present study (in
addition to others obtained through the preliminary study) in order
to measure how they relate to students' attitudes toward marketing
education. Studies that have simultaneously investigated both
tangible and symbolic attributes of the marketing education program

have not been found.



17

Literature Concerning Self-Image Congruence

The term "self-concept" (or self-image as it has been recently
called) has many definitions, but most of them seem to stress an
“"organized configuration of perceptions of the self which are
admissible to awareness" (Rogers, 1951, p.492), or the "totality of
the individual's thoughts and feelings having reference of himself as
an object" (Rosenberg, 1979, p.7). In other words, self-concept is
composed of the attitudes, thoughts, and feelings one holds towards
oneself.

Self-concept or self-image is studied by consumer researchers to
find out how it affects consumer behavior, e.g., product choice.
Grubb and Grathwohl (1967) supported that the consuming behavior of
an individual will be directed toward enhancing self-concept through
the consumption of goods and services. That is, the individual will
prefer products and services whose image will complement or match
his or her self-image. This theory was further supported by Grubb
and Hupp (1968) and by Grubb and Stern (1971). Various studies have
shown that self-image/product image congruity (or "self-image
congruence") affects consumer behavior (product preference,
intention, product usage, loyalty, and purchase motivation) (e.g.,
Maheshwari, 1974; Samli and Sirgy, 1981; Sirgy, 1979, 1980; Gentry et
al., 1978; Vitz and Johnston, 1965). Self-image/product image
congruity or self-image congruence (for short) is defined as the
match between a person's self-image (actual, ideal, social, and or

ideal social) and the product's image (Sirgy, 1985).
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Some researchers see self-image as having two components; the
actual self-image and the ideal self-image (Belch 1978; Belch and
Landon, 1977; Delozier, 1971; Delozier and Tillman, 1972; Dolich,
1969). However, Sirgy, (1980) refers to four components of
self-image; the actual self-image (the way one sees himself), the
ideal self-image (the way he or she would like to be), the social
self-image (the image that one believes others hold of him or her),
and the ideal social self-image (the image that one would Tike others
to hold of him or her). Durnoff and Tatham (1972) talked about the
actual self-concept, ideal self-concept, and "image of best friend".
Sanchez, Brien, and Summers (1975) stressed the actual self-concept,
ideal self-concept, and the "expected self", which is the image
somewhere between the actual and the ideal self-concept.

Consumers or users purchase a product (or enroll in a program)
with an image that matches an aspect of their self-concept. For
instance, they often may try to match their actual self-image or
jdeal self-image with the product's image (Landon, 1974). Hence,
managerially speaking, emphasizing the appropriate symbolic
attributes, product or program planners may be able to attract
consumers by matching the product image with their actual or ideal
self-image.

There are four types of congruities or self-image congruence
models which have been used to predict consumer behavior variables
(intention, product choice, product or store loyalty). First, the

ée1f—congrui§y which reflects the match between the actual self-image

and the product image (Birdwell, 1968; Dolich, 1969; Grubb and Stern,
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1971; Malhotra, 1981, 1988; Ross, 1971; Sirgy, 1985). Second, the

ideal congruity which reflects the match between the ideal self-image

and the product image (Lamone, 1966; Dolich, 1969; Delozier and
Tillman, 1972; Malhotra, 1981, 1988; Ross, 1971; Sirgy, 1985).

Third, the social congruity which ref]ects the match between the

social self-image and the product image (Maheshwari, 1974; Sirgy and

Samli, 1986; Sirgy, 1985). And fourth, the ideal social congruity

which reflects the match between the ideal social self-image and the
product image (Sirgy, 1985a; Sirgy and Samli, 1985). Landon (1974)
presented evidence that suggests that some consumers seek congruency
with the actual self-image, while others seek congruency with their
ideal self-image. There have also been a few studies that
investigated the functional or tangible (e.g., price, promotion,
store characteristics, personnel, etc.) versus the symbolic (e.g.,
modern, traditional, casual, sophisticated, classy, folksy, etc.)
attributes of a store. Samli and Sirgy (1981) conducted such a study
to test the multidimensionality of store loyalty and along with the
other variables, functional (store image evaluation) and symbolic
attributes were measured to determine their influence on store
loyalty. The results showed functional evaluation (evaluation or
attitude based on the functional attributes) accounted for a
significant and major portion of the predicted variance in store
loyalty. Moreover, the self-image congruence variables (social
congruity and ideal social congruity which reflect evaluation based
on the symbolic attributes) were significantly correfated with

functional store-image evaluation. A follow-up path analytic study
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by Sirgy and Samli (1986) showed that store loyalty is primarily
determined by functional evaluation and that functional evaluation
(or functional congruence) is strongly influenced by
self-image/store-image congruence (social congruity and ideal social
congruity).

The present study will utilize the self-image congruence models
in order to measure the marketing education program's image and the
students' self images, which will give us self-image congruence
(symbolic attributes). Specifically, the ideal social congruity
model (as exp]a%ned above) will be used. The rationale for its usage
is stated extensively in the methodology section.

Literature Concerning Attitude

An attitude is a hypothetical construct which can never be
directly verified. Allport (1935) defined an attitude as a mental
and neural state of readiness to respond, which is organized through
experience and exerts a directive and/or dynamic influence on
behavior. Another, more recent definition is one that describes an
attitude as "a learned predisposition to respond in a consistently
favorable or unfavorable manner with respect to a given object"
(Fishbein and Ajzen, 1975, p. 6). Although an attitude will not
necessarily result in a certain behavior, the assumption is made that
a change in attitude will result in some kind of change in behavior.
Lutz (1981) stated that attitude seems to be the most widely used
theoretical construct in marketing, for predicting consumer

decision-making.
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Therefore, attitude theories are important in marketing because
they enable the firm to develop effective marketing strategies that
will influence the consumer or user to develop favorable attitudes
towards the product or service. In addition, the appropriate
marketing strategy will help to modify consumers' attitudes toward
certain product or product characteristics, to the extent that the
new attitude will be favorable or more favorable. In the following
sections, consistency and learning theories of attitude formation and
change are examined. The purpose is to select an attitude model that
is established in the marketing/social psychology literature to modé]
and measure functional evaluation, or attitude based on the tangible
criteria.

Consistency Theories. There are a number of consistency

theories, and the main thrust of these is that an individual strives
to achieve consistency within his or her cognitive structure and
between his or her cognitive structure and overt behavior; and that
the individual will try to avoid inconsistency because it causes
psychological tension. Two of the most common ones are the balance
theory (Heider, 1946), and the affective-cognitive consistency theory
(Rosenberg, 1960).

The Balance theory holds that individuals seek to achieve a
"balanced configuration" among cognitive and affective elements.
These elements are the person (P), the attitude object (0), and a
related object, person, attribute or consequence (X). The link
between the person and attitude object will produce the attitude in

question. The links are represented by a positive (+) or negative
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(-) valance, with no degree of positivity or negativity. Heider
supports that the valance of the attitude (the P-0 link) can be
predicted on the basis of the valance attached to the 0-X link and
P-X 1ink. This is done by multiplying the two valances because the
individual is motivated to achieve a balanced state. When an
individual evaluates positively (+) a product attribute, the
predicted attitude toward that brand is positive (+1 x +1 = +1). On
the other hand, if there is an attribute that the person does not
value (-1) and he or she does not associate it with the object (-1),
then the outcome will be again positive (-1 x -1 = +1). In the
opposite situations the result will be a negative one. Balance
theory is usually discussed in the marketing literature as a vehicle
to change consumers' attitudes about certain brands. However, the
theory has some limitations such as not allowing for gquantitative
variation in the valances (all 1links are + or -), and that the degree
of intensity of the relationship is not measured.

Another theory is Rosenberg's (1960) affective-cognitive theory
which aims to determine the structural ré]ationship between a
person's attitudes and his or her values. Each value is measured
with respect to its value importance to the individual and its
perceived instrumentality (e.g., if the object/product will fulfil or
satisfy the value held by the individual). The Rosenberg model is as
follows: A = _ivi& , where A=attitude toward the object, V=value
importance of the ith value object in question and P=perceived
instrumentality; the extent to which the value would be blocked or

attained by the attitude object in question, n=the number of salient
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values which were measured. V P is the individual's index of his or
her cognitive structure supporting the observed attitude. If a
change will take place in the cognitive structure or in the attitude,
then an inconsistency will occur (there is a direct relationship
between the variables) which the individual will strive to reduce by
adjusting the attitude to be more in line with his or her cognitive
structure. Furthermore, the model allows for quantification of the
valance attached to the value (use of a seven-point scale (-3 to
+3)), where the balance theory does not. Marketers, however, have
mostly used the Rosenberg model to predict brand preferences, and
others believe (Lutz, 1981) that the model is more appropriate to
predict product class selection than brand selection.

Learning Theories. Individuals are not born with attitudes, but

learn them and adopt them as they grow up. Learning theories can
facilitate attitude learning by examining the association between a
certain stimulus and the response. ' Since attitudes are learned,
marketers can try to change them by developing effective
communication strategies aimed at the consumer. One of those models
that has been based on learning theory is described by Fishbein
(1963). The Fishbein model focuses on the notion that an attitude
toward an object is a function of the strength of beliefs about an
object, and the evaluative aspects of these beliefs. The model is as
follows: Ao"%‘_Biai» where A,= attitude toward the object, B;=the
strength of the belief that the attitude object possesses toward the
ith attribute (expressed as a subjective 1ikelihood), aj=the

evaluative aspect associated with the ith attribute (its goodness or
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badness), and n=the number of salient attributes of the attitude
object.

The Fishbein model is situation-specific and may deal with
attributes that are characteristic of a specific product, service, or
situation. It is widely used in marketing, in the area of attitude
formation and change (also the Rosenberg model)--because the basic
premise here is that attitudes can be predicted based on brand or
service attributes which are typically weighted by some evaluation or
importance term.

Another well known model that is based on learning theory is the
Bass and Talarzyk (1972) model. It is similar to the Fishbein model
(both have an evaluation component of the attributes), but instead of
considering the strength of the belief that the object possesses the
jth attribute, the Bass-Talarzyk model considers the importance of
the attribute that the object possesses. Many studies dealing with
student attitudes toward a particular course have used the term
importance in the questionnaires (Clodfelter, 1984), therefore the
Bass and Talarzyk model is more often used to measure student
attitudes. The model is as follows: Ab=‘=wiBi’ where Ag= the
attitude toward a particular brand, W;= the weight or importance of
attribute i, B;= the evaluative aspect or belief toward attribute i,
and n = the number of attributes important to the selection of a
given brand. By adopting this model, the students are asked to what
extent they believe the program possesses selected attributes (the
belief variable). The students are also asked how important the

selected attributes of the program are to them (the importance
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variable). Thus, these two variables are the independent variables
which will be measured against the dependent variable of attitude.

Although the model conceptially is Ab=§?185, it will be used in a
slightly different format Ap= W;B;/i (the outcome will be exactly the
same). The product of the importance (W) and the belief (B)
variables will be divided by the constant i to obtain the mean. This
approach is better because is less cumbersome than using the sums,
and the outcome of the analysis is unchanged.

The Bass-Talarzyk model will be the one that will be used in this
study to measure the tangible attributes. Balance theory (Heider,
1946) does not allow for quantitative variation in the valences (+1
or -1), and cannot combine several attributes together to predict
attitude. The affective-cognitive consistency theory (Rosenberg,
1960) examines mainly a person's central values and how they relate
to his or her attitudes. It has been used most often in predicting
the selection of product class, rather than brand selection. In the
present study, the brand selection is taken to be the selection of
the marketing education program as a part of the total school
curriculum, which is taken to be the product class. As stated
earlier, the chosen model is a better one to use than the Fishbein
model because the "importance" variable can more easily evaluate
effectively the attributes of the program, and the Bass-Talarzyk
model has been used successfully with the measurement of students'

attitudes toward courses.



CHAPTER II1

RESEARCH METHODS

This chapter describes the methods proposed to determine the

degree of influence of evaluation based on tangible attributes and

symbolic attributes of the marketing education program. The research

questions that are addressed here are:

1.

What are the tangible and symbolic attributes of the
marketing education program?

To what degree do tangible attributes of'the marketing
education program relate to students' attitudes toward the
program?

To what degree do symbolic attributes of the marketing
education program relate to students' attitudes toward the
program?

Which set of attributes, tangible or symbolic is more
important in relation to students' attitudes toward the
program?

Which of the tangible and which of the symbolic attributes
are most important in relation to students' attitudes toward
the program?

Is there a difference between marketing and non-marketing
education students in regard to which attributes of the
marketing education program they believe to be the more

important, the tangible or the symbolic?

26
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The following sections are included: 1) Design, 2) preliminary
procedure, 3) Population and Sample, 4) Instrumentation, and 5)
Analysis of Data. |
Design

A survey design was used in this study. Students in the sample
were given a questionnaire containing measures of self-image and
jdeal social self-image, belief of tangible attributes (if students
believe that the program possesses the attributes), importance of
tangible attributes, and attitude toward the marketing education
program. The one-shot survey design is used because the subjects'’
ratings of the images and attributes are needed without any
manipulation (Cook and Campbell, 1979).

Preliminary Procedure. The following procedure or pilot study

enabled the researcher to obtain a 1ist of tangible and symbolic
attributes of the marketing education program. Limited numbers of
tangible (Clodfelter, 1984) and symbolic attributes (Krau, 1989;
Sirgy, 1985; Hall, 1971) of marketing education, which have been
obtained from the literature, were presented to two focus groups of
six to ten students each (McCarthy and Perreault, 1984) at two local
Virginia high schools. The students were asked to rate those
attributes that mostly characterize the marketing education program
(see Appendix D). Also, they were asked to add any new ones to the
1ist. Then they ranked all the attributes, from most important to
least important. Their responses were subjected to a content
analysis by three judges. The strongest or most important tangible

and symbolic attributes were chosen to make the final questionnaire
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(see sample, Appendix C). Furthermore, the instrument (the
questionnaire) was field tested in a marketing education class and in
a non-marketing education class (thirty students) in a local high
school. A reliability test, of the tangible attribute and the
symbolic attribute questions, was conducted on the data by employing
a test-retest procedure about two weeks apart to the same group of
students. Strong correlations of .8563 and .9184 was secured for the
tangible and the symbolic attribute questions, respectively.

Popu1atioﬁ and Sample

The population of the present study was all high schools in
Virginia with marketing education programs. Students in the 9th,
10th, 11th, and 12th grades were selected for the study. An equal
number of marketing students and non-marketing students were
systematically selected with a random start from the above high
schools. The non-marketing students chosen for the study were
selected from study halls where students of different grades were
found (marketing students were taken out because they already had
been included in the first group). The use of the study hall
students facilitated the administration of the survey guestionnaire.

A 1ist was obtained of all high schools in Virginia with a
marketing education program having a sequence of at least two
marketing courses. Using the stratified cluster sampling technique,
a cluster of high schools in Virginia was selected randomly from 210
high schools with marketing education programs, and stratified on the
basis of their enrollments in marketing classes. Half of the

students were selected from marketing classes, and the other half
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from the study hall rooms. The sample size was based on the criteria
of alpha .05, effect size (d)=.10, and power of test=.90 (Hinkle,
Oliver, and Hinkle, 1985, p.272) (see Appendix R). Based on the
above criteria (which is a commonly used criteria), the required
sample size N was 430 students. Assuming a response of 80 percent,
an initial N of 540 was to produce the required n of 430 students.
Fifteen public high schools were selected out of the total 210 high
schools in Virginia. In order to select these fifteen schools, all
the high schools were rank ordered from the largest to the smaﬁ]est
(according to student population). The whole set of schools was then
divided in five groups. Three high schools were selected from each
group using a table of random numbers. This procedure provided the
set of the fifteen public high schools that were used for the study.
About thirty-six students (eighteen marketing education and eighteen
non-marketing education students) were systematically selected from
each of the fifteen schools (36x15 = 540 students as indicated
above).

The high schools were rank ordered from the largest to the
smallest school in order to give an eqqa] chance to all size high
schools to be chosen, large, medium, and small. It might be assumed
that students from different size schools might have different
perceptions of marketing education. For example, large schools might
have larger and better equipped marketing education programs than
some smaller schools; thus, students from larger schools might have
more favorable attitude toward marketing education. The pérmission

and assistance of school administrators and teachers was secured for
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participating in the study and for administering the questionnaire.

Instrumentation

Measures of Symbolic Factors. As stated earlier, for the purpose

of the study, the self-congruence models were used for measuring the
symbolic attributes, and the Bass-Talarzyk model was used for
measuring the tangible attributes. The self-congruence models have
been used repeatedly and successfully to predict consumer behavior.
They are based on the notion that there is a cognitive matching
between value-expressive attributes of a given product or service and
consumer se]f-iﬁége (see comprehensive literature review Sirgy, 1982,
1985; Clayborn and Sirgy, 1990). The generalized absolute difference
congruence model (see Appendix B) was used to obtain scores for ideal
social congruity (difference between the ideal social self-image and
the program's image). The lower the score or the smaller the
difference between the ideal social self image and the program's
image, the higher the congruity and vice versa. A congruence score
is the absolute arithmetical difference between the same semantic
differential adjective pair for self-image and product image
measurements (Dolich, 1969). This score is summed over all the
attributes of the individual's image and the program's image to
calculate a total congruence score for each person. The generalized
absolute difference congruence model has been used in many studies
and it has been demonstrated to be most predictive of product
preference and purchase intention (Sirgy, 1982).

The semantic differential scale involving the symbolic attributes

elicited from the preliminary procedure was utilized. The semantic
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differential scale has been successfully used in the measurement of
self-image and store image (Sirgy, 1982). The scale ratings were
from one to five with one being the best and five being the worst.
One page of the questionnaire (see Appendix C, page 105) requested
students to rate their jdeal social self-image and the image of the
person that is enrolled in the marketing education program. The
image of the person enrolled in the program is perceived to be the
program's image because this is the stereotypic perception one has of
the program due to the image elicited by the generalized user of the
program. However, the image of the person enrolled in the marketing—
education program will be only a component of the program's total
image. The tangible attributes that the students are asked to rate
about the program will be the remaining portion of the program's
image. The ideal social self-image is chosen for measurement because
high school students are generally concerned about how they would
like their peers and other people to perceive them (Krosnick and
Judd, 1982; Montemayor, 1982). They generally would like others to
have a certain image of them (e.g., modern, intellectual, well-to-do
person, etc.). There is extensive literature in psychology (in human
development and adolescence) that supports the notion that
adolescents are very influenced by what their peers and people in
their immediate environment think of them. According to Adams
(1980), "Being liked and being accepted are important at any age, but
they particularly seem crucial during the adolescent years.

Sometimes the dependence on group approval is so severe that it seems

something on the order of a "popularity neurosis" (p. 97). Moreover,
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according to Dusek (1987) "The peer group provides the adolescent
with a natural environment for social comparison, particularly with
respect to norms and values for appropriate appearance, likes and
dislikes, and behavior" (p. 181). Adolescents like their peers to
have a certain image of them, especially in a social setting (Dusek,
1987). Thus, the ideal social self-image is the one that is the most
important to them.

Measures of Tangible Factors and Attitude. The Bass-Talarzyk

model was used to measure the students' functional evaluations (using
tangible attributes). This model has been used frequently in
marketing. By employing the Bass-Talarzyk model, the students'
attitudes were measured toward certain salient, tangible program
attributes (e.g., employability). The model also allows the subjects
(students) to state how important the tangible attributes are to them
in influencing them to hold a certain attitude toward the marketing
education program (the "importance" variable). Further, students
were asked to state if they believed the marketing education program
possesses each tangible attribute (the "belief" variable) (see
Appendix C, page 104). These two variables, the "importance" and
"belief" variables were multiplied together for each tangible
attribute and then summed for all tangible attributes. As it was
indicated previously, this sum was then divided by the number of
attributes to produce a more managable number. The resulting final
total score was the student's functional evaluation of the marketing
education program. The Lickert scale was used for students to rate

the tangible attributes, ranging from one to five, with one being the
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best and five being the worst. In the first and second page of the
questionnaire the students were asked to rate the tangible attributes
of the marketing education program (generated from literature and the
preliminary procedure). Specifically, the first page of questions
measured the "importance" component where the second page of
questions measured the "belief" component of the tangible attributes
of the program. As stated above, the third page contained questions
to measure the symbolic attributes. The fourth page contained items
measuring students' attitudes toward the program and the fifth page
included demographic measures such as gender, living arrangements,
income of the household, occupation and marital status of parents,
and education level of both parents (see Appendix C, page 106). The
purpose of the social class information (income, education, and
occupation) was to find out "if there is a difference in attitudes
toward marketing education among students of different social
classes. If such differences are found, then this information might
dictate separate promotional campaigns for those social classes of
students that were found to differ. It was anticipated that the
variables of gender, income, education, and occupation might have a
confounding effect on the data. Females might give a more favorable
evaluation of marketing education because, traditionally, more
females have been enrolled in the program, particularly in the
fashion merchandising area (Virginia State Department of Education,
1988-1989; Lynch and Heath, 1982). Moreover, students of high
socioeconomic status (high éncome and education levels of their

parents) might perceive marketing education less favorably than the
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low socioeconomic students. This might be due to the fact that
vocational education has traditionally been viewed as a program for
the lower class, lower ability student (Gi1lie, 1973). Since
marketing education is a program of vocational education, it can be
assumed that it tends to receive the same type of evaluation from the
public.

Analysis of Data

Muitiple regression analysis was used to examine the attitudes
toward the marketing education program as a function of functional
congruence (tangible attributes) and self-image congruence (symbolic
attributes). This was done separately for the marketing education
group and the non-marketing education group. Each student had a
congruence score, a belief-importance score (the independent
variables), and an attitude score (the dependent variable). This
analysis was conducted to determine the degree to which the attitude
toward the program is explained by the functional/tangible attributes
and by the symbolic/self image attributes. The beta weight of the
ideal social congruity variable is compared to the beta weight of the
belief-importance variable. The higher beta weight accounts for ther
greater degree of relationship. Furthermore, regular regression was
employed where all the tangible variables and then all the symbolic
variables were put in the regression equation, in order to find out
which of the tangible and which of the symbolic attributes are more
important in relation to students' attitudes toward the marketing
education program. In addition, regular regression enabled the

researcher to determine if there was a difference between marketing
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and non-marketing students in regard to which attributes of the
program they believed to be the more important ones. The correlation
coefficient r was also calculated in order to determine the degree of
relationship of the tangible and symbolic attributes and students'

attitudes toward marketing education.



CHAPTER 1V
ANALYSIS OF THE DATA

The purposes of this study are to identify the tangible and

symbolic attributes of the marketing education program at the high

school level in Virginia, and to determine the relationships of

these attributes to the students' attitudes toward the program.

More specifically, the objective of the study is to answer the

following research questions:

1.

What are the tangible and symbolic attributes of the
marketing education program?

To what degree do tangible attributes of the marketing
education program relate to students' attitudes toward the
program?

To what degree do symbolic attributes of the marketing
education program relate fo students' attitudes toward the
program?

Which sét of attributes, tangible or symbolic, is more
important in relation to students' attitudes toward the
program?

Which of the tangible and which of the symbolic attributes
are most important in relation to students' attitudes toward
the program?

Is there a difference between marketing and non-marketing

education students in regard to which attributes of the

36
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marketing education program they believe to be more
important, the tangible or the symbolic?

The findings of this study will help program planners to develop
effective promotional programs that will assist in attracting and
retaining students into the marketing education program. The goal
will be to attract students with the appropriate aptitude and
interest. The findings will also help educators to redesign or
modify aspects of the program in order to make it more effective in
meeting the needs and wants of the students.

The two models that were used to measure the tangible and the
symbolic attributes of the marketing education program are the
Bass-Talarzyk and the ideal social congruence model. A five-point
scale was used by both models to measure the attributes, ranging
from "1" (very likely or very important) to "5" (very unlikely or
very unimportant). The Bass-Talarzyk model, (Ab%zwﬁBi), consists
of the overall attitude toward the brand (Ap), the weights (or
importance) of each attribute (W;), and the belief component toward
those attributes (B;). In the model, W is a 1 x i vector of weighté

(W] Wp W3..... Wn]. B is an ixl vector of belief scores

A is the sum of the products of W*B, i.e., Wi *By+Wo*Bo+...+W;*B;.
The evaluative or belief scores were measured by asking students to

state to what extent they believe the program possesses each
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attribute. The weights were measured by asking students to state
how important each of the attributes of the program are to them. In
the findings, this variable is referred to as Functional Congruence
Total (FCT). The functional congruity total was then divided by ten
(i.e., the total number of tangible attributes). As it was
indicated in chapter 2, the mean of the congruence scores was
calculated rather than the sum of the scores. This was done for
convenience, because the sum scores would be cumbersome to use. The
attitude total variable (ATT) was calculated by adding the four
attitude indicators (the four global attitude questions), and
dividing by the number four, since there were four questions (see
Appendix C).

Cronbach alpha reliability analysis was conducted for the four
attitude indicators of the attitude measure. A very good alpha of
.8470 (about eighty five percent) was secured.

The ideal social congruity involves the match between the -
students' ideal social self-image and their image of the person
enrolled in the marketing education program. There were nine items
designed to address image. The students responded to the items
first in terms of their ideal social self-image (SI) and then in
terms of their perception of the image of the person enrolled in the
markéting education program (PI). The absolute difference between
the ratings of each pair SI-PI is a congruence score. The sum is
the total congruence score for each student. Those students that
did not know the answer to a question were given the opportunity to

indicate this by circling the "don't know" item. These responses
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were treated as missing data. This variable is referred to in
subsequent discussion as Self-Image Congruence Total (SCT).

In addition to questions regarding the tangible and the symbolic
attributes of the marketing education program, the questionnaire
included four global questions concerning students' attitudes toward
the marketing education program. The questions were very general,
not referring to any tangible or symbolic attributes of the program.
For example, students were asked to state to what extent they agreed
(on a scale of 1 to 5) with the following: Marketing Education is a
good program. As stated earlier, the sum of the scores from these
four questions served as the dependent variable of the analysis and
is referred to as Attitude Tota) (ATT).

There were also two qualitative questions that were included in
the questionnaire. The students were asked to state what they liked
and disliked the most about the marketing education program in their
schools.

Five-hundred and three questionnaires were completed in fourteen
high schools in Virginia, and returned for analysis. This took
place in May and June 1990, and the analysis was undertaken as soon
as all data were received. Although fifteen schools were randomly
selected to participate in the study, one of these schools chose not
to participate due to time constraints. However, a return of 503
questionnaires was more than adequate since the initial size needed
for the study was 430 students.

'Findings

The reader should note that although 503 gquestionnaires were
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returned, some students failed to respond to all of the questions.
As a result, missing data were a minor problem. The following
tables present the actual number (N) of questionnaires for which

complete data were available for the respective analyses.

Question #1: What are the tangible and symbolic attributes of the

marketing education program?.

The focus group method and literature search produced ten
tangible and nine symboiic attributes of the marketing education
program (see table 1).

Table 1
Attributes of the Marketing Education Program

Tangible Attributes

FCl= The program adequately trains students for employment in
marketing-related jobs.

FC2= Graduates of the program get jobs with good starting pay.

FC3= The teacher-coordinator helps students with job placement
(find a job after graduation).

FC4= The program provides useful practical experience through
on-the-job training.

FC5= The program prepares students for college.

FC6= The program involves a variety of learning experiences such as

field trips, class role-play situations, films, competitive
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(Table 1 continued)
events, etc. rather than just lecture/discussion.

FC7= The program offers the opportunity for students to earn
credit, for working part time.

FC8= The program teaches students how to communicate effectively
with people.

FC9= The program teaches students responsibility.

FC10= The program prepares students to make good career choices.

Symbolic Attributes

SC1= Modern SC4= Exciting SC7= Wants to be rich

SC2= Friendly SC5= Professiconal SC8= Business-like

SC3= Confident SC6= Sophisticated SC9= Sociable/outgoing
These attributes were identified after the focus group findings were
content analyzed by three judges, and by a thorough search of

related literature.

Question #2: To what degree do tangible attributes of the marketing

education program relate to students' attitudes toward the program?

The relationship between attitudes toward marketing education
(ATT) and the tangible attributes (i.e., employability, good
training, etc.) of the marketing education program were analyzed by
calculating the Pearson's correlation coefficient (r) for the

tangible and symbolic attributes (see Table 1). The correlation
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coefficient r between the functional congruity total (FCT) and the
attitude total (ATT) variable was .4390 for the combined sample (see

Table 2), which indicates a moderate correlation.

Table 2

Pearson Correlation Coefficient r among Functional Congruence Total

(FCT), Self-Image Congruence Total (SCT), and Attitude Total, and RZ

for FCT and SCT

- - - AP P D D T G D A P AR R D D D P D R D R D D P W G A G W A S G e SR G A D R D

Marketing Students Non-Marketing Students Combined

coefficient r coefficient r coefficient r
FCT and ATT* .4426 .4184 .4390
(n=244) (n=242) (n=486)
ré 20% 17% 19%
SCT and ATT* .1555 .3301 .3218
(n=235) (n=232) (n=467)
re 2% 11% 10%

n=sample size

* P<.05

Data reported in this table are addressed in research questions
2,3,4, and 6

Note. The scale used to measure the attributes ranged from 1, the

best score, to 5, the worst score.
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This means that students' perceptions of the marketing education
program have a moderately positive relationship to the tangible

attributes of the program.

Question #3: To what degree do symbolic attributes of the marketing

education program relate to students' attitudes toward the program

The Pearson r correlation coefficient was also used to determine
the relationship between the students' self-image congruence total
and their attitudes toward the marketﬁng education program in their
schools. The r correlation coefficient between the self-image
congruity total (SCT) and the attitude total (ATT) variable for the
sample combined was found to be .3218 (see table 2). This
correlation indicates a moderately positive relationship between
self-image congruence (the symbolic attributes) and students'
attitudes toward the program. Although the tangible attributes are
more important in forming students' attitudes toward the program, as

it was shown above, the symbolic attributes are also important.

Question #4: Which set of attributes, tangible or symbolic, is more

important in relation to students' attitudes toward the program?

In order to determine which set of attributes, tangible or
symbolic, was more important in relating to students' attitudes
toward the marketing education program in their schools, multiple
regression analysis was undertaken. The functional congruence total
and the self-image congruence total were regressed on studentsf

attitude total for the combined sample. The beta weight for the



44

functional congruence total was found to be .407, and for the total
self-image congruence was .269 (see Table 3) for the combined

sample.

Table 3

Beta Weights and RZ for Functional Congruence Total (FCT) and

Self-Image Congruence .Total (SCT)

Marketing Students Non-Marketing Students Combined
Beta Probabil. Beta Probabil. Beta Probabil.
FCT  .409146  .0000%* .412394 .0000* .406878  .0000*
(n=230) (n=228) (n=458)
SCT .066279  .2818 .315943 .0000* .268567  .0000%*
(n=230) (n=228) (n=458)
RZ .18355 (18%) .27389 (27%) .26166 (26%)
* p<.05

Data reported in this table are addressed in research questions 4
and 6
Note. The scale used to measure the attributes ranged from 1, the

best score, to 5, the worst score.
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The larger positive beta weight for the functional congruence
tells us that the tangible attributes of the marketing education
program are more important than the symbolic attributes in
explaining the variance in student attitudes toward the program.
This phenomenon can also be supported by an r2 of 19% (see Table 2,
r=.4390) (Pedhazur, 1982, p.279). A greater percentage of the
students' attitudes (19%) toward the marketing education program is
associated with the set of the tangible attributes of the program.
A smaller (r2=10%), but significant percentage of the students'
attitudes toward the same program is associ;ted with the symbolic

attributes of the program.

Question #5: Which of the tangible and which of the symbolic

attributes are most important in relation to students' attitudes

toward the program.

Both marketing (Table 4) and non-marketing (Table 5) students'
ratings of the tangible and symbolic attributes (see Table 1) were
analyzed using multipte regression with ATT as the dependent
variable. Beta weights for each tangible and each symbolic
attribute were obtained indicating the relative contribution of each
attribute to the variance of the dependent variable, the attitude.
Results of the regression for the combined sample (N=458) are shown
in Table 6. This table indicates that the more important tangible
attributes (statistically significant) of the program, in a
descending order, are:

FC4. The program provides useful and practical experience
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through on-the-job training.
FC1l. The program adequately trains students for employment.
The beta weights for the two tangible attributes above are .212
and .188 respectively, meaning that the attribute of "practical
experience" has greater weight on attitude than the attribute of
"training for employment".

Data in Table 6 indicate that the more important symbolic
variables (statistically significant), in a descending order, are:
SC2. Friendly outlook of the marketing education program.
SC1. Modern outlook of the marketing education program

SC7. The "wants to be rich" attribute of the program.
The beta weights for the above symbolic attributes are .182,
.132, and .102 respectively, meaning that "friendliness" has the

most weight or importance of the three.

Question #6: Is there a difference between the marketing and the

non-marketing education students in regard to which attributes of

the marketing education program they believe to more important, the

tangible or the symbolic?

Further examination of Table 3 will show that both groups of
students, marketing and non-marketing, believe that the tangible
attributes are more important than the symbolic. Beta weights for
marketing and non-marketing students for the functional congruence
total (FTC) are .409 and .412 respectively. Students' attitudes
toward the program are more attributable to functional congruence,

for both groups of students. However, for the self-image congruence
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total (SCT), only the beta weight for the non-marketing students is
significant. The symbolic attributes are important (statistically
significant) to the non-marketing students (beta=.316), but not to
the marketing students (beta=.066). In addition, the rZ for SCT for
the non-marketing students is 11% , while for the marketing students
it is only 2% (see Table 2). The r2 for FCT is 20% and 17% for
marketing and non-marketing students respectively. These figures
show that a greater portion of the variance of students' attitudes
toward the program is accounted for by functional congruence than
symbolic congruence. The difference of the rZ for SCT indicates
that the non-marketing students' attitudes are more closely related
to the symbolic attributes of the program than for the marketing
students (11% versus 2%). Furthermore, the above findings are also
supported by the Pearson correlation coefficients between attitude
and FCT and attitude and SCT (see Table 2). The correlation is
higher for the tangible attributes than the symbolic attributes, for
both groups of students. As shown in Table 2, the correlation is
small for the marketing group for the symbolic attributes (.155 for
the marketing students and .330 for the non-marketing students).

Significant attributes for marketing students. In regard to

which tangible and which symbolic attributes of the marketing
education program are more closely related to attitudes to each
group of students, it was found that for the marketing students the
following tangible attributes were more important (stated here in a
deécending order) (see Table 4):

FC1. The program adequately trains students for emplioyment in
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marketing-related jobs.

FC4. The program provides useful practical experience through

on-the-job training.

FC8. The program teaches students how to communicate

effectively with people.

FC9. The program teaches students responsibility.

FC6. The program involves a variety of learning experiences.

Tangible attributes FC8 and FC6 above showed negative
relationship, where all others showed positive relationship. From
the symbolic attributes of the program, there was only one attribute
that showed statistical significance for the marketing students.
That is the "friendly" attribute SC2 (see Table 4).

The RZ of the multiple regression analysis is .327. That is,
about 33 percent of the variance of the marketing students'
attitudes is accounted by both the tangible and the symbolic
attributes of the program, as they are stated above.

Significant attributes for the non-marketing students. For the

non-marketing students, there are three tangible attributes of the
marketing education program that are important (see Table 5). They
are, in a descending order:
FC4. The program provides useful and practical experience
through on-the-job training.
FC2. Graduates of the program get jobs with good starting pay.
FC3. The program teacher-coordinator helps students with job

placement.
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For the same group of students, there are three symbolic
attributes of the program that are more important than the remaining
seven attributes (see Table 5). They are, in a descending order:

SC7. The "wants to be rich" attribute of the program.

SC2. The "friendly" attribute of the program.

SC4. The "exciting" attribute of the program.



Table 4

Beta Weights and RZ for Functional Congruities (FC, tangible
attributes) and Self-Image Congruities (SC, symbolic attributes)
regressed on Students' Attitudes toward the Marketing Education

Program

Marketing Students (n=230)

Attributes Beta Probability
Tangible

FC1 Training .254919 .0055%
FC2 Get good job .062038 .3765
FC3 Job placement .008988 .8946
FC4 Work experience .220439 .0178*
FC5 College preparation .006484 .9223
FC6 Learning experience -.148514 .0349%*
FC7 Work credit .083913 .3023
FC8 Communication -.214631 .0273*
FC9 Responsibility .221465 .0330%*
FC10 Career Choice .059550 .4455
Symbolic

SC1 Modern .099481 .1040
SC2 Friendly .268468 .0001*
SC3 Confident -.061833 .3666
SC4 Exciting -.009118 .8960
SC5 Professional .026861 .7090
SC6 Sophisticated -.092375 .1798
SC7 Wants-to-be-rich .027260 .6506
SC8 Business-1ike -.001099 .9870
SC9 Sociable/outgoing -.063835 .3439

RZ .32732 (33%)

Note. The scale used to measure the attributes ranged from 1, the
best score, to 5, the worst score.
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Moreover, the R in the analysis is .396 (see Table 5).

Table 5

Beta Weights and RZ for Functional Congruities (FC, tangible
attributes) and Self-Image Congruities (SC, symbolic attributes)
regressed on Students' Attitudes toward the Marketing Education

Program

Non-Marketing Students (n=228)

Attributes Beta Probability
Tangible

FC1 Training .093925 .2888
FC2 Get good job .185039 .0114%*
FC3 Job placement .163626 .0297*
FC4 Work Experiment .247447 .0040*
FC5 College preparation -.087435 .1702
FC6 Learning experience -.041961 .5360
FC7 Work credit -.076477 .3393
FC8 Communication -.079700 L4111
FC9 Responsibility .039267 .6672
FC10 Career Choice ' .102904 .2753
Symbolic

SC1 Modern .103551 . .1059
SC2 Friendly .164664 .0144%
SC3 Confident -.036476 .6020
SC4 Exciting .147793 .0288*
SC5 Professional .003981 .9527
SC6 Sophisticated -.006284 .9258
SC7 Wants-to-be-rich .153336 .0123*
SC8 Business-like -.013013 .8382
SC9 Sociable/outgoing -.017460 .7997

R2 .39595 (40%)

* P<.05

Note. The scale used to measure the attributes ranged from 1, the
score, to 5, the worst score.
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Beta Weights and RZ for Functional Congruities (FC, tangibles
attributes) and Self-Image Congruities (SC, symbolic attributes)
regressed on Students' Attitudes toward the Marketing Education

Program

Combined Students (n=458)

Attributes Beta Probability

Tangible

FC1 Training .187585 .0021*
FC2 Get good job .069946 .1484

FC3 Job placement -.006399 .8883

FC4 Work experience .211569 .0004*
FC5 College preparation -.075166 .0810

FC6 Learning experience -.062148 .1860

FC7 Work credit .101166 .0640

FC8 Communication -.068738 .3025

FC9 Responsibility .108607 .0957

FC10 Career Choice .050825 .3827

Symbolic

SC1 Modern .132336 .0018*
SC2 Friendly .182391 .0001*
SC3 Confident .040324 .3886

SC4 Exciting .087614 .0611

SC5 Professional .019583 .6774

SC6 Sophisticated .0008092 .9861

SC7 Wants-to-be-rich .102151 .0119*
5C8 Business-1ike -.006166 .8891

SC9 Sociable/outgoing -.007137 .8793

RZ .36664 (37%)

Note. The scale used to measure the attributes ranged from 1, the

best score, to 5, the worst score.
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About 40 percent of the variance in the non-marketing students'
attitudes is accounted for by both the tangible and the symbolic
attributes of the marketing education program (the ones stated
above). The beta weights for the combined group (marketing and
non-marketing) are in Table 6 (also see Table 1).

Another finding of interest is the one relating to the tangible
attribute "the program prepares students for college." This
attribute does not relate well with the students' attitudes toward
the marketing education program. For example, the beta weight for
this attribute (FC5, see Table 4) for marketing students is only
.006 and -.087 for non-marketing students (see Table 5).
Furthermore, the correlations between students' attitude totals and
this attribute are only .158 and .106 for marketing and
non-marketing students respectively (low correlation). In addition,
the mean of this attribute is 6.889 and 5.948 for marketing and
non-marketing students respectively (the higher the number the less
the agreement). These means are higher than all the means for the

other tangible attributes, for both groups of students.

Relationship of social class and students' attitudes toward the

marketing education program.

Data were also collected concerning the social class of the
students in order to see if it has any differential relationship to
the students' attitudes toward the program. The social class

indicators that were analyzed (along with the functional and
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self-image congruences) for their relationship to attitude were
mother's education, father's education, mother's occupation,
father's occupation, and income of the household. Multiple
regression analysis was carried out and the results along with the
R2, are found in Table 7.

Table 7

Beta Weights and RZ for Functional Congruence Total (FCT),

Self-Image Congruence Total (SCT), and Social Class Indicators

regfessed on Students' Attitudes toward the Marketing Education

Program
Marketing Students Non-Marketing Students Combined
Beta  Probabil.  Beta Probabil. Beta Probabil.
FCT .484496 .0000* .479218 .0000* .480703 .0000*
SCT .044042 .6125 .196110 .0132* .162266 .0037*
INC .142099 .1516 .209499 .0132* .229281 .0002*
MED .122080 .2179 .295780 .0020* .219376 .0007*
FED -.135066 .2755 -.138673 .1479 -.120412 .0938
MOC -.020219 .8200 .044053 .5790 .037707 .5021
FOC -.119736 .2754 -.040609 .6355 -.083323 .1919
RZ  .28775 (29%) .47557 (47%) .41680 (42%)
n=110 n=101 n=211
DF=109, F=5.88680 DF=100, F=12.04791 DF=211, F=20.72589

* P<.05
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(Table 7 continued)

INC=income

MED=mother's education MOC=mother's occupation
FED=father's education FOC=father's occupation
DF=degrees of freedom F=the F value of significance

Note. The scale used to measure the attributes ranged from 1, the
best score, to 5, the worst score.
Analysis was also conchted by omitting the income indicator
(the highest missing data was observed with income). There

was no difference in the findings as a result of this

analysis.

For the marketing students, data indicate that only the
functional congruence is statistically significant. The RZ for the
aforementioned variables is .288 (29%). The impact of the
self-image congruence and the various social class indicators is not
statistically significant for this group (see betas in Table 7).

For the non-marketing students, the variables that are statistically
significant are (in descending order): functional congruence,
mother's education, income, and self-image congruence. The RZ for
the above variables is .476 (47%). For the combined group of
students, marketing and non-marketing students together, the
variables that were statistically significant are (in descending

order): functional congruence, income, mother's education, and
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self-image congruence. The RZ for the variables is .417 (42%) .
Therefore, for the three groups of students, statistical
significance for social class variables was found only in the

non-marketing group and in the combined group.

Relationship of gender and students' attitudes toward the marketing

education program.

The gender variable was included in the analysis as an
additional manipulation of the data (not as a separate research
question) in order to see if gender has any significant relationship
to the students' attitudes toward the marketing education program.
The analysis indicated that gender has no statistically significant
relationship to students' attitudes toward the program (see Table
8). However, the beta weight for the non-marketing students was
barely insignificant (e.g., probability .0531), pointing to a
direction of females having a more positive attitude toward the
marketing education program than males. An additional analysis was
conducted by omitting the income indicator to see if there is a
difference in the findings. This allowed for a higher number of
students to be included in the analysis since the highest number of
missing data was observed with the income indicator. The findings
of the second analysis showed no difference than the first for all
groups of students (e.g., probability for the non-marketing group is

.0737).
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Table 8

Beta Weights for variable Gender (Sex) regressed on Students'

Attitudes toward the marketing education program.

Analysis of variance for Gender and Students' Attitudes.

Marketing Students Non-Marketing Students
Beta Probabil. Beta Probabil.
.094391 .2703 -.147680 .0531
n=110 n=101

*p<.05

Analysis of Variance

Marketing students

DF Sum of Squares
Regression 8 15.75540
Residual 101 37.41733

F= 5.31604, P= .0000

Non-marketing students

DF Sum of Squares
Regression 8 42.67086
Residual 92 43.25860

F= 11.34375, P= .0000

Combined Students

Beta Probabil.

-.008319 .8789

n=211

Mean Square
1.96943

.37047

Mean Square
5.33386

.47020
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(Table 8 continued)

Combined Students

DF Sum of Squares Mean Square
Regression 8 82.59559 10.32445
Residual 202 115.53711 .57197

F=18.05081, P= .0000

Note. The scale used to measure the attributes ranged from 1, the

best score, to 5, the worst score.

Findings of the qualitative analysis. The purpose of the two

qualitative questions was for students to state what they liked and
disliked most about the marketing education program in their
schools. The analysis showed a re-occurring theme: Most
respondents stated that one predominant reason they like the
marketing education program is because it prepares students for the

business world.



CHAPTER V
SUMMARY, CONCLUSIONS, AND RECOMMENDATIONS
The present chapter will contain the following six sections: 1)
summary of the study, 2) summary of the findings, 3) conclusions &)
recommendations, 5) suggestions for future research, and 6)
discussion.

Summary of the Study

The present research measured the relative importance of the
tangible and symbolic attributes of the marketing education program
to High school marketing and non-marketing students. The findings of
the study will help marketing educators and program planners to
develop effective promotional campaigns. It will also provide
information to assist in redesigning existing campaigns, in an effort
to attract and retain students with the right aptitude and interest.
In addition, the findings can help to modify existing aspects of the
marketing education program in order to align it with the educational
and career aspirations of the students. Therefore, the following
research questions were answered:

1. What are the tangible and symbolic attributes of the

marketing education program?

2. To what degree do tangible attributes of the marketing
education program relate to students' attitudes toward the
program?

3. To what degree do symbolic attributes of the marketing
education program relate to students' attitudes toward the

program?

59
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4. Which set of attributes, tangible or symbolic is more
important in relation to students' attitudes toward the
program?

5. Which of the tangible and which of the symbolic attributes
are most important in relation to students' attitudes toward
the program?

6. Is there a difference between the marketing and non-marketing
education students in regard to which attributes of the
marketing education program they believe to be the more
important, the tangible or the symbolic?

This study measured how marketing and non-marketing students felt
toward selected tangible and symbolic attributes of the program. In
addition, their overall attitude toward the marketing education
program was measured by designing four global attitude questions.
There were also two qualitative questions included in the
questionnaire which asked students to state what they like and
dislike the most about the marketing education program in their
schools. The ratings of the tangible attributes of the program were
measured by employing the Bass-Talarzyk model. The ratings of the
symbolic attributes of the program were measured by employing the
ideal social congruity model.

The Bass-Talarzyk model measures the student's evaluation or
belief of a tangible attribute of the program and the importance the
student places on that selected attribute of the program. The belief
and the importance of each attribute are multiplied, summed for all

attributes, and then divided by the number of attributes. This
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produces a final score which is the student's functional evaluation
of the marketing education program. The Bass-Talarzyk model has been
successfully used for the measurement of students' attitudes toward
courses. The ten tangible attributes for the study were obtained
thrqugh a preliminary study that was conducted with students in two
local high schools through focus groups and surveys, and from related
literature.

The self-image model and the ideal social self-image model
measure the program's image (the image of a person enrolled in
marketing education) and the student's ideal social self-image
respectively (high school students are concerned with the image
their peers have of them, thus the ideal social self-image is
appropriate here). The sum of the absolute difference between the
program's image on nine symbolic attributes and the student's ideal
social self-image on the same nine symbolic attributes gives us the
total congruence score for each student. The self-image congruence
models have been used repeatedly and successfully for the measurement
of image for products and sefvices (Sirgy, 1982, 1985, 1990).

The nine symbolic attributes of the program's image and the
student's ideal social self-image were measured by using the semantic
differential scale. This is a five-point scale with bipolar
adjectives. These adjectives or symbolic attributes that were used
in this study were obtained from a preliminary study through focus
groups, a survey that was conducted with local high school students,

and through a search in related literature.
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In addition, demographic information of the students such as
gender, income of household, education and occupation of parents, and
living arrangements was obtained from the students. The purpose of
the social class information was to find out if there is a difference
of attitudes among students coming from different social strata.

The population of the study consisted of all the 210 high schools
in Virginia that have marketing education programs. Students in
grades nine through 12 were selected for the study. By using the
stratified cluster sampling technique, 15 high schools were selected
to participate. A sample of 430 marketing and non-marketing students
(an equal number of each) was established, based on the criteria of
an alpha=.05, effect size (d)=.10, and power of test=.90 (see
Appendix R). To compensate for an assured response of 80 percent,
540 questionnaires were sent. The questionnaires were sent to the
schools for completion at the end of April and beginning of May,
1990. Written permission was secured from the Superintendent or
Director of Evaluation in each of the selected school systems.
Thirty-six students were systematically selected from each of the
high schools in the sample (half marketing and half non-marketing
students) to complete the survey. A set of 503 questionnaires were
returned for analysis, 254 marketing students, and 249 non-marketing
students. A1l questionnaires were returned to the researcher
promptly in May and June 1990. One high school chose not participate
due to time constraints.

The first research question was answered by obtaining information

from focus group comments, surveys, and related literature. The
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information was analyzed by the researcher, and the data from the
focus group survey was content analyzed by three other judges as
well. For the remaining questions the analysis involved Pearson
correlation coefficients for the second and third research questions,
and multiple regression analysis (beta weights and R2) for the
fourth, fifth, and sixth research questions. Regression analysis was
also used in order to see if there was any relationship between
attitude and the social class indicators and gender.

For the second and third research questions, the attitude score
was correlated with the functional congruence score of each student,
and then the self-image congruence score respectively. This
correlation was done for each attribute congruence with each of the
attitude indicator scores, as well as for the total congruence score
with the total attitude score for each student. For the fourth
research question beta weights were calculated for the total tangible
attribute set and for the total symbolic attribute set in order to
find which of the two has greater importance. For the fifth research
question, the beta weights were also calculated for each tangible
congruence (tangible attribute) and for each self-image congruence
(symbolic attribute). The purpose was to find out which of the
tangible attributes and which of the symbolic attributes of the
marketing education program have statistically significant
relationships to students' attitudes. Beta weights were also
calculated for the sixth question for each group of students
(marketing, non-marketing students, and combined). This analysis

showed if there is a difference between the marketing students and
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the non-marketing students in regard to which tangible and which
symbolic attributes are more important to them. Moreover, the same
groups of students were examined in regard to which attributes of the
program they see important when social class indicators are included
in the analysis. In addition, for the last four analyses (e.g.,
research questions 4-6 and social class analysis) the RZ was
calculated in order to see the contribution of the tangible and
symbolic attributes and social class indicators to the variance of
the attitude variable.

Summary of Findings

A close examination of the analysis of the data produced the
following findings:

1. The study identified ten tangible and nine symbolic
attributes of the marketing education program. These were identified
as being the important attributes of the program (see Table 1).

2. Overall, students' attitudes toward the marketing education
program are more highly related to the tangible attributes (Total
Functional Congruence or FCT) of the program than the symbolic
attributes (Total Self-Image Congruence or SCT) of the program. The
correlation between the combined students' attitude and functional
congruence is .44 and for attitude and self-image congruence is .32.

3. Marketing students' attitudes toward the marketing education
program are more closely related to the tangible attributes of the
program, with 1ittle relationship to the symbolic attributes. For
example, the correlation between attitude and total functional

congruence (FCT) is .44, and the correlation between attitude and



65

self-image congruence (SCT) is .15. Furthermore, the beta weight for
FTC is statistically significant, but the beta weight for SCT is not
significant.

4. Non-marketing students' attitudes toward the marketing
education program are more closely related to the tangible attributes
of the program, but the relationship to the symbolic attributes is
also significant. For example, the correlation between attitudes and
FCT is .42, and the correlation between the attitudes and SCT is .33.
This is more than twice as high as tHe .15 obtained for the marketing
students. Also, the beta weights for both FCT and SCT are
statistically significant for the non-marketing students, whereas for
the marketing students (as stated earlier), only the FCT beta weight
was statistically significant.

5. Students' attitudes, both marketing and non-marketing
combined, are more closely related to the set of tangible attributes
of the marketing education program, than the set of symbolic
attributes (e.g., beta weight for the FCT set is .407, and for the
SCT set is .269).

6. Marketing students' attitudes are more closely related to the
set of tangible attributes of the marketing education program, with
very little relationship to the set of symbolic attributes of the
program. The beta weight for the set of tangible attributes was
statistically significant, but it was not the case for the set of
symbolic attributes (e.g., .409 and .066 respectively).

7. Non-marketing students' attitudes are more closely re1ateq

to the set of tangible attributes of the marketing education program
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than to the set of symbolic attributes. However, the relationship to
the set of_symbo]ic attributes is also very important. For example,
both FCT and SCT beta weights are statistically significant (.412 and
.316 respectively), with a small difference between them. Moreover,
17 percent of the variance of the students' attitudes toward the
program is explained by FCT, and 11 percent of the variance is
explained by SCT (R2 of 17 and 11 percent respectively). It is
interesting to note that the non-marketing students' attitudes are
significantly related to the set of symbolic attributes of the
program, whereas the marketing students' attitudes are not
significantly related (R2 for FCT, SCT, for marketing students is 20
and 2 percent respectively). This finding is consistent with the
Self-Image and Functional Congruence model proposed by Sirgy, Johar,
and Samli (1989). It supports the notion that when consumers do not
know much about the tangible attributes of a product or program, they
will rely more on their self-image congruity process (symbolic
attributes) to evaluate the product or program.

8. Students' attitudes, marketing and non-marketing combined,
are more closely related to the following tangible attributes of the
marketing education program (in a descending order):

FC4. The program provides useful and practical experience

through on-the-job training.

FCl. The program adequately trains students for employment in

marketing-related jobs.

The symbolic attributes that seem to significantly relate to the

combined group of students regarding their positive attitudes toward



67

the program, are (in a descending order):

SC2. The "friendly" attribute of the program.

SC1. The "modern" attribute of the program.

SC7. The "wants to be rich" attribute of the program.

It should be noted here that the above tangible and symbolic
attributes of the program are contributing about 37 percent
(significant R2 .366) to the variance of the attitude variable (the
dependent variable).

9. The marketing students' attitudes are significantly
related to the following tangible attributes of the marketing
education program (in a descending order):

FC1l. The program adequately trains students for employment in

marketing-related jobs.

FC4. The program provides useful practical experience through

on-the-job training.

FC8. The program teaches students how to communicate effectively

with people.

FC9. The program teaches students responsibility.

FC6. The program involves a variety of learning experiences.

Only two of the above tangible attributes, FC8 and FC6, relate
negatively to students' attitudes toward the marketing education
program. For example, the more students believe that the program
teaches students how to communicate effectively, the less they feel
positive about the program. This phenomenon perhaps can be explained
by the fact that marketing students believe that they are in the

program to obtain the most practical, and the most job-related
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benefits they can possibly get. They are in the program for the
practical aspect only (e.g., "training for employment", and
"practical experience” are the most important tangible attributes to
them). Therefore, they see the "communication" and the "variety of
learning experiences" attributes as not important or secondary to the
reason (the practical one) they are in the program.

There is only one symbolic attribute of the program that
significantly relates to marketing students regarding their positive
attitudes toward the program (the strongest of a11-attributes
combined). This attribute is:

SC2. The "friendly" attribute of the program.

The contribution of the above attributes (five tangible and one
symbolic) to the variance of the attitude variable was found to be 33
percent (significant R2 .327). That is, 33 percent of the marketing
students' positive attitudes toward the program is explained by the
five tangible and the one symbolic attributes of the program.

10. The non-marketing students' attitudes are significantly
related to the following tangible attributes of the marketing
education program (in a descending order):

FC4. The program provides useful practical experience through

on-the-job training.

FC2. Graduates of the program get jobs with good starting pay.

FC3. The program teacher-coordinator helps students with job

placement (find a job after graduatipn).

The symbolic attributes of the program thét significantly

relate to non-marketing students' attitudes toward the program, are
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as follows (in a descending order):

SC7. The "wants to be rich" attribute of the program.

SC2. The "friendly" attribute of the program.

SC4. The "exciting" attribute of the program.

About forty percent (significant RZ .39595) of the non-marketing
students' positive attitudes toward the program is explained by the
six attributes (tangible and symbolic), as stated above.

11. A set of variables (functional congruence total (FCT),
self-image congruence total (SCT), mother's education, fathers'
eduéation, mother's occupation, fathers' occupation, and income of
household) were put into the analysis. The purpose was to determine
their relationship to students' attitudes towaEd the marketing
education program. The findings were as follows:

a. Students' attitudes, marketing and non-marketing combined,
are significantly negatively related to (in a descending order) FCT,
income, mother's education, and SCT (see Table 7 for beta weights).
The higher the household income and mother's education, the more
students feel negatively about the program. About 42 percent
(significant R2 .417) of the variance of students' attitudes toward
the program is explained by the above four attributes.

b. Marketing students' attitudes are significantly related only
to FCT. The other social class variables do not have any significant
relationship to the marketing students' attitudes toward the program
(significant RZ .288).

c. Non-marketing students' attitudes are significantly

negatively related to (in a descending order) FCT, mother's
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education, income, and SCT (sigm’ficant.R2 .476). The higher the
household income and mother's education, the more students feel
negatively about the program.

12. The analysis of the two qualitative questions showed that
most students stated that one predominant reason they like the
marketing education program is because it prepares students for the
business world.

13. The tangible attribute of the marketing education program
“the program prepares students for college" does not relate well to
students' (both marketing and non-marketing) attitudes toward the
program. The attribute is considered a weak one, meaning that there
is little relationship between students' attitudes toward the
marketing education program and the belief that "the program
prepares students for college".

Conclusions

Based on the findings, the following conclusions can be made:

1. Students' attitudes overall are closely related to the
tangible attributes of the marketing education program and to a
lesser degree, to the symbolic attributes of the program. This
conclusion is consistent with the findings of studies conducted by
Samli and Sirgy (1981), Sirgy and Samli (1986), and (Sirgy, Johar,
Samli and Claiborne, in press). They showed that functional
evaluation (tangible attributes) precedes and is determined by
self-image evaluation with a strong correlation between functional

evaluation and self-image congruence (symbolic attributes).
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2. Marketing students attitudes', in particular, are more
closely related to the tangible attributes of the program and to an
insignificant degree, to the symbolic attributes of the program.

3. Non-marketing students attitudes', in particular, are
more closely related to the tangible attributes of the program and to
a lesser, but significant degree, to the symbolic attributes of the
program. It should be noted however, that the relationship to the
symbolic attributes of the program is very close to the relationship
to the tangible attributes. Therefore, the relationship to these
attributes is considerable for the non-marketing students, whereas
the case is reversed for the marketing students. This conclusion is
again consisteﬁt with the studies by Samli and Sirgy (1981), Sirgy
and Samli (1985), and (Sirgy, Johar, Samli, and Claiborne, in press).

4. Marketing students' attitudes are predominantly related to a
number of tangible attributes and only to one symbolic attribute of
the marketing education program. The following (one) symbolic and
(five) tangible attributes of the program are stated below in a
descending order:

SC2. The "friendly' attribute of the program.

FCl. The program adequately trains students for employment in

marketing-related jobs.

FC9. The program teaches students responsibility.

FC4. The program provides useful practical experience through

on-the-job training.

FC8. The program teaches students how to communicate effectively

with people.
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FC6. The program involves a variety of learning experiences.

5. The non-marketing students' attitudes are predominantly
related to the following tangible and symbolic attributes of the
marketing education program (in a descending order):

FC4. The program provides useful practical experience through

on-the-job training.

FC2. Graduates of the program get jobs with good starting pay.

SC7. The "wants to be rich" attribute of the program.

SC2. The "friendly" attribute of the program (symbolic attrib-

ute).

SC4. The "exciting" attribute of the program (symbolic attrib-

ute).

FC3. The program teacher-coordinator helps students with job

placement (find a job after graduation).

6. Social class (mother's and father's education, mother's and
father's occupation, and income of household) do not have any
differential relationship to marketing students' attitudes toward the
marketing education program. Social class is not a moderator,
therefore, students' attitudes toward the program's attributes have
no significant relationship to any of the social class indicators put
in the analysis.

7. Some indicators of social class, mother's education and
household income, were found to have a negative relationship
to non-marketing students' attitudes toward the marketing education
program (see Table 7). Therefore, for the non-marketing students,

mother's education and income are negative moderators. This can be
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explained perhaps by the fact that students coming from high income
households and with educated mothers see themselves as college-bound
students. The marketing education program to them is a vocational
program that is for the non-college-bound students. Therefore, they
do not identify with it, and thus they develop an unfavorable
attitude toward the program. Parents' influence on their children's
career choices through role modeling has been supported by a recent
study of James Stone III (1989).

8. The gender variable was included in the analysis and the
results showed that it has no statistically significant relationship
to students' attitudes toward the marketing education program.

9. The tangible attribute of the marketing education program
"the program prepares students for college" is judged as a weak
attribute by the students (e.g., a high mean of 6.3 was obtained as -
compared to the means of the other attributes--the higher the number,
from 1 to 5, the less the agreement). This indicates that students
believe that the program does not prepare students for college. The
low correlation between this attribute and attitude, as well as its
low beta weight, further confirms the above conclusion. If marketing
educators want to provide a foundation for students who plan to major
in marketing in college, they should offer the Marketing Management
course and promote it as a college preparation course. Students who
plan to go on to a junior or senior college can benefit from this
course.

For marketing education programs whose main purpose is to prepahe

students for jobs that do not require the baccalaureate degree, the
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“pre-baccalaureate" preparation image is a positive one since that is
the program's philosophy. However, college-bound students will not
be influenced to enrol]l in a marketing course if there is no message
in the program's image that marketing can be a college-preparation
course. Therefore, in order to convince college-bound students to
enroll in marketing courses, it is important to make this an
attribute of these programs and change the mono-image perception to a
dual-image perception: preparation for both levels, the
pre-baccalaureate level and beyond.

10. The findings from the'qua1itative analysis indicate that
most students (both marketing and non-marketing) stated that one
predominant reason they like the marketing education program is
because it prepares students for the business world. This is a
positive finding because it seems that most students perceive
marketing as a professional, business-like field. Furthermore, this
finding enhances the previous conclusion that students' attitudes are
more closely related to the tangible attributes of the program such
as preparing students for employment in the business world and
providing them with useful practical experience.

Recommendations

The following recommendations are suggested based on the findings
and conclusions of the this study.

1. Design a promotional campaign for each of the following two
groups of students:

a. Marketing students

b. Non-marketing students
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2. The promotional campaign for the marketing students should
emphasize the strongest (statistically significant) tangible and
symbolic attributes found for this group of students in this study.
The Togo should incorporate the strongest of all attributes, which
is: The "friendly" attribute of the program. An example of the
message can be as follows: "Stay with your friends--stay in
marketing."

3. The promotional campaign for the non-marketing students
should emphasize the strongest (statistically significant) tangible
and symbolic attributes of the program found for this group of
students in this study. These are: The "program provides useful
practical experience" attribute, the "graduates get good
jobs" attribute, the "wants to be rich" attribute, the "friendly"
attribute, the "exciting" attribute, and the "teacher
helps students with job placement" attribute. As observed earlier,
there are more symbolic attributes that are important to this group
than in the marketing group, therefore the promotional campaign
shoﬁ1d also emphasize the symbolic attributes. For both groups, the
logo of the message should incorporate the strongest of all
attributes, which is: "The program provides useful practical
experience through on-the-job training". Perhaps the key words
that would be appropriate for the 1ogo would be "Gain practical
experience while in school: Enroll in Marketing Education".
Further, an example of using the symbolic attributes in the message
is as follows: "Make your Career in Marketing a money-making career,

a career full of excitement and friendly people."
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4. The focus group and the qualitative analyses revealed that
there is a lack of information concerning marketing strategies aimed
at various groups such as students, parents, and teachers. A
promotional campaign should include posters and informational
brochures and flyers that will be available to students, teachers,
guidance counselors, parents, and to the general public. These
informational packages should emphasize the strongest tangible and
symbolic attributes found in the study. Moreover, it is imperative
that during registration period, the course information package
should include a brief but effective description of the marketing
courses offered. For example, the information should not only state
that marketing is retailing/selling or fashion merchandising, but
that it is equally advertising, pricing, distribution, and managing
of goods and services. Also, adding the statement "it prepares you
for the world of business" will be very complementary to the program.
It is important that the information brochures are available on the
counters in the main office of the school, for parents, students, and
school personnel to view and use, thus achieving maximuﬁ exposure and
awareness for those concerned.

5. Based on preliminary findings from the focus group sessions,
it appears that there may be a problem with guidance counselors'
perceptions of marketing education. Therefore, the promotional
campaign should include a brief and attractive brochure designed
primarily for the guidance counselors. It should highlight a true
image of marketing and what it accomplishes with an emphasis on the

important attributes found in this study: "Work experience", "trains
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for employment", "friendly", "modern", and "wants to be rich". It
should also include the importance of the marketing life-skills
(e.g., employability and interpersonal skills) that the students will
gain. In addition, the brochure should point out that marketihg
courses give students the business foundation they need for entering
college, particularly if they will major in any of the business
areas. The same brochure can also be used as a promotional piece for
local business personnel. This brochure can be a generic one,
designed at the local, state, or national level, and disseminated to
high schools with marketing education programs.

6. It is highly recommended that at least twice a year (e.g.,
once in each semester), the marketing teacher-coordinator should set
up an appointment with each guidance counselor in his or her high
school in order to discuss the scope, objectives, and ultimate
benefits of marketing education. Emphasis should be put on the
strongest tangible and symbolic attributes of marketing education as
well as on the benefit of the marketing 1ife skills to students. The
counselor should be influenced to discuss with students the tangible
and symbolic attributes of the marketing education program that have
been found to be important to students. It should also be emphasized
that marketing education will give students the business foundation
they need for college.

7. The focus group recommended that the words "on-the-job
training" or "co-op" which identify the work-experiencé component of

the marketing education program, should be changed to "internship”.
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The new term has more academic and professional appeal (or positive
image) than the former terms.

8. The marketing education program should continue to customize
its offerings based on the needs of the community in which the school
is located and the needs of the students. In some schools where
general marketing is offered, fashion merchandising is promoted as
the main emphasis of the program. The image of this single emphasis
should be downplayed in order to equally emphasize other aspects of
marketing such as promotion, pricing, distribution, etc.. The danger
of emphasizing only one area, fashion merchandising for example, is
that students (particularly non-marketing students) will perceive
mafketing as being a narrow field. Therefore, they will not see any
relevance of the field of marketing to their future career plans
(unless they want to major in fashion), and hence they will not be
interested in enrolling in such a course. This recommendation is
based on data obtained from the focus groups and qualitative analyses
of the study.

9. The teacher-coordinator should emphasize, during instruction,
the attributes "work experience" and "training for employment", as
the major benefits of the marketing education program. These
attributes of the program will help students get a good job, as well
as enhance their chances for advancement in that job. It should be
pointed out that today it will be much easier to get a job with
job-related experience. Thus, the marketing education program is a
very useful program because it provides students with initial job

experience.
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Suggestions for Future Research

1. The model and instruments used in the present study can be
used in other service areas of vocational education to identify the
symbolic and tangible attributes that may attract students to these
service areas.

2. The present model can be used in a state, regional or
national study to find out about the relative importance of the
tangible and symbolic attributes of the marketing education program.

3. Reséarch should be undertaken to find out what other
attributes or variables of the program significantly influence
students' perceptions toward the program (e.g., parents' perceptions
of the program, friends' perceptions of the program, guidance
counselors' perceptions of the program, etc.).

4. Research is needed to examine the on-the-job training
component of the program. For example, a study might be conducted to
determine if the number of hours worked each week influence students'
perceptions. If the program offers the opportunity to students to
enroll without on-the-job training or with a requirement of fewer
hours per week of work, more students might be able to enroll. Also
there are some schools where their marketing programs offer both the
co-op and the non-co-op option. It is recommended that research be
conducted to determine the effectiveness of this dual approach and to
see if more schools should implement it.

5. More research should be conducted to find out the perceptions

of guidance counselors and school administrators toward marketing
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education and what they know about the program. Their support is
essential.

6. It will be very useful to find out how much influence
guidance counselors have on students' decisions to enroll in
marketing courses and how that influence can be modified in favor of
marketing education.

7. Follow-up studies should be conducted to assess the outcomes
of the proposed promotional campaigns, based on the findings of this
study.

8. Research should be conducted to determine if there is a need
for college-bound marketing courses.

9. Research should be conducted to measure students' perceptions
toward other high school programs (e.g., Science program, English
program), and then determine how those relate to students'
perceptions toward the marketing education program.

Discussion

In the first part of the 1980s, marketing education enrollments
were declining nationally. However, since 1985, a steady increase
has been observed, with this trend continuing to date (Marketing
Education State Supervisors, personal communication,

April-September, 1990). This increase is a very positive sign
indicating that the program is meeting the needs of the students and
of future professionals. However, according to U.S. Department of
Labor statistics (1988-89), employment in marketing and sales
occupations is projected to grow by 30 percent by the year 2000. This

trend of employment growth is anticipated to continue.
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The promising employment picture requires an on-going successful
effort on the part of marketing educators to offer an effective and
successful marketing program that will continue to meet the needs of
the students. However, a program may be very successful, but if this
is not communicated to the public then it might not be able to grow.
In states such as Virginia, where enrollments have been declining
(Virginia Marketing Education State Supervisor, personal
communication, April-September, 1990), an effective promotional
campaign and perhaps a program modification becomes even more
essential.

The present study aimed to investigate the relationships
of the tangible and symbolic attributes of marketing education to
student attitudes about the program for both the marketing and the
non-marketing students at the high school level. Specifically, the
researcher tried to find out which of the two sets of attributes of
the marketing education program, the tangible or the symbolic (as
well as which attributes of each set), are closely related to
students' attitudes toward the program. The positive attitude is
assumed to relate closely to students' willingness to enroll and
remain in the program.

The findings of the study will help program planners, educators,
and teachers to develop effective promotional plans and modify
existing program components that will attract and retain students
with a career interest in marketing. In addition, the
appropriate modification of existing program components should lead

to a program of higher quality and of greater demand. Moreover, by
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analyzing the marketing and non-marketing students separately in
relation to their attitudes toward the attributes of the program, the
need for developing different promotional plans for the two groups of
students. is addressed.

The ana1ysis indicated that marketing and non-marketing
students' attitudes alike are more closely related to the tangible
attributes of the marketing education program. This is consistent
with Clodfelter's study (1984) who found that there is a set of
functional attributes of the marketing courses that students feel are
most important in helping them to decide to enroll in a marketing
course. Also it is consistent with Veres (1981) study which
found that students enroll in vocational classes because the classes
lead them to earn good money and provide them with job opportunities.
In the present study, it was found that for the marketing students,
the important tangible attributes of the program are: the program
adequately trains for employment, provides useful and practical
experience, and teaches students responsibility. For the
non-marketing students, the important tangible attributes of the
program are: The program provides useful and practical experience,
program graduates get jobs with good starting salary, and the
marketing teacher helps students with job placement. These important
tangible attributes to each group should be emphasized in the
promotional campaign and in the redesigning of the program, in order
to attract more students and offer a better quality program in all

aspects.
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Both groups of students' attitudes, marketing and non-marketing,
were also more closely related to selected symbolic attributes of the
program. This secondary relationship should not be ignored because
it was shown to be significant, especially for the non-marketing
students. The marketing students placed importance on the
“friendliness" attribute of the program (the most important attribute
of all tangible and symbolic attributes combined for the group). The
non-marketing students placed importance on three symbolic
attributes ("wants to be rich", "friendly", and "exciting"). Thus,
the non-marketing students' attitudes are more closely related to
symbolic attributes of the program than the marketing students'
attitudes. This finding is strongly supported by a significant beta-
weight for the non-marketing students for the symbolic attributes,
and a non-significant beta weight for the marketing students for the
same attributes.

Therefore, for the non-marketing students, 11 percent of their
attitudes toward the marketing education program is associated with
the symbolic attributes of the program (17 percent for the tangible
attributes). This is the highlight of the findings of‘the study. In
the social sciences, a 11 percent of the variance of the dependent
variable is a very good percentage indicating a significant
relationship. In the past, the relative importance of the symbolic
attributes of the marketing education program has not been examined,
and thus the importance of these attributes has been unknown.

Why should we pay attention to the non-marketing students for

whom program symbolism is so important? Among these students there
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are many potential enrollees for marketing education. The
non-marketing student group is the primary target market for the
program. It would be very difficult to single out the
business-oriented group as the potential target market. High school
students are not definite what career route they will pursue, and
they are easily influenced to change regarding future career
interests. The researcher feels that the non-marketing group .is the
appropriate primary target market for the marketing education
program, and thus the one that needs to be convinced and influenced
the most by the benefits (both.fangible and symbolic) of the program
or courses (the marketing student group is the secondary target
group). Moreover, this group can also influence its peer group to
enroll. The marketing students have already been influenced
positively and are participating in the program (although we should
continue to develop effective promotional strategies and program
designs to keep them in the program). It should be pointed out that
a positive influence on students to enroll in the marketing education
program will result in a positive influence toward their peer group,
parents, counselors, teachers, etc.. As it was pointed out earlier,
a 30 percent increase has been projected in marketing and sales
occupations by the year 2000. Thus, there will be a definite need
for well-trained marketing personnel in the near future. Marketing
educators are interested in developing a positive image of the
program, which will result in the enrollments of students who can
benefit from this program. Therefore, non-marketing students need to

be targeted with an effective promotional campaign that will inform,
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educate, influence, and convince them to enroll in the program. The
promotional campaign should emphasize those tangible and symbolic
attributes of the program that were found to be highly related to the
non-marketing students' attitudes toward the program. Furthermore,
the important tangible and symbolic attributes for both groups of
students found in this study should help marketing educators to
redesign some aspects of the program in order to achieve higher
quality in all areas of the program.

The preliminary focus group interviews, the qualitative analysis
of the study, and the researcher's view bring out the point that
some students are not interested in marketing education because it is
not thought of as a college bound program. In addition, the study
findings showed a high mean (the highest of all means of the tangible
attributes) for the "college preparation" attribute, indicating that
students believe that marketing does not prepare students for
college. Maybe it was no surprise to find that both marketing and
non-marketing students believe that the marketing education program
does not prepare students for college. This is both a positive and
negative attribute of the program. It is a positive attribute
because the purpose of marketing education is to develop competent
workers in and for the major occupational areas within marketing,
during and after high school (Lynch, 1983, p.16). It is a negative
attribute because the students (mostly the non-marketing students)
see it as a program that does not prepare you for college, hence if
they enroll they see themselves as not prepared for further

education.
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Since we are interested in attracting more appropriate students
into the program and achieving a program of higher quality in all
aspects, our attention should focus on the non-marketing students.
It is those students whom we can educate and influence to believe
that marketing education can provide them with marketable skills
whether their intentions are to obtain a job upon graduation or to
pursue further education. Therefore, it is important that the
program be redesigned to be presented and promoted not only as a
whole program but also as a set of courses that students can enroll
in. Courses such as a Marketing Management course, without the
on-the-job training component, should be available to those students
that are interested only in taking a marketing course. This approach
to the program can make marketing more appealing to college-bound
students as well, who can use the knowledge and in some cases course
credit for college.

Therefore, it is proposed that marketing educators implement an
aggressive promotional campaign directed mainly to the non-marketing
students. It should emphasize the program's tangible and symbolic
attributes that were identified through this study. It is also
proposed that appropriate redesigning of the program take place, so
that marketing educators emphasize and incorporate in the marketing
courses and their instructional methods the important tangible and
symbolic attributes found in this study. In addition, upper level
marketing courses should also be tailored to the academic needs of
the non-marketing students that are interested in enrolling in one or

two courses for obtaining some basic knowledge in marketing.
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Therefore, an effective promotional campaign and appropriate
redesigning of some aspects of the marketing education program should

result in a program that will appeal to a broader range of students.
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February 16, 1990

Superintendent

Dear Dr.

I would 1ike to request your permission to conduct focus group
interviews with several students at Blacksburg and Christiansburg
high schools. This is a pilot study for my dissertation. The
title of the study is: STUDENTS' PARTICIPATION IN THE MARKETING
EDUCATION PROGRAM: THE RELATIVE EFFECTS OF TANGIBLE VERSUS
SYMBOLIC FACTORS.

I would like to interview fourteen students at each high school
(seven marketing education students and seven non-marketing
education students at each school). I will be asking them
questions regarding the marketing education program at their
school, and they will be requested to complete (voluntarily) a
one-page questionnaire. The total time of the interview will be no
more than an hour. This study will hopefully help to improve
marketing education programs.

The local Supervisor of Vocational Programs has been contacted and
he is supportive of the above pilot study.

It would be greatly appreciated if you grant this request.
With best regards,
Maria Hatzios Betty Heath-Camp

Graduate Assistant Associate Professor/Advisor
Marketing Education
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Generalized Absolute Difference Model

The Generalized Absolute Difference model will test the absolute
(allows for inclusion of situational factors) rather than the
relative differences between self-image and product image (or program
image) (Martin and Bellizzi 1982). The questionnaire method will be
used to obtain the ratings of product image and self-image. For the
present study, the ideal social congruity of this model will be used.

The full model is as follows:

Self Congruity%EjPI-ASIl
Social CongruityéEqPI-Ssq
Ideal Congruity;S_lPI-ISIl

*

Ideal Social Congruity%{lPI-ISSI

* pI=product image along symbolic attribute (i)

ASI=actual self image along symbolic attribute (i)
SSI=social self-image along symbolic attribute (i)
ISI=ideal self-image along symbolic attribute (i)

ISSI=ideal social self-image along symbolic attribute (i)
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QUESTIONNAIRE

SECTION I
How "important”™ or “unimportant” are the following characteristics or
attributes of an educational program (such as, Marketing Education
program, Science program, Art program) to you? Please circle the num-
ber which is closest to the degree of "importance™ you would attach to
that characteristic in your decision to select an educational program
in high school.
1. The program should adequataly train students for employment.
very important 1 2 3 4 5 very unimportant
2. Graduates of the program should get jobs with good starting pay.
very important 1 2 3 4 5 very unimpartant

3. The teachers of the program should help students with job place-
ment (find a job aftar graduation).

very important 1 2 3 4 § very unimportant

4. The program should provide useful and practical experience through
on-the-job training.

very impertant 1 2 3 4 5 very unimportant
5. The program should prepare students for c¢ollege.
very important 1 2 3 4 S5 very unimportant
8. The program should involve a variety of learning experiences such
as field trips, class role-play situations, films, competitive
svents, etc., rather than just lecture~discussion.
very important 2 3 4 5 very unimportant

T. The program should offer the opportunity to students to aarn
credit for working part-time.

very important 1 2 3 4 5 very unimportant

8. The program should tsach students how to communicate affactively
with pecple.

very important 1 2 3 4 § very unimportant
9. The program should tsach students responsibility.
very important 1 2 3 4 § very unimportant
10. The program should prepare students to make goecd career choices.

very important 1 2 3 4 5 very unimportant
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SECTION II

Please circle the number that shows how likely it is that the
Marketing Education (ME) program in your schcol has the characteris-
tics described below.

1. The ME program adequately trains students for employment in marke—
ting-related jobs.

very likely 1 2 3 4 5 very unlikely
2. Graduates of the ME program get jobs with good starting pay.
very likely 1 2 3 4 5 very unlikely

3. The ME teacher-coordinator(s) helps students with job placement
(find a job after graduation).

very likealy 1 2 3 4 5 very unlikaely

4. The ME program provides useful practical sxperience through on=—
the-job training.

very likely 1 2 3 4 5 very unlikely

5. The ME program prepares students for college.
very likely 1 2 3 4 5 very uniikely

§. The ME program involves a variety of learning axperiences such as
field trips, class role-play situations, films, competitive
avents, etc. rather than just lecture/discussion.

very likely 1 2 3 4 5 very unlikely

7. The ME program offers the cpportunity for students to earn credit,
for working part time.

very likely 1 2 3 4 5 very unlikely

8. The ME program tsaches students how to communicate effectively
with people.

very likely 1 2 3 4 5 very unlikely
9. The ME program teaches students responsibility.

very 1ikely 1 2 3 4 5 very unlikely

10. The ME program prepares students to make good career choices.

very likely 1 2 3 4 35 ver§ unlikely
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SECTION III

1. Circle the number for each item that best describes how you see
the typical person enrclled in the Marketing Education (ME) pro-
gram. I see the typical person enrolled in the ME program as:

modern 1 2 3 4 5 not modern
friendly 1 2 3 4 5 not friendly
confident 1 2 3 4 5 not confident
axciting 1 2 3 4 5 not exciting
professional 1 2 3 4 5 not professicnal
sophisticatad 1 2 3 4 5 not sophisticated
wants to be rich 1 2 3 4 5 does not want to be rich
business-1ike 1 2 3 4 5 not business-like
sociable/outgoing 1 2 3 4 5 not sociable/outgoing

2. Circle the number for each item that best describes the way you
want others to see you. [ like those pecple who are close to me
(friends, relatives, etc.) to sees me as:

exciting 1 2 3 4 5 not exciting
business-1ike 1 2 3 4 5 not business-like
confident 1 2 3 4 5 not confident
modern 1 2 3 4 5 not modern
professional 1 2 3 4 5 not professional
sociable/outgoing 1+ 2 3 4 5 not sociable/outgoing
wants to be rich 1 2 3 4 5 does not want to be ricn
friendly 1 2 3 4 5 not friendly
sophisticated 1 2 3 4 5 not sophisticated

SECTION IV

Based on what you know about the Marketing Education program in your
school, please indicate the extent to which you agree or disagree
with the following statements. Please circle the appropriate number,

1. Marketing Education is a good program.

Strongly Strongly
Agree 1 2 3 4 5 Disagree

2. The Marketing Education program in my school is a better program
than others (such as Sciencs program, Art program) that are
offered.

strongly _ Strongly
Agrse Tt 2 3 4 5 Disagree
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3. Marketing education is the kind of program that benefits students

1ike me.
Strongly Strongly
Agree 1 2 3 4 S5 Disagree

4. I would consider enrolling (or re-enrolling) in a marketing educa-
tion coursa.

Strongly Strongly
Agree 1 2 3 4 5 Disagree
SECTION V

In your own words, please tell us why you like or dislike the Market-
ing Education program in your school.

I 1ike the ME program because:

I don't like the ME program because:

SECTION VI

1. What is your sex (circie one)?
a. Male
b. Female

2. Wwhat is your mother’s education (cicle one)? .
a. Grade school e. College degree
b. Some high school f. Mastesr’s degrre
¢. High school g. Doctoral degrese
d. Some college h. Other, specify

3. what is your father’s education (circle cne)?

- a. Grade school e. College cegree

b. Some high school f. Mastar’s degree
¢. High school g. Doctoral degres
d. Some college h. Other, specify

4. Father’s cccupation (please writs):

S. Mother’s occupation (please writa):
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which of the following reflect your living arrangements (circle
one)?

a. Living with both parents

b. Living with mother only

¢c. Living with father only

d. Living with other relatives

8. Other living arrangements, describe

What is your total household income (approximately) (Circle one).
a. Below $20,000

b. $20,000 to $30,000

c. 331,000 to $40,000

d. $41,000 to $50,000

®. 351,000 to 80,000

f. $61,000 to $70,000

9. 371,000 to $80,000

h. $81,000 to 90,000

i. Over $90,000 -
j. Don’t know
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PILOT STUDY QUESTIONNAIRE NO.1
PRACTICAL CONSIDERATIONS

Please examine the practical considerations below that characterize
the marketing education (marketing education) program at your high
school.

PRACTICAL CONSIDERATIONS are defined as those elements used in
decision making that are functional, utilitarian, or
performance-oriented. For example, practical considerations of the
Marketing Education program may include the level of difficulty of the
class, the high or Tow level of intellectual challenge found in the
class, salary one would get after graduating from the program, etc..

Please ADD in the blank spaces any new practical considerations that
you feel are important to consider of the marketing education program
in your high school.

--- Employability (ex.: I would be able to get a good job
after graduating from this program.)

-——- Salary (ex.: The program prepares the graduates for employment
in a job with good salary).

---  Placement (ex.: The program personnel helps students to find a
job after graduation).

---  Practical experience (ex.: The program provides useful
practical experience through the on-the-job training component).

--- College preparation (ex.: The program prepares the student for
college).

Now, RANK

Please RANK ALL PRACTICAL CONSIDERATIONS ABOVE (the given ones and
your own) IN THE ORDER OF THE MOST IMPORTANT ONES TO THE LEAST
IMPORTANT ONES that characterize the program. For example, number 1
will be assigned to the most important consideration, number 2 will be
assigned to the second in importance, and so on.
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PILOT STUDY QUESTIONNAIRE NO.2
SYMBOLIC CONSIDERATIONS

Please examine the symbolic considerations below that characterize the
marketing education (marketing education) program at your high school.

SYMBOLIC CONSIDERATIONS are defined as those elements used in decision
making that are value expressive, such as those that reflect or
express one's self-concept. For example, symbolic considerations of
the marketing education program may include the image that a student
in the marketing education program reflects, such as being
business-1ike, being an entrepreneur, being money-hungry, being
sociable, being intelligent, being ambitious, being greedy, etc..

Please ADD in the blank spaces any new symbolic considerations that
you feel are characteristic of the marketing education program in your
high school.

--- Modern (ex.: A person enrolled in the marketing education
program has a modern/up-to-date view of the work place).

--- Professional (ex.: A person enrolled in the marketing education
program aspires to become a professional, business-like
individual).

--- Friendly (ex.: A person enrolled in the marketing education
program is a friendly individual).

---  Autonomous (ex.: A person enrolled in the marketing education
program is independent and self-motivated).

--- Self-esteem (ex.: A person enrolled in the marketing education
program has high self esteem).

--- Exciting (ex.: A person enrolled in the marketing education

Now, RANK

Please RANK ALL SYMBOLIC CONSIDERATIONS ABOVE (the given ones and
your own) IN THE ORDER OF THE MOST IMPORTANT .ONES TO THE LEAST
IMPORTANT ONES that characterize the program. For example, number 1
will be assigned to the most important consideration, number 2 to the
second important consideration, and so on.
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FOCUS GROUP
FREQUENCIES OF RANKING OF TANGIBLE ATTRIBUTES
(PRACTICAL CONSIDERATIONS)

Ranking 1 2 3 4 5
Employability 4 14 10 2 0
Salary 5 0 4 5 12
Placement 1 8 7 9 3
College preparation 8 6 2 4 11
Practical experience 12 3 6 9 1

Attributes added

by students:

Learning the economic 1
system

Personal benefits 1
Better communication 1

Understand the business 1
world
Makes you more prepared 1
More responsible 1
Know more in field
Making more money
Ties with companies after
graduation 1

Benefits
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FOCUS GROUP
FREQUENCIES OF RANKING OF SYMBOLIC ATTRIBUTES
(SYMBOLIC CONSIDERATIONS)

Ranking 1 2 3 4 5 6
Modern 4 4 5 6 6 4
Professional 10 5 6 4 4 2
Friendly 5 4 7 5 7
Autonomous

Self-esteem

o W 0o N
w
o
N
w
w

Exciting

Attributes added

by students:

More confidence in self
Responsibility 1
Get know-how 1

Better consumer

Experience w/community 1
Freedom/independence 1
Money hungry 1 1
Sociable 1

Understanding people 1
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March, 1990

Superintendent

Dear Dr.

We are conducting a research project concerning student perceptions
of the marketing education program in Virginia. High school
has been selected as one of 15 schools in the state for
participation in the study. We would 1ike your permission for the
marketing education teacher to participate.

The study will involve the teacher handing out and collecting 36
student survey instruments. It will take no more than an hour of
the teacher's time (half an hour for the marketing students and
half an hour for the non-marketing students), and no more than 20
minutes for each student to complete. We will mail the survey, a
set of instructions, and a prepaid return mailer in April, 1990.
A1l students will be asked to participate voluntarily. All
information will be treated confidentially.

We have spoken with Mr./Ms. , the marketing education
teacher involved, and he/she has agreed to participate if your
permission is granted. A copy of the study's abstract and the
instrument are enclosed.

Please forward your response in the enclosed self-addressed
envelope.

Your support will be greatly appreciated in this research endeavor.
With best regards,
Maria Hatzios Betty Heath-Camp

Graduate Assistant Associate Professor/Advisor
Marketing Education
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117

April, 1990

Mr./Ms.
Marketing Education Coordinator

Dear Mr./Ms.

We would like to thank you for agreeing to participate in our
research project. The purpose of the study is to find out which
attributes of the marketing education program, the tangible or the
symbolic, influence students to participate in marketing. We
believe that by including the non-marketing students in the study,
we will gain greater knowledge of how the marketing education
program is perceived by all students in general.

The findings will help us to develop effective promotional
strategies for the program, and redesign aspects of the program, in
order to attract more students and the right kind of students (with
the right aptitude and interest).

Your involvement will be to hand out and collect 36 student survey
instruments (questionnaires). Half of these are to be handed out
to eighteen marketing students and the other half to eighteen
non-marketing students in study halls. It will take no more than
twenty minutes for each student to complete the questionnaire.
Please find attached the instructions for conducting the survey.
Also, all data will be treated confidentially.

Please find enclosed a copy of the permission granted from the
superintendent's office to conduct this research at your school.

We are very grateful for your assistance and cooperation!!!

Sincerely,
Maria Hatzios Betty Heath-Camp
Graduate Assistant Associate Professor/Advisor

Marketing Education
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INSTRUCTIONS FOR THE SURVEY

The survey should be completed only by students of the 9th, 10th, 11th,
and t2th grades. A1l students should be asked to complete the survey
voluntarily.

Selecting marketing students

Please select a marketing class that has mixed gqrade students. Eigh-
teen students should take the survey. If the class is larger than
eighteen students, give the questionnaires to eighteen individuals,
selecting them randomly: choose every secona student going through the
rows, and start all over again with the remaining students, until you
have selected eighteen students. If there is not one marketing class
with mixed grade students, then please choose two marketing classes
(even three if necessary), and give nine questionnaires to each class
(or 8ix to each class if you need to use three classes). Again, use
the random selection procedure outlined above.

If some students have already taken the survey in the study hall, they
should not take it again.

Selecting non marketing students

Please chocse a study hall period that has mixed grade students.

Please find out if there are any marketing students in the study hall.
They ghoulg not take the survey {(they have airsacy taken it in the mar-
keting class).

Give questionnaires to eighteen students, choosing them randomly (as
outlined above (e.g., choose every second student going through the
rows, and start the same process with the remaining students until you
have selected eighteen students).

If the study hall you have chosen has less than eighteen students,
please choose a second study hall and select the remaining students you
need for the survey by selecting again the students randomly, as men-
tioned above.

PLEASE GIVE THESE INSTRUCTIONS TO STUDENTS TAKING THE SURVEY (BOTH MAR-
KETING AND NON MARKETING STUDENTS).

Students should check to see if their gquesticnnaire has five cages of
text.

Please emphasize that students should complete all itams in the ques-
tionnaire (please check to see if they dig). If they Jo not know about
the subject. they should answer based on what they have heard or based
cn how they perceive things to be in that area.

PLEASE COLLECT ALL QUESTIONNAIRES AFTER COMPLETION. RUBBER SAND AND

LABEL QUESTIONNAIRES FCR MARKETING AND NON MARKETING STUDENTS
SEPARATELY, PLACE IN SELF-ADDRESSED ENVELOPE, AND MAIL.
——e—e

_—
—
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APPENDIX 1
FOR MARKETING STUDENTS:

MEANS AND STANDARD DEVIATIONS OF FUNCTIONAL AND
SELF-IMAGE CONGRUITIES

PEARSON CORRELATION COEFFICIENTS AMONG
FUNCTIONAL CONGRUITIES AND ATTITUDE

PEARSON CORRELATION COEFFICIENTS AMONG
SELF-IMAGE CONGRUITIES AND ATTITUDE



121

Table 9

Means and standard deviations for FCs, SCs, FCT, SCT,
and attitude, for marketing students

VARIABLE cases MEAN STD o8V
AT1 254 1.5157 .7988
ATZ 253 1.9328 1.0762
AT3 253 1.7036 .9014
AT 51 1.6693 1.0189
ATT 250 1.6910 7507
Fc1 253 3.0000 2.6756
FcZ" 283 5.3340 3.8444
FC3 282 6.5198 5.2685
FCa 252 . 33690 3.2717
FCS 253 6.3893 5.0528
FCo 253 4.2332 4.3540
FC? 251 2.5892 3.0198
fCa 282 2.3611 2.7135
FCY 253 2.9209 3.1938
FC10 253 3.2569 3.3153
FCT 248 4.0919 2.4052
sc1 2¢8 -6089 .7058
sc2z zs0 - 6880 .7957
sc3 248 .6935 27601
sCs 249 .9197 9167
scs 250 .3880 . 9289
scs 248 .2032 .8576
sc7 250 7120 .8764

. .8528
SC9 251 .7012 -30¢4
scT 233 .72 .4770
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APPENDIX J
FOR NON-MARKETING STUDENTS:

MEANS AND STANDARD DEVIATIONS OF FUNCTIONAL AND
SELF-IMAGE CONGRUITIES

PEARSON CORRELATION COEFFICIENTS AMONG
FUNCTIONAL CONGRUITIES AND ATTITUDE

PEARSON CORRELATION COEFFICIENTS AMONG
SELF-IMAGE CONGRUITIES AND ATTITUDE
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Table 11

Means and standard deviations for FCs, SCs, FCT, SCT,
and attitude, for non-marketing students

VARIABLE CASES MEAN STD DEV
AT1 268 1.9919 . 9691
AT2 267 2.7166 1.17%
AT3 247 2.5154 1.2338
ATS 267 2.8097 1.3586
ATT 2¢e 2.5346 . 9582
FCl 2%9 4.0723 %.1097
FC2 249 5.5341 4.3700
FC3 269 5.8353 4.989%6
FCo 2648 4.4758 4.3361
FCS 249 5.9%78 .

FCo 249 5.1606 4.5780
FC7 267 ©.7652 %.8516
FC3 269 %.3735 4.4786
FCo 248 4.4556 4.9555
FClo 269 ©.0723 ©.3071
FCT 245 4.3804 3.3765
sCl 262 .7810 .8234
sc2 262 .8 .9379
s¢3 242 .8347 .8911
SC& 262 1.2851 1.1070
SCS 242 1.0537 1.0232
sCsé 263 1.1811 1.1023
sC7 263 .8930 1.0350
SC3 240 8917 9175
SC9 262 l1.0372 1.0117
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and Attitude,

FCT, SCT,

SCs,

Correlation coefficients among FCs,

for non-marketing students
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(Table 12 continued)
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(Table 12 continued)
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APPENDIX K
FOR COMBINED STUDENTS:

MEANS AND STANDARD DEVIATIONS OF FUNCTIONAL AND
SELF-IMAGE CONGRUITIES

PEARSON CORRELATION COEFFICIENTS AMONG
FUNCTIONAL CONGRUITIES AND ATTITUDE

PEARSON CORRELATION COEFFICIENTS AMONG
SELF-IMAGE CONGRUITIES AND ATTITUDE
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Table 13

Means and standard deviations for FCs, SCs, FCT, SCT,
and attitude, for combined students

VARIABLE CASES MEAN STD DeEvV

ATl 502 1.7510 .9176
AT2 500 2.3200 1.1935
AT3 500 2.1540 1.1701
ATG 498 2.2349 1.3273
ATT 496 2.109 9572
FCl 502 3.5319 3.4999
FC2 502 5.4343 %.1106
FC3 501 6.1796 5.1381
FC& 500 3.9180 3.8716
FCS 502 6.4223 5.2769
FCé 502 4.6932 4.4861
FC7 498 3.7189 4.1614
FC38 501 3.6128 3.7706
FC9 501 3.6806 %.2263
FC1l0 502 3.6614 3.9011
FCT 93 %.4838 2.9519
SCl ©90 .6939 7702
sC2 ©92 . 7866 8735
SC3 490 .7633 8296
SCa 491 1.0998 1.0303
SCS «92 . 9695 9789
SCé 491 1.0407 9951
SC7 493 .8012 9612
SCs 491 .8391 8856
SC9 493 8661 9274
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APPENDIX L
FOR MARKETING STUDENTS:

MEANS AND STANDARD DEVIATIONS OF FUNCTIONAL CONGRUENCE
TOTAL, SELF-IMAGE CONGRUENCE TOTAL,
SOCIAL CLASS INDICATORS, AND ATTITUDE

PEARSON CORRELATION COEFFICIENTS AMONG
FUNCTIONAL CONGRUENCE TOTAL, SELF-IMAGE
CONGRUENCE TOTAL, SOCIAL CLASS INDICATORS,

AND ATTITUDE
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APPENDIX M
FOR NON-MARKETING STUDENTS:

MEANS AND STANDARD DEVIATIONS OF FUNCTIONAL CONGRUENCE
TOTAL, SELF-IMAGE CONGRUENCE TOTAL,
SOCIAL CLASS INDICATORS, AND ATTITUDE

PEARSON CORRELATION COEFFICIENTS AMONG
FUNCTIONAL CONGRUENCE TOTAL, SELF-IMAGE
CONGRUENCE TOTAL, SOCIAL CLASS INDICATORS,
AND ATTITUDE
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APPENDIX N
FOR COMBINED STUDENTS:

MEANS AND STANDARD DEVIATIONS OF FUNCTIONAL
CONGRUENCE TOTAL, SELF-IMAGE CONGRUENCE TOTAL
SOCIAL CLASS INDICATORS, AND ATTITUDE

PEARSON CORRELATION COEFFICIENTS AMONG
FUNCTIONAL CONGRUENCE TOTAL, SELF-IMAGE
CONGRUENCE TOTAL, SOCIAL CLASS INDICATORS,
AND ATTITUDE
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APPENDIX O
FOR MARKETING STUDENTS:

MEANS AND STANDARD DEVIATIONS FOR FUNCTIONAL
CONGRUENCE TOTAL, SELF-IAMGE CONGRUENCE TOTAL,
GENDER, AND ATTITUDE

PEARSON CORRELATION COEFFICIENTS AMONG
FUNCTIONAL CONGRUENCE TOTAL, SELF-IMAGE
CONGRUENCE TOTAL, GENDER,

AND ATTITUDE
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APPENDIX P
FOR NON-MARKETING STUDENTS:

MEANS AND STANDARD DEVIATIONS FOR FUNCTIONAL
CONGRUENCE TOTAL, SELF-IMAGE CONGRUENCE TOTAL,
GENDER, AND ATTITUDE

PEARSON CORRELATION COEFFICIENTS AMONG
FUNCTIONAL CONGRUENCE TOTAL, SELF-IMAGE
CONGRUENCE TOTAL, GENDER,

AND ATTITUDE
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APPENDIX Q
FOR COMBINED STUDENTS:

MEANS AND STANDARD DEVIATIONS FOR FUNCTIONAL
CONGRUENCE TOTAL, SELF-IMAGE CONGRUENCE TOTAL,
GENDER, AND ATTITUDE

PEARSON CORRELATION COEFFICIENTS AMONG
FUNCTIONAL CONGRUENCE TOTAL, SELF-IMAGE
CONGRUENCE TOTAL, GENDER,

AND ATTITUDE
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APPENDIX R

SAMPLE SIZES FOR PROPORTIONS USING ONE-TAILED TESTS
WITH VARYING EFFECT SIZES AND LEVELS OF POWER
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Table 21

Sqmnle siges for proportions using one-tailed tests
with varying effect sizes and levels of power.

d ES 73 .80 83 90 9s 99

0t 02 13,450 15,457 17,974 21,412 27,087 39,426
.02 04 3,363 388 ° 4493 5,353 6,765 9.857
04 08 41 967 1,124 1,339 1,692 2,465
05 10 538 619 719 837 1,083 1,577
.06 J2 74 430 500 595 752 1,096
.08 16 21 242 281 338 423 616
dQ 20 13s 15 180 218" m 398
N} Jo 60 &9 80 9% 121 176
20 40 34 39 4s 54 63 9
25 S0 2 25 2 35 “ 64
) 1.00 6 7 ] 9 1] I6

a= 01 .

.01 02 2.512 25,089 . 28270 32543 39,426 54.117
02 .04 5.628 6272 7.068 8,136 9.857 13,530
.04 .08 1,407 1.568 1,767 2,034 2,463 3,383
.05 .lo 901 1,004 L131 1,302 1.5 2,165
.06 12 . 626 697 786 904 1.096 1,504
.08 .16 52 393 442 09 616 846
.10 20 26 J251 ° 283 326 395 542
.13 3o 100 1"mn - 126 145 176 241
20 40 57 &3 n 2 9 136
25 S0 3 41 46 53 64 87
) 1.00 9 10 R 4 i6 2
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