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1. Class demographics 
The Marketing Principles course introduces business students to the field of Marketing. Most students take the course to fulfill a business core requirement, not because of their interest in the subject matter. This is a 200 level course where the large majority of students taking it are sophomores and juniors. I teach the course both during the day and the evening. Most students taking the class in the evening are adults working full-time while most students in the day section are traditional college students. The class is often evenly split in terms of gender in both day and evening sections. The typical enrollment ranges from 32 to 40 students.

2. What problem(s) or question(s) about my students' learning and my teaching strategies did I address? 

Students are required, first individually and then as a team, to develop their own synthesis of marketing based of what they have learned in the course. In addition, learning teams are asked to translate their synthesis into a visual metaphor for marketing and to present it to the class at the end of the semester.

This is a very challenging task for novice learners. A synthesis requires a high level of critical thinking that our students are not typically required to practice. My TL problem is to identify the key learning difficulties that students encounter while working in this project and to develop strategies to help them overcome such difficulties
3. What methods did I use to gain information? (Include CATs here).

I used the first day knowledge probe (CAT) on the synthesis question “what is marketing all about?”.  I used weekly journal writings to gather information about each student’s synthesis of marketing and to gauge progress on the team project. I met with each learning team to assess progress in their verbal synthesis and in their visual metaphor constructions. Information was collected from students on the learning experience at the end of the course through a team reflection activity and the course evaluation.

4. What have I learned so far? (In addition to "findings," you could include here unanticipated results or difficulties associated with of initial strategies plus your response.)

I identified three major learning difficulties that students encountered while working on their visual metaphor project: (1) When asked to develop a synthesis of marketing, students tend to initially list core concepts and fail to establish the connections between them. (2) When asked to develop a visual metaphor for marketing, many students instead provide visual examples of marketing. (3) Students often “get-stuck” working on visual metaphors that do not meet the stated criteria. 

Teaching to establish connections. When I teach I try to connect the core concept that students are learning to the “big picture” of the marketing process. I establish the connection between the core concept at hand and the marketing process. Obviously, this is not enough. When students provide journal writings on their marketing synthesis, I give them feedback on the lack of connections between core marketing concepts in their thinking. Once student teams start to develop their own synthesis, I spend a lot of time with student teams helping them to discover on their own these connections. 

Teaching the difference between a visual metaphor and a visual example. I provide feedback to teams when they produce a visual example of marketing rather than a visual metaphor. Unfortunately, my feedback sometimes is given too late in the project process and comes as a “shock” to the teams receiving it. Last semester two of seven teams were still struggling with visual examples of marketing on the class period prior to their presentations. This semester I used a new learning activity, using past students’ project samples, for students to learn how to differentiate between visual metaphors and visual examples. 

Teaching how not to “get stuck”. This semester I made sure that all teams brainstormed visual metaphors before they choose one. Some objects are better than others for developing visual metaphors that meet the stated criteria. Therefore, it is important for teams to consider a variety of objects before choosing one. This semester I also required teams to apply the “core relationship test” – the relationship between the marketing mix and the target market – to determine which object works “best” as a visual metaphor for marketing. This is a simple test of the quality of a given object to represent marketing and it relates to the most important criteria for this project: the relationship among the concepts. If a given object works well in terms of the core relationship test then it is then easier to add other concepts/objects and their connections to attain a complete metaphor of marketing.

Learning Outcomes

In spring 2002 the teams presented their visual metaphors for about five minutes with an explanation of what each object meant and how they related to each other. All teams met the criteria. Seven visual metaphors were presented on the last day of class, one by each team. They were: (1) The NASCAR Race, Fishing, The Game of Golf, Treasure Hunt, The Basketball Team, Noah’s Arc, and Walking the Tightrope.  The average score was 14.5/15 (“A”). The difference in quality between a “15” and a “14” score was often based on the metaphor’s level of detail and appropriateness in representing the relationships between the key parts of marketing and the whole. 

The NASCAR Race is an example of a perfect score metaphor.
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 The NASCAR Race meets the criteria by including the core concepts in the marketing process and appropriately explaining the relationships between the key parts (core concepts) and the whole. See the analysis below:

[image: image2.emf]Mission Statement Objective Target Market Implementation Evaluation

Division Championship Win the Race The Finish Line Controls Running in the Race Stop Watch and Gauges

Promotion Price Place Product Pit Stop

Tires Gas Engine Body 

Key Terms Example Explanation

Mission Statement  Division Championship

Objective Win the Race

Target Market The Finish Line Every Business must have someone to target their wares. In our scenario we are targeting the Finish Line. 

SWOT Various Elements on the Track

Marketing Mix Tires: Promotion, Gas: Price, 

Engine: Place, Body: Product

Controls  Pit Stop Review the current state of a car (just like a business) and make adjustments on demand.

Implementation Running the Race Coming together of the Marketing Mix to run the race lap by lap

Evaluation Stop Watch by Crew Chief Stop watch being held by the Crew Chief helps determine if drive is doing well. The gauges in the car also give the great drive a "heads up".  

The Marketing Mix in business is used to hit a Target Market much like a dart board. In our metaphor we are using the important components of the car such as 

tires, gas engine and body to help the race car hit its target market, which is the finish line. 

Figure 2

The Marketing Raceway Visual Metaphor -- Continues 

SWOT is always the strengths, weaknesses, opportunities and threats. On the race track this can be 

seen in such things as a great driver, a flat tire to car crashes and thunder storms.

The mission statement is a long term goal of the company. In our case it will be the division Championship. 

The objective is a statement by the company to tell what they plan to obtain by using their savvy marketing activities. By using our marketing mix we plan to win the 

race

SWOT

Marketing Mix

Marketing Raceway Legend 

Team 1  


Pierre’s Art Studio is a poor example from a prior semester of this class, since it portrays a collection of objects/concepts rather than a synthesis. Pierre’s Art Studio fails to explain the relationships between the key parts (core concepts) and the whole.

What is MARKETING all about?

Presented by:  Team 7
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Student Key: 

You are getting a rare glimpse into Pierre’s art studio.  Pierre was a marketing major but 

Found that painting was more lucrative.  Because marketing was his first love, all of his 

Art has a theme ties itself very well to marketing.  In fact, all of the things found in Pierre’s art studio are tied to Marketing.  Such as…

The sun, which represents opportunity…

The dark clouds & lightening which represents external threats…

The globe, which represents a global perspective…

The calendar, which represents logistics and scheduling (pictures must be sold by the deadline in order to meet objectives)…

The coupon, which represents sales promotion…

The telephone, which represents communication…

The window, which again represents opportunity…

The tree, which represents the growth stage…

The birds, which represent the environment…

The boxes, which represent distribution and packaging…

The computer, which represents not only the influence of technology but also advertising promotion…

The marketing plan, come on this one is staring you in the face!

The psycho dude with the hand truck, represents the target market…he’s a consumer see his money! 

The ball, which represents evaluation and having to go back and revamp your marketing strategy…

The pyramid, which represents the funneling of ideas…

The books, which represent secondary data and marketing research…

The scales, which represent measurability…

The trophy, which represents meeting marketing goals and succeeding…

The picture of the columns, which represents the channel partnering (the columns represent the channel members and are displaying a joint effort that serves the customer in this case the roof)…

The price tags, which represent price and cost…

The picture of the flowers and/or the flowers themselves, which represent the retail mix (see there are six!)…

The bowl of fruit, which represents the marketing mix (four types of fruit)…

The cats, which represent intermediaries…

The rug, which represents another threat (he could slip and fall!)…

The palette, which represents segmentation…

And finally…

The artist and his canvas, which represent the way in which producers use marketing as a way to paint a picture of their product in the mind of consumers.
End of Student Key

On the last day of class I asked teams to reflect about the group experience in the course.  I specifically asked each team to decide what course elements were most important in making the team experience more productive and enjoyable in this course. Four out of seven teams mentioned the visual metaphor presentation as a key factor in making the team experience more productive or enjoyable. 

On the end of semester course evaluation I included the statement: “The team presentation was very helpful in increasing my understanding of what marketing is all about”. Fifty-five percent of my students strongly agree and thirty-nine percent agree with this statement.

In sum, most students appear to benefit from the visual metaphor project by making their group experience more enjoyable or productive and by increasing their understanding of what marketing is all about.

5.   Where will I go from here?

I keep refining my teaching strategies to help provide support to students in this difficult learning task. I am planning to conduct research on the impact of the visual metaphor project on students’ retention of key marketing concepts after completing the course. 
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		Key Terms		Example		Explanation

		Mission Statement		Division Championship		The mission statement is a long term goal of the company. In our case it will be the division Championship.

		Objective		Win the Race		The objective is a statement by the company to tell what they plan to obtain by using their savvy marketing activities. By using our marketing mix we plan to win the race

		Target Market		The Finish Line		Every Business must have someone to target their wares. In our scenario we are targeting the Finish Line.

		SWOT		Various Elements on the Track		SWOT is always the strengths, weaknesses, opportunities and threats. On the race track this can be seen in such things as a great driver, a flat tire to car crashes and thunder storms.

		Marketing Mix		Tires: Promotion, Gas: Price, Engine: Place, Body: Product		The Marketing Mix in business is used to hit a Target Market much like a dart board. In our metaphor we are using the important components of the car such as tires, gas engine and body to help the race car hit its target market, which is the finish line.

		Controls		Pit Stop		Review the current state of a car (just like a business) and make adjustments on demand.

		Implementation		Running the Race		Coming together of the Marketing Mix to run the race lap by lap

		Evaluation		Stop Watch by Crew Chief		Stop watch being held by the Crew Chief helps determine if drive is doing well. The gauges in the car also give the great drive a "heads up".
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