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ABSTRACT 

The purpose of this study is to determine why Merrill High School, with an enrollment of 

1,128 students, has low enrollment in the Marketing Program (Ourada, 2007b). A l5-question 

survey was given to a sampling ofMerrill High School students to help determine how many 

students are pursuing marketing-related careers, what influences students to enroll in marketing 

courses, and what barriers prevent students from enrolling in marketing courses. This study 

reflects some of the findings found in other similar marketing program recruitment studies that 

were completed in previous years. Common influences included personal interest, teacher(s), and 

course description guide. Common barriers included reputation of the course, scheduling, 

influence of others, and other career plans. 
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Chapter I: Introduction 

Merrill High School (MHS) was in the Merrill Area Public School District and located in 

Merrill, Wisconsin. During the 2005-2006 school year, the school district consisted often 

schools: eight elementary schools, one middle school, and one high school. However, due to 

budget cuts and decreasing enrollment, one of the elementary schools closed at the end of the 

2005-2006 school year, and another elementary school was scheduled to close at the end of the 

2006-2007 school year (Lueck, 2005). Dr. Sally Sarnstrom, superintendent of Merrill Area 

Public Schools, indicated that the projected enrollment for the entire school district would 

decrease by about 485 students by the 2014-2015 school year (Lueck, 2006). 

Although the school enrollment was decreasing, the population of Merrill seemed to be 

somewhat stabilized. The population for Merrill was as follows: 9,860 in 1990; 10,146 in 2000; 

and 10,145 in 2005 (US. Census Bureau, n .d.). According to the Wisconsin Department of 

Workforce Development (2006), the second highest employing industry in Lincoln County was 

retail trade. However, the number of students enrolled in marketing classes at the high school 

level did not reflect this need. 

The Merrill High School Marketing Program started when a business education teacher 

submitted his intent to retire. Two of the remaining Business Education Department staffdecided 

to add Marketing to its course offerings because they thought that it was a good idea (M. Konkol, 

personal communication, December 19, 2006). To these teachers, this seemed to be the perfect 

time to add this course since a referendum had just passed and the remodeling and construction 

of the high school were underway. The Business Education Department wanted to offer a 

Marketing class, start a DECA chapter, and open a school store. Thus, in the spring of 1998, the 

Merrill Area Public School District hired a teacher to start the marketing program. 



2 

This newly hired teacher taught business education courses as well as marketing courses. 

Since the teacher's first year at Merrill, she taught Accounting I, Business Law, Business Law 

through distance learning, Computer Applications I, Computer Applications II, Introduction to 

Business, Keyboarding, Marketing (both as a semester course and as a year-long course), 

Marketing Co-op, Personal Finance, and Personal Finance through distance learning. In addition, 

this teacher taught as many as seven classes in a seven period day with six different preparation 

periods. 

In the first year of its infancy, the Marketing Program consisted of the Marketing class, a 

one-semester course with 15 students (Ourada, 2007a). However, during the year, the marketing 

teacher wrote grants and requested money to fund the equipment, supplies, and materials to open 

a school store. In addition, a proposal was brought to the teachers' union to add a position to its 

contact-DECA advisor. The marketing students also visited other school stores and attended a 

DECA conference as guests during this time. The plan for expansion was well underway. 

In the second year of the marketing program, Marketing was changed to a full year with 

22 students, a school store was opened, and a DECA chapter was started (Ourada, 2007a). 

Furthermore, the Introduction to Business class, which had 14 students, become a feeder course 

to Marketing, and had become part of the Marketing Program at Merrill High School. Still, the 

marketing teacher continued teaching both business and marketing courses. 

The third year brought about the Marketing Co-op class. Because the marketing teacher 

already taught six periods in a seven period day, she had volunteered to give up her prep time to 

teach the Marketing Co-op class. This allowed the marketing program to grow from one aspect; 

however, the enrollment did not increase overall. 
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In the fourth year, the marketing courses were articulated with the Wisconsin technical 

colleges and the courses became part of the Two plus Two, Tech-Prep program. This allowed 

students who earned a B or better in the marketing courses to earn credit at the technical college 

level. If students continued with their education at the University ofWisconsin-Stout, the 

students would then receive credit for their courses at the university level as well. This was also 

the first year that the school store became gold-level certified as a school-based enterprise 

through national DECA. 

Each year thereafter brought about new challenges. First, course preparations averaged 

between four and five different preps. Second, an eight-period class day was changed to seven 

periods giving students less opportunities to select classes. Third, the marketing teacher 

coordinator's release time was no longer part ofher schedule. Working outside of the school day 

to complete marketing teacher-coordinator duties became the norm. The marketing teacher

coordinator had to establish worksites, make visits, and communicate with mentors typically 

during her donated time. 

The school store was also expanding and the responsibilities increased with each new 

level of achievement. Once again, no time was given to the marketing teacher's schedule to work 

with students or to oversee the school store. Although the interest and involvement of the 

marketing students, parents, and business partners with the Marketing Program increased, the 

enrollment numbers continued to fluctuate with no set apparent reason. 

Statement ofthe Problem 

Since the number of student enrolled in the marketing courses had fluctuated over the 

years showing no continuous increase in enrollment, a study needed to be completed to help 
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determine the factors causing this issue. Figure I shows the enrollment changes since the
 

Marketing Program started. (Ourada, 2007a).
 

Figure 1. Merrill High School Marketing Program enrollment by school year.
 

60 ------~------~--------_._---_._- --_.._-j 

50 51 I
50 

I
41 I 

39
40- 33c 

II) 

oS 30e 23 c w 
20 

10 

0 
1998 1999 2000 2001 2002 2003 2004 2005 2006
1999 2000 2001 2002 2003 2004 2005 2006 2007 

School Year 

[1m Introduction to ~usiness • Marketing 0 Marketing Coop 'I 

Up to this point, there was not any formal research completed regarding the recruitment 

issues in Marketing Education at Merrill High Schoo1. There was, however, an informal study 

completed by the researcher in 2002, but the population at that time consisted only of the 

students that were presently enrolled in the business and marketing classes that the researcher 

taught. The results were very positive, but as can be seen in Figure I, the overall enrollment 

decreased after this time. In addition, the informal survey did not contain all of the questions that 

this study included. 

With the overall district enrollment decreasing and budget concerns, a study needed to be 

conducted to analyze what was happening to the student enrollment in the Marketing Program. 



5 

Purpose ofthe Study 

The purpose of this study was to determine why more students were not enrolled in the 

marketing classes. The study was also to determine whether students realized the skills and 

knowledge that they would obtain through the marketing classes. By determining these factors, 

the marketing program would be able to hone in on the promotional tactics for recruiting 

students into the program. 

This study attempted to answer the following questions: 

1.	 How many graduates were pursing a career or job in marketing? 

a.	 Of these, how many completed a marketing course in high school? 

b.	 Of those that did not take a marketing course in high school, what were their 

reasons for not enrolling? 

2.	 Why were there not more students taking the marketing courses? 

3.	 What were the barriers for students enrolling or not enrolling in marketing? 

4.	 Why did the students enrolled in the Marketing Program, take these classes? 

Assumptions ofthe Study 

Sampling size. Since there were 628 students enrolled in the selected classes to take the 

survey, it was assumed that at least 113 (10% of the total school population) would complete the 

survey. 

Administration ofthe survey. When the researcher talked to each of the survey 

administrators, she assumed that the survey would be completed and returned in the same 

manner. 

Self-reporting error. The researcher assumed that the students would answer the survey 

questions in a truthful manner. 
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Cost ofthe research. The researcher did not have a source of funding other than personal 

funding. Therefore, the number of parental consent forms sent was limited to personal funding 

availability. The cost included time, preparation, making copies, and postage. 

Definition ofTerms 

The following terms were used in the Merrill High School Marketing Program on a 

regular basis and throughout this paper. By no means was this a comprehensive list of terms 

relating to marketing. 

DECA (An Association ofMarketing Students). High school students who were members 

of a marketing co-curricular organization that strived to increase their skills and knowledge 

through vocational understanding, civic consciousness, leadership development, and social 

intelligence activities. 

High school student. A student in Grade 9-12. 

Introduction to Business. A course that allowed students to explore how business 

functions in today's society through general concepts of business and to prepare students to be 

effective citizens, employees and employers, and consumers. 

Marketing. A course that allowed students to gain understanding and experience in the 

broad field of marketing through hands-on projects and a school store training lab. It explored 

sales, promotions and advertising, economics, fmancing, market research, product development, 

and marketing strategies. 

Marketing lA. A course that had the same curriculum as the first semester of the 

Marketing class; it was a name change for the 2007-2008 school year. 

Marketing lB. A course that had the same curriculum as the second semester of the 

Marketing class; it was a name change for the 2007-2008 school year. 
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Marketing Co-op (Classroom). A class that integrated marketing knowledge, skills, and 

experience. Emphasis was placed on students' work experience, career opportunities, and other 

related aspects to personal and professional success such as safety on the job, human relations in 

the workplace, communication, legal aspects of employment, personal finance, and maintaining 

and terminating employment. 

Marketing Co-op (Worksite). An experience that provided students on-the-job training 

while earning cash, credit, experience, and skills. Students worked with a work-site mentor and a 

teacher-coordinator from the marketing Co-op class. 

Marketing Internship (Classroom). A course that had the same curriculum as Marketing 

Co-op (Classroom); it was a name change for the 2007-2008 school year. 

Marketing Internship (Worksite). A course that had the same curriculum as Marketing 

Co-op (Worksite); it was a name change for the 2007-2008 school year. 

Marketing students. Students who were enrolled in Introduction to Business, Marketing, 

Marketing Co-op, or DECA members. 

School store. The school store was a school-based enterprise operated by the marketing 

students known as the Merrill High School Stuff 'N' More Store. 

WDWD. Wisconsin Department of Workforce Development. 

US DL-BLS. United States Department of Labor, Bureau of Labor Statistic. 

Limitations ofthe Study 

Although it was difficult to determine all of the limitations of this research, it was 

hypothesized on what some ofthem may have been. The first limitation was the sample size of 

the study, not all ofthe students were asked to participate in the study. The second limitation was 
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that it was assumed that all students would answer the questions honestly; however, the honesty 

of the answers was not verified. 

Methodology 

The remaining portion of this paper will review the literature that addressed the problem 

and possible ways that could have solved the problem, describe the methodology used in the 

study, identify the results, and then draw some conclusions from the study. 
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Chapter II: Literature Review 

The review of the literature substantiated the fact that student enrollment in marketing 

education courses is an issue among many. It showed that the employment in the marketing field 

was increasing, and the employment rate was projected to keep increasing; thus, these 

indications represented a demand for a skilled workforce. Furthermore, a review of the literature 

showed that recruitment issues at Merrill High School were found to be similar in other 

marketing student recruitment studies, and it provided some strategies to recruit students into the 

marketing program. 

Marketing Careers 

In reviewing the literature, The Wisconsin Department of Public Instruction; The 

National Association of State Directors for Career and Technical Education; and the 

Occupational Outlook Handbook (OOH), 2006-07 Edition; all indicated that marketing entails 

more than sales. 

According to the Wisconsin Department of Public Instruction (WDPI) (2006), marketing 

careers consisted ofmore than retail sales. The purpose ofmarketing careers was to assist 

customers in determining their needs and wants by creating customer relations. Thus, individuals 

who delivered value through managed customer relations, fulfilled needs and wants of 

businesses and customers, provided profitable pricing strategies for the business, promoted 

products and views of the business, and advised and implemented the best methods of 

distribution provided marketing services. Therefore, retail merchandising and sales positions no 

longer represented the comprehensive list ofmarketing careers, and WDPI indicated that 

marketing careers were difficult to quantify because ofthe marketing skills and knowledge that 

were required in many careers. 
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The National Association of State Directors for Career and Technical Education and their 

Board ofDirectors had understood this change in marketing because of the career clusters plan 

that had already started in 2001 (Losh, 2002). This plan was called the States' Career Clusters, 

which had evolved from the initiative of the U. S. Department of Education Office of Vocational 

and Adult Education (OVAE). The OVAE wanted to help students understand the career 

opportunities that they could pursue at a variety of levels (Losh, 2002). 

Consequently, with the monies that were provided by the OVAE, the States' Career 

Clusters (2002) produced a sample list of marketing careers based upon the knowledge and skills 

that were obtained through marketing, sales, and service. It further identified pathways to these 

careers that included management and entrepreneurship, professional sales and marketing, 

buying and merchandising, marketing communications and promotion, marketing information 

management and research, distribution and logistics, and e-marketing. 

In addition to this recognition that marketing careers no longer consisted of only retail 

and sales positions, the Occupational Outlook Handbook (OOH), 2006-07 Edition (n. d.), which 

was produced by the U. S. Department ofLabor, Bureau of Labor Statistics, was also identifying 

other categories of marketing careers. The top 20 marketing careers that were identified in a 

database search of the Occupational Outlook Handbook (OOH). 2006-07 Edition included 

careers such as management, scientific, and consulting services; engineering and nature sciences 

managers, broadcasting, farmers, ranchers, and agricultural managers; and psychologists. 

Labor Market 

, The following review focused on the labor needs at the national, state, and local level. 

The information that was gathered carne from the U. S. Department of Labor, Bureau of Labor 
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Statistics; Careeronestop; Wisconsin's Worknet; Wisconsin Department of Workforce 

Development, Office of Economic Advisors; and U. S. Census Bureau. 

National. According to the statistics that were provided by AIkin, Linden, Noel, and Ray 

(1992) over "9 million Americans are employed in marketing-related fields" (p. 769). These 

marketing related fields included "marketing research, marketing communications, wholesale 

and retail distribution, and direct marketing" (p. 769). However, with the number of marketing

related occupations expanding, the reviewed literature focused on sales and related occupations. 

Sales and related occupations (D. S. Department of Labor, Bureau of Labor Statistics, 

2005b) are defined as occupations that included advertising sales agents; cashiers; counter and 

rental clerks; and demonstrators, product promoters, and models. Insurance sales agents, real 

estate brokers and sales agent, and retail salespersons were also identified. Other occupations 

included sales engineers; sales representatives, wholesale and manufacturing; sales worker 

supervisors; securities, commodities, and financial services sales agents; and travel agents. Other 

occupations identified in the sales and related occupations were door-to-door sales workers, 

news and street vendors, and related workers; parts salespersons; and telemarketers (U. S. 

Department of Labor, Bureau of Labor Statistics, 2005c). 

As can be seen in Table 1, the employment data that was provided in the new releases by 

the US DL-BLS (2004, 2005a, 2006, 2007a, 2007b), showed that national employment in sales 

and related occupations had steadily grown over the years. In fact, the largest occupation in the 

United States in 2003 and 2004 were retail salespersons (about 4.1 million employees) and 

cashiers (about 3.4 million employees) (U. S. Department of Labor, Bureau of Labor Statistics, 

2004, 2005a). Then in 2005, sales and related workers had the second highest number of 

positions (U. S. Department of Labor, Bureau of Labor Statistics, 2006). However, in 2006, the 
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ranking returned to retail salespersons and cashiers as having the highest employment (U. S. 

Department of Labor, Bureau of Labor Statistics, 2007). 

Table I 

Number of People Employed in Sales and Other Related Occupations 

Year Employed 

2003 12,994,370 

2004 13,507,860 

2005 13,930,300 

2006 14,114,860 

2007 16,895,000 

In November 2005, Sauders (2005) authored an article entitled "A summary ofBL 

projections to 2014" for the Monthly Labor Review. In his article, he indicated that the growth 

rate of sales and related occupations would grow at a slower pace. The numbers would go from 

15,330,000 in 2004 to 16,806,000 in 2014. However, data since that time had shown that this 

2014 employment projection was met by 2007. 

State. In comparing the statistics at the national level to the statistics at the state level, it 

appeared that the Wisconsin employment rates for sales and related occupations had increased 

just as the federal employment rates had increased (US DL-BLS and WDW, 2002, 2003, 2004, 

2005, 2006). Table 2 shows the actual occupational employment statistics for sales and related 

occupations from 2002-2006. 
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Table 2 

Number of People Employed in Sales and Other Related Occupations 

Year Employed 

2002 261,340 

2003 259,890 

2004 258,290 

2005 264,370 

2006 270,760 

The review of the literature further showed that the Wisconsin retail salespersons had the 

largest projected openings for the 2004-2014 period (Careeronestop, n. d.). Furthermore, 

Wisconsin's Worknet reported that the sales and related occupations employment would increase 

to 311,260 by 2014 (n. d.b) 

Local. Merrill High School is located in the Merrill, Wisconsin, which is part of Lincoln 

County. During the reporting time of this data, occupation classifications changed. The industry 

employment had been classified under the Standard Industrial Classification (SIC) system from 

1930 to 2002 (Wisconsin Department of Workforce Development, Office of Economic Advisors 

2002, 2004a, 2004b, 2005, 2006). However, prior to 2003, the North American Industry 

Classification System (NAICS) replaced the SIC. The classification change was made so that the 

United States, Canada, and Mexico would be able to compare various statistics that affected the 

economy (D. S. Census Bureau, 2007). Yet, this change also provided some confusion. As the 

Wisconsin DWD, Office of Economic Advisors (2004) wrote, "Even if the category carries an 

identical title, like 'manufacturing,' its definition changed, so meaningful comparison of SIC 

data to NAICS data are very limited (p. 6). 
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However, in order to get some idea of what was happening in Lincoln County, the 

Table 3 employment statistics were compiled by the researcher (Wisconsin Department of 

Workforce Development, Office of Economic Advisors, 2002, 2004a, 2004b, 2005, 2006). The 

statistics also indicated that the Trade occupation was either the second or the third highest 

employed industry in Lincoln County. Furthermore, two years later, the Wisconsin Department 

of Workforce Development Lincoln County Snapshot (2007) indicated that Trade was still in the 

top three occupations in Lincoln County; the second top employing industry was retail trade, and 

the third largest percentage growth was in wholesale trade. 

Table 3 

Number of People Employed by Lincoln County Industries 

Year Industry Employed 

2001 Trade (wholesale & retail) 2,685 

2002 Trade (wholesale & retail) 1,773 

2003 Trade, Transportation, Utilities 2,260 

2004 Trade Transportation, Utilities 2,105 

2005 Trade, Transportation, Utilities 2,085 

In addition, The Office ofEconomic Advisors (2006) generated reports that showed the 

projections in various occupation categories for Adams, Forest, Langlade, Lincoln, Marathon, 

Oneida, Portage, Vilas, and Wood Counties. Marketing related occupations were generally in the 

second ranked occupation in the counties as shown in Table 4. It is of further importance to that 

if a marketing-related position was identified as one of the top five occupations, it was listed in 

the Table 4. 
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Table 4 

2004-2014 Occupations Projections for Marketing Related Job and Rank in Industry 

2004 20014 

Category Position Jobs Rank Job Rank 

Major occupation group Sales and related occupations 18,070 2 19,570 2 

Most new jobs Retail salespersons 5,700 2 6,510 2 

Most new jobs Customer service representatives 3,290 4,000 5 

Fastest growing Customer service representative 3,290 2 4,000 2 

Most replacements Retail salespersons 5,700 2 6,510 2 

Most replacements Cashiers 5,110 3 5,060 4 

Most openings Retail salespersons 5,700 2 6,510 2 

Most openings Cashiers 5,110 3 5,060 4 

Most jobs in 2014 Retail salespersons 5,700 2 6,510 2 

Most jobs in 2014 Cashiers 5,110 3 5,060 3 

As an overall projection for sales and other related occupations, the Office ofEconomic 

Advisors (2006) projected that the outlook for Adams, Forest, Lang1ade, Lincoln, Marathon, 

Oneida, Portage, and Vilas, and Wood counties would increase from 18,070 to 19,570 between 

2004 and 2014. 

Need/or a Skilled Workforce 

Documentation provided by the National Center on Education and the Economy; 

Partnership for 21st Century Skills; U. S. Department of Labor, Bureau of Labor Statistics; and 

Wisconsin Department of Public Instruction showed that there is a need for a skilled workforce. 
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According to the National Center on Education and the Economy (NCEE) (1990), "The 

key to maintaining, to say nothing of improving, our standard of living is productivity growth

more products and services from every member of the workforce" (p. 1). Productivity had 

increase through time because of the invention of the steam engine, electric motor, factories, 

computers, faster means ofcommunication, and continued education (National Center on 

Education and Economy, 1990). However, employees were given more responsibilities because 

they were able to complete their work faster, but they were not trained to handle these additional 

responsibilities. NCEE (1990) stated that by the year 2000 over 70% of the jobs would not 

require postsecondary education. 

Eleven years later the No Child Left Behind Act of2001 was passed with the purpose of 

"improving the academic achievement of the economically disadvantaged" (U. S. Department of 

Education, 2004). Specifically, the purpose was to "increase accountability; more choices for 

parents and students; greater flexibility for states, schools, and schools; putting reading first; and 

other major program changes" (Bush, 2001). 

However, the Partnership for 21st Century Skills, which were state initiatives, had a 

different perspective on what should be happening in the schools. It was suggested that the 

student learning structure should included the following skills: "life and career skills; learning 

and innovation skills; information, media, and technology skills, core subjects and 21st Century 

themes, standards and assessments, curriculum and instruction, professional development, and 

learning environments" (Partnership for 21st Century Skills, n. d.). 

A Time article by Wallis and Steptoe (2006) suggested that teaching must include more 

than what was identified in the No Child Left Behind Act. The article identified the skills as 
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"knowing more about the world, thinking outside the box, becoming smarter about new sources 

of information, and developing good people skills" (Wallis & Steptoe, 2006). 

In a longitudinal study that was conducted by the National Longitudinal Survey of Youth 

1979, where 9,964 women and men were interviewed at two different times (U. S. Department of 

Labor, Bureau of Labor Statistics, 2006ba). The first time these people were interviewed was in 

1979 when there were between the ages of 14-22. The second time they were interviewed was in 

2004-2005 when they were between the ages of 39-48. The results of the survey revealed that as 

the participants aged, they had fewer different jobs, yet their time employed at a particular job 

was less than five years for 72%. Furthermore, on average, none of these participants remained 

employed 100% of the time from the ages 18-40; on average, the participants worked less than 

78% of the weeks possible from agesI8-40.Yet, the average growth in their earning was greater 

earlier in their working career than any other time. 

Of these participants, 77.2% were employed, 64.7% had less than a high school diploma, 

77.0% had a high school diploma, 78.8% had some college or an associate's degree, and 81.5% 

had a bachelor's degree or higher (U.S. Department of Labor, Bureau of Labor Statistics, 2006a). 

The recent data by the U.S. Department of Labor, Bureau ofLabor Statistics (2007) 

showed that 66.1% of the population was working. Those people who had less thana high school 

diploma had a workforce participation rate of46.2%; high school graduates with no college had 

a 62.8% workforce participation rate, people who had some college or associate degree had 

72.0% workforce participation rate, and those who had a bachelor's degree or higher had a 

77.2% workforce participation rate. 

With this indication, statistics suggested that there was a direct relationship between 

education and the productivity of individuals (National Center on Education and the Economy, 
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2007). Thus, the National Center on Education and the Economy revealed its new 

recommendations, The New Commission on the Skills of the American Workforce, to reflect the 

needs of the current educational environment and the economy. Its report suggested that if the 

recommendations were followed, individuals would learn at higher levels, have more skills and 

knowledge, and be more productive as citizens. 

The New Commission on the Skills of the American Workforce recommended that 

educational support start at a very young age so that monies could be used more efficiently to 

educate citizens to become more productive and to have a higher standard of living, thus, 

improving the economy (National Center on Education and the Economy, 2007). This support 

included having 21st Century high-leveled educational standards and assessments taught by high

caliber teachers. Furthermore, disadvantaged students would be provided the necessary support 

from the beginning so that excellent educational opportunities were provided at a very young 

age. However, if individuals who were not able to receive this type of education when they were 

younger wanted to obtain this education, they would be provided the opportunity to gain this 

education at no expense. In addition, the educational institutions would be high-functioning 

public schools that were regulated by individuals rather than by a school board so that the quality 

of schools would be more competitive in nature. Finally, monies would be provided by the state 

instead ofa combination of sources, and legislation that connected job training to obtaining skills 

that would enhance the economy's wellbeing would exist. 

Another entity, Wisconsin Marketing Education, had also gone beyond "knowledge" 

curriculum and had incorporated the understanding that learning was more than knowing the 

marketing functions. In 1998-99, marketing content and performance standards were developed 
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by marketing professionals to reflect this belief (Wisconsin Department of Public Instruction, 

2006). There were nine Wisconsin standards established. 

The first standard involved students examining entrepreneurship and the relationship 

between free enterprise and entrepreneurship. The second standard required students to show that 

they understood how marketing was involved in the free enterprise system. The third standard 

called for students to take the marketing concepts that they learned and to apply them to the 

global economy. The fourth standard required students to show that they understood marketing 

through its functions ofdistribution, financing, product/service planning, marketing information 

management, pricing, promotion, selling, buying, and risk management. The fifth standard 

students involved students to expand their critical thinking skills through the learning process. 

The sixth standard required students to take their learned concepts and understanding of 

marketing and to enhance it through marketing experience in a particular field. The seventh 

standard entailed students to understand and know the avenues in which they could explore and 

apply their abilities and talents to occupational and educational options that were around them. 

The eighth standard called for students to decide when and how to use technology appropriately 

in various marketing-related procedures. The last standard was for the students to employ their 

organizational leadership skills through various environments such as school, community, and 

marketing-related activities. 

Yet, with the marketing education standards and outcomes known, enrollment was still a 

problem. Thus, business and marketing teachers had to do more to recruit and retain students 

(Hosler, et aI., 2003). Consequently, Business Education Department chairpersons in Wisconsin 

participated in a survey, and they determined that the biggest barriers to recruitment were the 
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following: lack of time to recruit, increased course options, and recruitment was not supported 

and guided. 

Recruitment Issues 

Four studies on high school marketing recruitment issues were reviewed. They were by 

Hosler, Jacobson, & James; Clodfelter; Malott; and Robarge. 

Hosler, et al. (2003) and Cavanagh (2006) both agreed that legislation had played a factor 

in the elective curriculum because of the increased accountability and requirements in core 

academic areas. Cavanagh (2006) further stated that while administrators were putting more 

money in the core academic curriculum to push more rigor and relevance, they did not deny the 

positive impact of elective courses. 

However, other recruitment issues factored in as well. In the article written by Hosler, et 

al. (2003), she discussed a survey that was sent to 512 Wisconsin Business Education 

Department chairs in which 147 responded. The purpose of the survey was to determine which 

recruiting activities were successful for their departments. (Twenty-six percent (26%) of the 

respondents had their enrollments decrease, 38% had no change, and 36% had an increase.) 

In analyzing the results, Hosler, et al (2003) realized that the top five groups that 

successfully assisted in the recruitment process were the following: 

• business students (129), 

• guidance counselors (89),
 

• other business teachers (68),
 

• parents (53), and 

• school administrators (23).
 

The top five barriers identified were the following:
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• not given sufficient time (92), 

• increased course options (61), 

• limited access to students (41), 

• not supported and guided (34), and
 

• other (30).
 

In the next study, Clodfelter (1985) completed a study to determine the attitudes of 

students toward marketing education in Virginia. His population consisted ofeleventh and 

twelfth grade students who attended a public high school. Clodfelter found in his study that 

students enrolled in marketing prioritized class attributes differently than non-marketing 

students. 

Clodfelter's (1985) study was based upon mean scores. The ranking of the top five 

attributes for marketing students taking marketing courses were as follows: 

• course will provide practical experience through on-the-job training (4.23), 

• usefulness of course injob preparation (4.08), 

• interest in the subject matter ofthe class (3.93), 

• reputation of the course among other students at school (3.77), and 

• variety oflearning experiences used in the class (3.6). 

On the other hand, the non-marketing students wanted classes that had the following 

attributes: 

• usefulness of course in job preparation (3.91), 

• interest in the subject matter of the class (3.90), 

• usefulness of course in college preparation (3.68), 

• reputation of the class instructors as a good teacher (3.5), and 
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• course will provide practical experience through on-the-job training. 

However, in both scenarios, the role of the guidance counselor was very limited. For the 

non-marketing student, the influence of the guidance counselor ranked sixth, and for the 

marketing student it ranked eighth. 

Furthermore, Clodfelter (1985) also found through a discriminant analysis six attributes 

that could effectively biased students taking course. The first bias was created based upon the 

ability ofthe student. Those students whose ability matched the course requirement standards 

usually took the class more often than the non-marketing students did. The second bias related to 

whether the course provided on-the-job training or not. The third bias was whether the course 

would help prepare the students for jobs. The fourth bias was in regards to the actual interest in 

the subject matter. The fifth factor was the parents' support ofthe enrollment, and the last factor 

was how the class was viewed by other students. 

In a different research study consisting of827 ninth, tenth, eleventh, and twelfth grade 

high school students from Appleton, Wisconsin, produced similar results (Malott (1987). This 

study determined that the top five reasons for students who were pursing a marketing-related 

career to enroll in marketing courses for the following reasons: 

• course description guide (62.7%), 

• marketing teacher presentations (44.5%), 

• parents (49.9%), 

• friends/relatives and relatives (39.1%), and 

• employers (31.8%). 

Guidance counselors ranked sixth (57.9%), and teachers ranked seventh (57.1%). 
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Moreover, students who were not anticipating a career in marketing identified their 

reasons for not taking marketing courses as follows: 

• no time in schedule (46.3%,
 

• other career plans (44.7%),
 

• not interested in marketing education (44%), 

• not aware of the program (12.3%), and 

• other reasons (9.5%). 

From this group of students, 2.4% students said that counselors advised against it, and that 

2.3% students said that teachers advised against it. 

The last study reviewed was by Robarge (1998) who also completed a student 

recruitment study in marketing education. Surveys were sent to a select group of Wisconsin 

marketing students in which 1,029 surveys were returned. The mean results from this research 

showed that the top five reasons for students taking marketing courses were the following: 

• the reputation of the class (4.2), 

• the friendliness of the teacher (4.1), 

• career preparation (4.0), 

• the subject sounded interesting (4.0), and 

• fits into career plan (3.9). 

This study (Robarge, 1998) also showed that the top "influencers" for taking marketing 

education were the following: 

• reputation ofclass as being easy (3.3), 

• access to DECA (3.3), 

• advice of friends (2.8), 
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• reputation ofclass as being challenging (2.8), and 

• availability of electives (2.7). 

Guidance counselors had the least influence on students enrolling in marketing courses 

ranking at #10. 

Strategies to Recruit Students 

The recruiting strategies that Hosler, Jacobson, & James; Clodfelter; Malott; and Robarge 

identified to enroll more marketing students seem to have common themes and influencers 

involved. 

In the article Hosler, et al. (2003) wrote, survey results showed that the best way to 

recruit students was first through business and marketing students, second through guidance 

counselors, and third through other business teachers. The study also acknowledged that middle 

school level courses, exploratory classes, presentations, and eighth grade orientations aided in 

the recruitment process. While recruiting students within the same department, brochures and 

flyers, word-of-mouth, and special activities (that included guidance counselors) were effective 

recruiting measures at the high school level. Therefore, Hosler et al. recommended that business 

and marketing teachers use professional resources and work together to organize and employ a 

marketing plan. Furthermore, middle school courses, students, and a variety of groups should be 

used as additional resources to recruit students at the secondary level. 

In Clodfelter's (1985) research, he concluded that "more positive attitudes about such 

courses should lead to increased student enrollments which would result in better meeting labor 

market demand for trained workers in marketing" (p. 31). Malott's (1987) recommended that 

providing more career exploration opportunities for students at the high school level and 

continuously promoting marketing education program would help in the recruitment process. 
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Robarge's recommendations were found to be similar to research results (1998). The first 

recommendation that she made was to sustain the general recruitment strategy to the general 

student population by having marketing teachers keep up-to-date with their professional 

development and increase their relationship with students so that a positive learning environment 

was present. The second recommendation was to involve guidance counselors more by educating 

them about marketing education. The third recommendation was to promote marketing education 

and the benefits derived from its curriculum to the parents and students of middle school and 

underclassmen at the high school. The fourth recommendation was to include more career 

guidance into the marketing curriculum, and the last recommendation was to align student co-op 

positions more with their career interests and or objectives 

The remaining portion of this paper will describe the methodology used in the study, 

identify the results, and then draw some conclusions from the study. 
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Chapter III: Methodology 

The enrollment in the marketing program has decreased over the years. Thus, it is vital to 

the marketing program to determine the cause of this problem and to make a plan that will 

reverse this situation. If the cause is not determined and a proactive plan is not put in place, the 

marketing program will cease to exist at Merrill High School. The subject selection and 

description, instrumentation, data collection procedures, data analysis, limitations, and summary 

will be addressed in the following paragraphs. 

Subject Selection and Description 

A sampling ofMerrill High School students were selected to participate voluntarily in the 

Marketing Education Survey. These students were enrolled in a variety of classes that the 

majority of the juniors and seniors took during their high school career. This sampling was a 

representative sample of the study body who had the opportunity to enroll in all of the marketing 

courses that are offered at the high school but mayor may not have taken any marketing courses. 

The Merrill High School guidance counselors recommended the following classes: Honors 

Literature, Honors Literature 2, Advanced Placement Literature Composition, American 

Government, Wisconsin History, American Literature 1, and American Literature 2. 

The guidance department secretary then generated a mailing list of the students' parents 

who were enrolled in the selected social studies or English classes. Using this list, a mailing was 

put together that consisted of a cover letter, a parental consent form, and a postage paid 

envelope. (The consent form was modified from the one that Zimmerman (2004) created.) The 

cover letter explained the purpose of the survey and requested that the parents allow their 

children to participate voluntarily in the survey. If the parents signed the forms, the parents were 

asked to mail the consent forms back to the researcher in an enclosed postage-paid envelope. At 
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this point, the parents' involvement with the research ended. The researcher then compiled a list 

of students who were eligible to complete the survey and then gave the list to the teachers who 

administered the survey. 

There were 628 students enrolled in these classes; however, many of these students were 

enrolled in more than one of the classes identified in the previous paragraph. After sifting 

through the duplicate names, there were 411 names remaining. 

Instrumentation 

After reviewing another survey (Malott, 2007), the survey that was created by the 

researcher for this particular study. Due to time and personnel, a written survey was used to 

gather the information. This procedure was expected to result in a 90% response rate +/-10% that 

would allow the researcher to gather the data quickly and efficiently. The survey consisted of 

15 questions that would satisfy the purpose of the study. The survey was designed to take a 

maximum of 10 minutes +/- to complete. The questions were multiple choice that sometimes 

included an open-ended option. 

Data Collection Procedures 

A IS-question survey was administered by five Merrill High School teachers. The 

teachers were given a list of students who were eligible to take the survey, directions for 

administering the survey, and an envelope for the completed surveys. When the survey was 

given to the class, the administering teacher was to tell the students about the purpose of the 

survey and then to ask any students who were of age if they would be willing to sign a consent 

form and take the survey. After this was announced, the teachers gave the students the consent 

forms if applicable and the surveys to complete. As the students completed the surveys, the 

students placed the surveys in the provided envelope. The administering teacher then sealed the 
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envelope and returned it to the researcher. Once the students completed the survey, their 

involvement in the research ended. 

The envelopes were then gathered, and the data was analyzed. The research was not 

distributed in any further detail, and only the results were shown as part of the research. During 

this time, the completed surveys were kept in a locked cabinet until data was inputted into the 

Excel spreadsheet, and after the data was analyzed, the surveys were burnt. 

Data Analysis 

Once the surveys were completed, the researcher entered the results into an Excel 

spreadsheet and then forwarded the results to the University of Wisconsin-Stout Research and 

Statistical Consultant. As indicated by the Research and Statistical Consultant C. Ness (personal 

communication, July 9, 2007), the spreadsheet was edited "to eliminate headings, extra 'sheets,' 

and other extraneous information, and to standardize variable names. Ness used The Statistical 

Program for Social Sciences, Version 14.0 to analyze the data. Frequencies and cross tabs were 

used to show that the results are reliable. 

The totals were analyzed based upon the questions that are being asked in the statement 

of the problem. 

Limitations 

The first limitation of this study was the sample. According to the Merrill High School 

guidance secretary, there were 1,128 students enrolled at Merrill High School (Ourada, 2007b). 

Furthermore, even though 97 parental consent forms were returns, there were only 81 surveys 

completed, which represents less than 10% of the population. Furthermore, the sampling 

consisted of students only enrolled in select classes (English and Science) that were usually only 

juniors or seniors. 
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The second limitation may have been that the students felt uncomfortable in providing 

the information and may not have answered the questions honestly. However, since this 

information was not high risk, this was probably highly unlikely. 

In addition, some students may not have read the questions thoroughly before answering 

them. Thus, some of the questions were answered when they were supposed to have been 

skipped. 

The remaining portion ofthis paper will identify the results and then drew some 

conclusions from the study. 
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Chapter IV: Results 

Introduction 

This research was an analysis of why students were not taking marketing classes and a 

study that was designed to evaluate why students were or were not taking marketing classes. 

Four hundred eleven (411) students from Merrill High School who were selected to participate in 

this study. The sample consisted of mostly juniors and seniors, male and females at Merrill High 

School. 

During the data gathering process, the researcher made three separate attempts to obtain 

an increased number of consent forms. The first two attempts consisted of a mailing that 

contained a cover letter, consent form, and a postage-paid envelope. The third attempt consisted 

of determining the age of the participants in the target classes. Then the 18 year olds who had not 

returned consent forms were given the opportunity to sign them before taking the survey in class. 

After these three attempts were made, there were only 97 consent forms received. 

However, after the survey was completed in the classrooms, the researcher received only 62 

completed surveys. In spite of the date that the survey was to be completed by, over the next two 

weeks, additional completed surveys were returned to the researcher. The fmal number of 

completed surveys was 81 giving a 19.7 return rate. 

The survey consisted of 15 questions that focused around the research questions. These 

questions are as follows: 

1.	 How many graduates are pursing a career or job in marketing? Corresponding Survey 

Question 5 (A). 

a.	 Of these, how many of completed a marketing course in high school? 

Corresponding Survey Questions 7 (A-B-C) and Question 8 (A-B-C). 
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b.	 Of those that did not take a marketing course in high school, what were their 

reasons for not enrolling? Corresponding Survey Question 7 (A), Question 8 (A), 

and Question 14 (A-B-C-D-E-F-G-H-I-J-K-L-M). 

2.	 Why were there not more students taking the marketing courses? Corresponding 

Question 14 (A-B-C-D-E-F-G-H-I-J-K). 

3.	 What are the barriers for students enrolling or not enrolling in Marketing? 

Corresponding Question 14 (A-B-C-D-E-F-G-H-I-J-K). 

4.	 Why did the students enrolled in the Marketing program, take these classes? 

Corresponding Question 7 (A-B-C), Question 8 (A-B-C), and 11 (A-B-C-D-E-F-G

H). 

Item Analysis 

SurveyQuestion #1. The first question focused on the demographics by asking how old 

the participants were. One (1.2%) was 14 years old, 2 (2.5%) were 15 years old, 8 (9.9%) were 

16 years old, 17 (21%) were 17 years old, 52 (64.2%) were 18 years told, and 1 (1.2) was 19 

years old or older. 

Survey Question #2. The second research question also focused on the demographics of 

the students and asked the gender of the participant. There were 39 females (48.1%) and 

42 males (51.95). 

Survey Question #3. The third survey question focused on demographics as well asking 

the grade level of the participants. Since most ofthe participants could take the survey without 

parental consent, the majority of the participants were seniors. There were 3 (3.7%) in ninth 

grade, 1 (1.2%) in tenth grade, 25 (30.9%) in eleventh grade, and 52 (64.2%) in twelfth grade. 
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Survey Question #4. Participants were asked if they planned to attend college 

immediately after high school. Sixty-seven (82.7%) responded positively, ten (12.3%) responded 

negatively, and four (4.9%) did not know. This is the first question that allows the students to be 

grouped into different categories other than by demographics. 

Survey Question #5. The fifth question asked the participants what their major would be 

if they attended college. If there was more than one major, the participants were to check all of 

the possibilities. The results are shown in Table 5. 

Table 5 

College Majors Students Would Pursue if Attending College 

Major Response Percent 

Business/marketing 

Computers 

Education 

English 

Law enforcement 

Math 

Psychology 

Science 

Social Studies 

Don't know 

Other 

8 11.9 

4 6.0 

7 lOA 

4 6.0 

4 6.0 

4 6.0 

8 11.9 

5 7.5 

11 l6A 

31 46.3 
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Table 6 shows the other majors that students were planning to purse after high school. 

Table 6 

Other College Majors Not Listed on Survey 

Major Response Percent 

Animal science 

Architecture 

Automotive 

Biologist 

Biotogy 

Biology pre-med 

Construction management 

Digital medic 

Doctor 

EMT/paramedic 

Engineering 

English 

Graphics designgame programming 

Health field 

Health/nursing 

Internationalstudies 

Medical transcription 

Nursing 

Physical therapy 

Political science 

Political sciencew/pre-med 

Pre-Dentistry 

Software Engineering 

Undecided 

Undecided,I'm not dumb 

2 

3 

3 

2 

2 

1.2 

2.5 

1.2 

1.2 

3.7 

1.2 

I.2 

1.2 

1.2 

1.2 

3.7 

1.2 

1.2 

2.5 

1.2 

1.2 

1.2 

2.5 

1.2 

1.2 

1.2 

I.2 

1.2 

1.2 

1.2 
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Survey Question #6. The sixth question asked the participant what their plans were after 

high school if they were not attending college. Seven (46.7%) participants indicated that they 

were going to begin work, six (40.0) indicated that they were going to join the military, and 

two (13.3%) indicated that they were going to either do auto body/custom vehicle work or to 

work full time. 

Survey Question #7. The seventh question asked the participants identify which 

Marketing courses had they already taken in high school. They were to place a checkmark by all 

of the courses that they had taken. Nineteen (23.5%) had taken Introduction to Business, 

6 (7.4%) had taken Marketing, and I (1.2%) had taken Marketing Coop as can be seen in 

Table 7. 

Table 7
 

Marketing Classes Already Taken
 

Class Response Percent 

Introduction to Business 

Marketing 

Marketing Coop 

None 

19 23.5 

6 7.4 

1 1.2 

62 76.5 

Survey Question #8. The eighth question asked participants which courses they were 

presently taking and to check all that applied. Five (6.2%) were taking Introduction to Business, 

2 (2.5%) were taking Marketing, and 4 (4.9%) were taken Marketing Coop. The results are 

shown in Table 8. 
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Table 8 

Marketing Classes Presently Taking 

Class Response Percent 

Introduction to Business 

Marketing 

Marketing Coop 

None 

5 6.2 

2 2.5 

4 4.9 

70 86.4 

Research Survey Question #9. The ninth question asked the participants how they overall 

felt about the Marketing courses that they had taken. The participants were directed to check 

only one option. From the 39 people who had indicated that they had taken a Marketing course, 5 

(12.8%) were very satisfied, 9 (23.1 %) were satisfied, 22 (56.4%) were neutral, 1 (2.6%) was 

unsatisfied, and 2 (5.1 %) were very dissatisfied. The results are shown in Table 9. 

Table 9 

Marketing Students' Attitude about Marketing Education Courses Taken 

Class Response Percent 

Very satisfied 5 12.8 

Satisfied 9 23.1 

Neutral 22 56.4 

Unsatisfied 1 2.6 

Very dissatisfied 2 5.1 

Survey Question #10. The tenth question asked the participants which Marketing courses 

they planned on taking and to check all that applied. Seven (8.6%) were planning to take 

Introduction to Business, 2 (2.5%) were planning on taking Marketing lA, I (1.2%) were 
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planning on taking Marketing IB, and 6 (7.4%) were planning to take Marketing Internship. The 

results are shown in Table 10. 

Table 10 

Marketing Education Classes Planning on Taking 

Class Response Percent 

Introduction to Business 7 8.6 

Marketing 2 2.5 

Marketing Coop I 1.2 

None 67 82.7 

Survey Question # /1. In the eleventh question, participants were asked why they took or 

planned to take Marketing courses and were instructed to check all that applied. Table 11 shows 

the responses on why they took Marketing courses. 

Table 11 

Influences on Student Enrollment in Marketing Courses 

Influence Response Percent 

Personal interest 

Guidance counselor 

Parents 

Curiosity 

Teacher(s) 

Course description guide 

Friend taking the course 

Friends or relatives who took a marketing course 

Other 

18 22.2 

2 2.5 

9 ILl 

7 8.6 

6 7.4 

4 4.9 

4 4.9 

21 25.9 
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There were more "Other" influences that the ones that were identified in Table 11. 

Table 12 identified the other influences. 

Table 12 

Other Influences on Student Enrollment in Marketing Courses 

Influence Response Percent 

College 

Didn't take 

Education trends in future plans 

Mixup 

Needed marketing 

To gain knowledge 

Wanted to work in school store 

No comment 

1 

12 

1 

1 

1 

1 

3 

1.2 

14.7 

1.2 

1.2 

1.2 

1.2 

1.2 

3.7 

Survey Question #12. The twelfth question asked the participants if they knew what 

DECA was. Sixty (74.1%) said that they knew what DECA was, and 21 (25.9%) said that they 

did not know what DECA was. 

Survey Question #J3. If students knew what DECA was, they were asked to identify how 

they obtained this information. The results are shown in Table 13. 
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Table 13 

Sources for Providing Knowledge ofDECA 

Source Response Percent 

Friends 33 55.0 

Classes 13 21.7 

Teachers 26 43.3 

Announcements 20 33.3 

Other 8 13.3 

Brother 1 1.2 

Brother was in it so was sister 1 1.2 

DECA officer 1 1.2 

Mom 1 1.2 

Poster 1 1.2 

School 1 1.2 

No comment 2 2.5 

Survey Question #14. In the fourteenth question, participants were asked to identify all of 

the barriers that prevented them from taking Marketing courses. The barriers are identified in 

Table 14. 
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Table 14 

Student Barriers in Taking Marketing Courses 

Barrier Response Percent 

Heard it was a bad course 

No time in class schedule 

Parents said not to take it 

No aware of the program 

Influence from my peers 

Other career plans 

None 

Counselor(s) advised against it 

Teacher(s) advised against it 

Heard the teacher was not any good 

Herd the teacher was "tough" 

Teacher(s) advised against it 

Other 

Busy schedule-work-sports-school-sleep 

Didn't know existed until 1 had my senior schedule 

Don't want to 

1 didn't want to 

Introduction to business way hard 

More focused on/interested economics (micro/macro) 

No interest 

Not interested 

Not interesting 

Not want I wanted to do 

Out of school 

Under the impression that it only helped you if you want to run a small business 

No comment 

3 

26 

7 

27 

25 

3 

15 

2 

2 

3.7 

32.1 

8.8 

1.2 

33.3 

30.9 

3.7 

18.5 

1.2 

1.2 

1.2 

1.2 

1.2 

1.2 

1.2 

2.5 

1.2 

1.2 

1.2 

1.2 

2.5 
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Survey Question #15. The last question asked the participants what to select all of the 

topic areas they thought Marketing IA and Marketing IB covered. Table 15 provides the 

breakdown of the results. 

Table 15 

Participants Views on Areas Marketing Includes 

Topic Areas 

Selling 

Financing 

Pricing 

Promotion 

Product/service management 

Distribution 

Marketing information management 

All of the above 

Response Percent 

6 7.4 

8 9.9 

5 6.2 

4 5.0 

4 4.9 

5 6.2 

6 7.4 

65 80.2 

Other Major Findings 

When determining how many students were pursing a career in marketing, eight (11.9%) 

students who were pursing a business or marketing major at college. Of these eight (11.9%) 

students, six (35.3%) students had a marketing course, and two (4.0%) had not. The results are 

shown in Table 16. 
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Table 16 

Students Pursuing a Career in Marketing 

Students Response Percent 

Taken a marketing class 6 35.3 

Not taken a marketing class 2 4.0 

The top five barriers that marketing students had in taking marketing courses were none 

(47.6%), not time in class schedule (23.8%), other (19.0%), other career plans (19.0%) and not 

aware ofprogram (9.5%) and heard the teacher was tough (9.5%). The top five barriers for 

students that were not marketing were other career plans (38.3%) no time in class schedule 

(35.0%), none (25.0%), other (18.3%), and not aware of the program (8.5%). The remaining 

barrier statistics are shown in Table 17. 
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Table 17 

Reasons MHS Students Did Not Take Marketing Courses 

Enrolled in ME Not Enrolled in ME 

Reason Response Percent Response Percent 

Heard it was a bad course 

No time in class schedule 

Parent said not to take it 

Not aware of the program 

Influence from my peers 

Other career plans 

None 

Counse1or(s) advised against it 

Teacher(s) advised against it 

Heard the teacher was not any good 

Heard the teacher was ''tough'' 

Teacher(s) advised against it 

Other 

o 

5 

2 

o 

4 

10 

2 

4 

0.0 

23.8 

9.5 

0.0 

19.0 

47.6 

9.5 

19.0 

3 

21 

5 

1 

23 

15 

1 

11 

5 

35.0 

8.5 

1.7 

38.3 

25.0 

1.7 

18.3 

The top five reasons why enrolled marketing education students took marketing classes 

are the following: personal interest (71.4%), curiosity (23.8%), course description guide (23.8%), 

teacher(s) (14.3%), parents (9.5%), and friend taking the course (9.5%). The top five reasons 

why students were planning to take a marketing course were the following: curiosity (6.7%), 

teacher(s) (6.7%), personal interest (5.0%), and friends or relatives who took a marketing course 

(5.0%). More details on the motivations of students taking marketing courses are found in 

Table 18. 
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Table 18 

Reasons MHS Students Took or Are Planning to Take Marketing Courses 

Enrolled in ME Not Enrolled in ME 

Reason Response Percent Response Percent 

Personal Interest 15 71.4 3 5.0 

Guidance counselor 

Parents 2 9.5 0 0 

Curiosity 5 23.8 4 6.7 

Teacher(s) 3 14.3 4 6.7 

Course description guide 5 23.8 1 1.7 

Friend taking the course 2 9.5 2 3.3 

Friends or relatives who took a marketing course 4.8 3 5.0 

This ends the presentation of the results of the study. Chapter V will finish overall 

presentation with the summary, limitations, conclusions, and recommendations. 
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Chapter V: Discussion 

This chapter will provide a brief outline of the research findings. The limitations, 

analysis, and conclusion will be in discussion. Furthermore, additional research study 

recommendations will be made. 

Summary 

The purpose of this study was to determine why more students were not enrolling in the 

Marketing classes. In addition, the study was to determine whether students realized the skills 

and knowledge that they would obtain through the Marketing classes. By determining these 

factors, the Marketing program would be able to hone in on the promotional tactics for recruiting 

students. This research attempted to answer the following questions: 

1.	 How many graduates were pursing a career or job in Marketing? 

a.	 Of these, how many of them completed a marketing course in high school? 

b.	 Of those that did not take a marketing course in high school, what was their 

reason for not enrolling? 

2.	 Why were there not more students taking the marketing courses? 

3.	 What were the barriers for students enrolling or not enrolling in Marketing? 

4.	 Why did the students enrolled in the Marketing program, take these classes? 

The survey results showed that eight (11.9%) students who were pursing a business or 

marketing major at college and of these eight (11.9%) students, six (35.3%) students had a 

marketing course, and two (4.0%) had not. 

Furthermore, the results showed that the top five barriers that marketing students had in 

taking marketing courses were none (47.6%), not time in class schedule (23.8%), other (19.0%), 

other career plans (19.0%) and not aware ofprogram (9.5%) and heard the teacher was tough 
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(9.5%). The top five barriers for students that were not marketing were other career plans 

(38.3%) no time in class schedule (35.0%), none (25.0%), other (18.3%), and not aware of the 

program (8.5%). 

However, the top five reasons why enrolled marketing education students took marketing 

classes are the following: personal interest (71.4%), curiosity (23.8%), course description guide 

(23.8%), teacher(s) (14.3%), parents (9.5%), and friend taking the course (9.5%). The top five 

reasons why students were planning to take a marketing course were the following: curiosity 

(6.7%), teacher(s) (6.7%), personal interest (5.0%), and friends or relatives who took a marketing 

course (5.0%). 

Limitations 

The hypothesized limitations of this study included the sample size and the truthfulness 

of the answers. These continued to be limitations of the study as it proceeded. Since there was 

less than 10% of the population who took the survey, it was very difficult to form any true 

generalization based upon the results of the sampling alone. In addition, besides the possibility of 

students not feeling comforting in providing the information, the researcher had been told by 

some of the participants that they had completed the survey in an inaccurate manner to be funny. 

Another reason that the answers may not have been accurate is that the survey may have 

been completed too quickly and the questions and direction were not fully understood. This was 

viewed as a possibility because ofconflicting responses. For example, there were students who 

said that they did not plan to attend college immediately after high school (Question 4), but then 

answered what their major would be (Question 5). This occurred again with Question 4. Students 

who said that did plan to go to college also answered Question 6 when the directions told them to 

skip Question 6. Similar errors existed at other points in the survey results as well. 
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Conclusions 

Although only 81 out of 1,128 students at Merrill High School took the survey, the 

results seemed to share some of the same commonalities as the other research that was 

completed earlier. Yet, unknown initially by the researcher, some of the results from Merrill 

High School were bias based upon the type of classes that were surveyed. For example, 82.7% of 

the students indicated that they were planning to attend college; however, previous statistics are 

not that high in Merrill and the general population of the seniors who took the survey were in 

college preparatory classes. 

However, a finding that could possibly be generalized is the one regarding not having 

time in the class schedule to take marketing. Based upon previous marketing enrollment, 

scheduling could be a factor in the decreased marketing enrollment since the class periods did 

decrease from an eight-period day to a seven period day. Still based on researcher observations 

during the school day, there are numerous students who have study halls(s) throughout the day. 

In further comparing the results from the research completed at Merrill to the other 

studies that were reviewed, there were some commonalities in the top five influencers. The 

survey results from the researcher and Malott (1987) showed that the course description book 

had an influence on students taking marketing education classes. Malott (1987) and Robarge 

(1998) both indicated that friends had a top five influence on marketing enrollment. The results 

from Clodfelter (1985) and the researcher from Merrill both showed that personal interest was a 

top five influencer. Yet a stronger commonality was shown by the role of guidance counselors; 

guidance counselor were not strong influences in the recruitment process for marketing 

education except in the survey results of Hosler et al (2003). 
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The top five barriers, on the other hand, that were identified in the research included had 

more commonalities with the research done at Merrill High School: other career plans, no time, 

no interest (Hosler et al., 2003) (Malott, 1987). 

Another conclusion is that some of the item analysis was not definite due to the 

questionability of the questions that were used. The initial data that was returned was analyzed 

against the wrong survey producing inaccurate results. Furthermore, some of the analysis of the 

second survey did not contain all of the questions that were needed to produce the correct results. 

More time should have been spent in analyzing the data. 

Recommendations 

Further research needs to be completed at Merrill High School in regards to marketing 

student recruitment. Because of the sampling limitations, anther study should be completed to 

determine why students are taking marketing courses and why they are not taking marketing 

courses. The survey should be given to all students and the instrument used should be more 

reflective of the surveys that have been completed in previous research so that the options are 

aligned better. 

At the same time, additional research should be completed on the impact of other school

to-career program on marketing education and if or why students are allowed to be participate in 

work release programs that are not associated with a related classroom experience. 

Another area for research could be based on why students are saying that scheduling 

affects their ability to enroll in marketing-is it because of a full class schedule, youth options, 

work, extracurricular activities, co-curricular activities, family obligations, etc. 
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Furthermore, more career counseling should be done at the Merrill High School both at 

the guidance department level and in the individual teacher classroom. Previously, an 

exploratory careers class was offered at Merrill, but was discontinued. 

In conclusion, the marketing teacher and the marketing program need to be more active 

in the recruiting process to ensure that everyone knows what marketing is, what DECA is, and 

what marketing careers are available. Just as important, promotion needs to be accomplished so 

that the students, parents, administrators, and community members realize that marketing 

education takes students into the 21st Century with the necessary skills. 
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Appendix A: Survey Instrumentation 

MARKETING EDUCATION SURVEY
 
Merrill High School, Merrill, Wisconsin
 

Contacts Attempted: Date 1 Time 

Survey # __________ Date 2 Time 

__________ Date 3 Date Time
 

PURPOSE
 
The purpose of the study is to determine why you did or did not participate in the marketing program. You are one
 
out of_ Merrill High School students selected to complete this 4-5 minute survey during the spring of the 2006

2007 school year. Therefore, your responses are valuable.
 

1. How old are you? 
a. __13 e. 17 
b. 14 f. 18 
c. 15 g. 19 or older 
d. 16 

2. What is your gender? 
a. female 
b. male 

3. What is your grade level? 
a. __ 9 (freshman) c. __11 (junior) 
b. __10 (sophomore) d. __12 (senior) 

4. Do you plan to attend college immediately after high school? 
a. __Yes (if yes, continue with Question 5 and skip Question 6) 
b. __No (ifno, skip to Question 6) 
c. __Don't know (skip to Question 7) 

5. If you do plan to attend college, what will your major be? (Please check allpossibilities.) 
a. __Business/Marketing g. __Psychology 
b. __Computers h. Science 
c. Education i. Social services 
d. __English j. Don't know 
e. Law enforcement k. Other 
f. Math 

6. If you do not plan to attend college immediately after high school, what do you plan on doing? 
a. __Begin Work 
b. __Join the military 
c. Other

If you are currently enrolled or have taken a marketing course, respond to all remaining questions on the 
reverse side. 

Ifyou are not currently enrolled or have never taken a marketing course, skip to Question 10. 
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7. What marketing courses have you already taken in high school? (Please check all that apply.) 
a. __None c. __Marketing Co-op v 
b. __Marketing d. Introduction to Business 

8. What marketing courses are you presently taking? (Please check all that apply.) 
a. __None c. __Marketing Co-op 
b. __Marketing d. __Introduction to Business 

9. Overall, how do you feel about the marketing courses that you have taken? (Please check one only.) 
a. __Very satisfied d. __Unsatisfied 
b. Satisfied e. __Very unsatisfied 
c. Neutral 

10. What marketing courses do you plan on taking? (Please check all that apply.) 
a. __Introduction to Business d. __Marketing Internship 
b. __Marketing IA e. none 
c. __Marketing IB 

11. Why did you take, or plan to take, these marketing courses? (Please check all that apply.) 
a. Personal Interest f. __Course description guide 
b. Guidance counselor g. __Friend taking the course 
c. Parents h. __Friends or relatives who took a marketing course 

I. Other _d. __Curiosity 
e. __Teacher(s) 

12. Do you know what DECA is? 
a. Yes 
b. __No (skip to Question 14) 

13. If you do know what DECA is, how did you learn about it? (please check all that apply.) 
a. __Friends d. Announcements 

e. Other _b. Classes 
c. Teachers 

14. What barriers are preventing you from taking marketing courses? (Please check all that apply.) 
a. Heard it was a bad course h. __Counselor(s) advised against it 
b. No time in class schedule i. __Teacher(s) advised against it 
c. Parents said not to take it j. __Heard the teacher was not any good 
d. __Not aware of the program k. __Heard the teacher was "tough" 
e. __Influence from my peers 1. __Teacher(s) advised against it 

m. Other _f. __Other career plans 
g. None 

15. Marketing IA and Marketing IB are courses that are offered at the high school to tenth, eleventh, and twelfth 
grade students. What topic areas do you think marketing covers? (Please check all that apply.) 
a. __Selling e. __Product/service management 
b. __Financing f. __Distribution 
c. __Pricing g. __Marketing information management 
d. Promotion h. __All of the above 

Thank you for your time! The information that you have provided will be helpful in 
determining the reasons whv students take marketing courses at Merrill Hieh School. 
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Appendix B: First Mailing Cover Letter 

May 7, 2007 

Dear Parent or Guardian: 

Your child has the opportunity to take part in a study that will determine the factors that are 
affecting the student enrollment in the marketing courses at Merrill High School. By providing 
this information, the Merrill High School Marketing Program will be able to make modifications 
that reflect the feedback that is provided. This should allow the program to grow, which will 
allow more students to obtain more training and preparation for careers in marketing. 

The research will involve surveying students at Merrill High School; it will be a I5-question 
survey. Most of these students will be minors; some of them may also be in the special education 
program. However, if students are in a special education program, this will not be identified in 
any manner. The students who are completing the survey will be students who are mainstreamed. 

The commitment in participating in this research is limited to completing the survey. No other 
types of participation will be required, and there is no payment or compensation given for 
completing the survey. Participation is voluntary. Students may choose not to participate without 
any adverse consequences to them. Should students choose to participate and later wish to 
withdraw from the study, they may discontinue their participation at that time without incurring 
adverse consequences. 

Student names will not be included on any documents, and I do not believe that students can be 
identified from any of this information. The enclosed consent form will not be kept with any of 
the other documents completed with this project. 

Please take advantage of this opportunity to provide input at Merrill High School by 
signing and returning the enclosed consent form; a self-addressed stamped envelope is 
enclosed for your convenience. Please return this form by Monday, May 14, 2007. If you have 
any questions or concerns, please do not hesitate to contact my research sponsor or me. (This 
information is provided on the consent form.) 

Sincerely, 

Carrie Pierschalla 
Merrill High School Marketing Teacher 

Enclosures 
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Appendix C: Second Mailing Cover Letter 

May 18,2007 

Dear Parent or Guardian: 

Your child has the opportunity to take part in a study that will determine the factors that are 
affecting the student enrollment in the marketing courses at Merrill High School. By providing 
this information, the Merrill High School Marketing Program will be able to make modifications 
that reflect the feedback that is provided. Your consent and your child's input are vital to this 
research. 

The research will involve surveying students at Merrill High School; it will be a I5-question 
survey. Most of these students will be minors; some of them may also be in the special education 
program. However, if students are in a special education program, this will not be identified in 
any manner. The students who are completing the survey will be students who are mainstreamed. 

The commitment in participating in this research is limited to completing the survey. No other 
types ofparticipation will be required, and there is no payment or compensation given for 
completing the survey. Participation is voluntary. Students may choose not to participate without 
any adverse consequences to them. Should students choose to participate and later wish to 
withdraw from the study, they may discontinue their participation at that time without incurring 
adverse consequences. 

Student names will not be included on any documents, and I do not believe that students can be 
identified from any of this information. The enclosed consent form will not be kept with any of 
the other documents completed with this project. 

Please take advantage of this opportunity to provide input at Merrill High School by 
siming and returning the enclosed consent form; a self-addressed stamped envelope is 
enclosed for your convenience. This survey will be completed in either their English or social 
studies class. Please return this form by Wednesday May 23,2007. If you have any questions or 
concerns, please do not hesitate to contact my research sponsor or me. (This information is 
provided on the consent form.) 

Sincerely, 

Carrie Pierschalla 
Merrill High School Marketing Teacher 

Enclosures 
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Appendix D: Consent Form 

Consent to Participate In UW-Stout Approved Research 

Title: Recruitment Issues in the Merrill High School Marketing Program 

Investigator: Research Sponsor: 
Carrie Pierschalla Carol Mooney 
Merrill High School 280B Tech Wing 
715-536-4594 x3115 715-232-1444 

Description: 
The purpose of this research is to determine the factors that are affecting the student enrollment 
in the marketing courses at Merrill High School. 

Risks and Benefits: 
The risk that may be involved includes providing feedback on why the student did or did not take 
a marketing course. Although the questions that are being asked are not high risk, the student 
may still feel uncomfortable in providing this information. 

By providing this information, the Merrill High School Marketing Program will be able to make 
modifications that reflect the feedback that is provided. This should allow the program to grow, 
which will allow more students to obtain more training and preparation for careers in marketing. 

Special Populations: 
The research will involve surveying students at Merrill High School. Most of these students will 
be minors; some of them may also be in the special education program. However, if students are 
in a special education program, this will not be identified in any manner. The students who are 
completing the survey will be students who are mainstreamed. 

Time Commitment and Payment: 
The commitment in participating in this research is limited to completing the survey. No other 
types of participation will be required, and there is no payment or compensation given for 
completing the survey. Participation is voluntary. 

Confidentiality: 
Student names will not be included on any documents, and we do not believe that students can be 
identified from any of this information. This informed consent will not be kept with any of the 
other documents completed with this project. 

Right to Withdraw: 
Student participation in this study is voluntary. Students may choose not to participate without 
any adverse consequences to them. Should students choose to participate and later wish to 
withdraw from the study, they may discontinue their participation at that time without incurring 
adverse consequences. 
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IRB Approval: 
This study has been reviewed and approved by The University of Wisconsin-Stout's Institutional 
Review Board (IRB). The IRB has determined that this study meets the ethical obligations 
required by federal law and University policies. If you have questions or concerns regarding this 
study, please contact the Investigator or Advisor. If you have any questions, concerns, or reports 
regarding your rights as a research subject, please contact the IRB Administrator. 

Investigator: IRB Administrator 
Carrie Pierschalla Sue Foxwell, Director, Research Services 
715-536-4594 x3115 152 Vocational Rehabilitation Bldg. 
carrie.pierschalla@maps.k12.wi.us UW-Stout 

Menomonie, WI 54751 
Advisor: 715-232-2477 
Carol Mooney foxwells@uwstout.edu 
715-232-14444 
mooneyc@uwstout.edu. 

Statement of Consent: 
By signing this consent form you agree to participate in the project entitled, "Recruitment Issues 
in the Merrill High School Marketing Program." 

Student Signature Date 

Parent or Guardian Signature Date 
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Appendix E: Memorandwn to Teachers 

MEMORANDUM 

TO: Jean Bowen 
Sarah Briggs-Milanowski 
Dawn Chier 
Gina Nocco Hanson 
Brad Potter 
Tom Tourtillott 
Kristin VanDer Geest 

FROM: Carrie Pierschalla 

DATE: May 24, 2007 

SUBJECT: SURVEYS FOR GRAD RESEARCH PAPER 

For the past couple ofweeks, I have been sending cover letters and consent forms to your 
students regarding this survey. As you may know, the response to these types of requests is 
generally low. This has been no exception. Therefore, I attached the necessary components 
when applicable: (l) a list of students who can take the survey, (2) the survey, and (3) the 
consent form. 

If students have a "yes" in the "Permission Slip" column next to their name, then they are able to 
complete the survey. However, ifthey have a "yes" in the "18 Years Old" column, they must 
sign the consent form before completing the survey. They students can put the signed consent 
form and the completed survey in the envelope at the same time. 

Once the students have completed the forms and surveys, they are to place them in the envelope. 
Please seal the envelopes, and I will pick them up at the end of the day. (As a side note, the data 
that will be gathered and analyzed for this research will not be distributed in any further detail. 
Only the results will be shown as part of the research.) 

Since I need to have at least 130 surveys completed, every one of these surveys is extremely 
important. I truly appreciate your help in this process; it should not take longer than 5-10 minutes 
of your classroom time. If you have any questions, please contact me at x3115 (Hour 1, 2, 4, 5, 
6, and 7) or at 3213 (Hour 3). 

Attachments 


