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ABSTRACT

The purpose of this study was to assest the extent to which the
Marketing Management program at the Northern Alberta Institute of
Technology (NAIT) is responding to the needs of employers. This assessment
was based on the results of a questionnaire which was distributed to employers
of graduates of the program. The perceptions of employers regarding the
importance of skills developed in the program and the competence of
graduates in performing those skills provided the basis for the assessment.

Responses were obtained from fifty-seven employers of students who
graduated from the Marketing Management program in either 1986, 1987, or
1988. A series of t-tests for non-independent samples was conducted to explore
differences between the means on importance and the means on perceived
competence. An additional t-test was conducted to consider the differences
between the competence of graduates on particular skills and their length of
service.  Chi-square tests were also conducted to identify contingencies
between the importance which employers place on a skill and the size of the
organization in which they work.

Results of analysis indicated that employers tend to place more
importance on general education skills, such as the ability to communicate
properly and to solve problems, than on technical skills related to such areas
as merchandising, economics and law. Data analysis also revealed that for
many skills rated by employers, the means on importance were higher than
the means on competence. Other findings of the study show that employers
tend to prefer graduates who have both general knowledge of a subject area,

as well as the ability to perform a variety of specific skills within that arca.



The findings of the study are generally consistent with those of studies
found in the literature with respect to employers' preferences for graduates
who are competent in general cducation skills.

Scveral conclusions may be drawn from the findings of the study. First,
while cmployers place varying degrees of importance on the skills which they
rated, they tend to consider gencral education skills to be more important than
tcchniﬂcal skills. Second, based on the levels of importance which employers
placc on skills developed in the Marketing Management program, it is
apparent that the focus of the program is relevant to the needs of employers.
In addition, it may be concluded from the findings that graduates of the
program have achieved acceptable levels of competence in their jobs. Finally,
although employers surveyed were not specifically asked to what extent they
were satisfied with the graduates whom they employ, an acceptable level of

satisfaction may be inferred from the findings of this study.
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CHAPTER 1
INTRODUCTION

Thc Northern Alberta Institute of Technology (NAIT) began its' twenty-
sixth academic year in August of 1988. During the years since 1962, the
Institute has developed a reputation for providing excellence in career
training.  According to the President of NAIT, "the Institute is committed to
keeping course content and instructional objectives relevant to needs
identified by employers" (NAIT Calendar, 1986, p. 2). At the program level,
there is a recognition that some of the forces which influence the external
community also have implications for NAIT's programs. In particular, there is
a demand by employers for skilled and highly productive employees. Along
with other programs, the Marketing Management prograrﬁ is challenged to
ensure that its curriculum relates to the needs of students by being responsive
to the needs of employers. A step toward meeting this challenge is conducting

research on the effectiveness of the current program.

Problem Statement

The purpose of the study which is the subject of this report was to
scarch for an answer the following question:

To what extent is the Marketing Management program at the

Northern Alberta Institute of Technology responding to the

nceds of employers?

The following specific questions relate to the major research question
and guided the development of the study:

1. To what extent do employers of recent Marketing Management

graduates consider vocational/technical marketing and business

skills to be important?



2. To what extent do employers of recent Marketing Management
graduates consider general education skills to be important?

3. What is the perception of employers regarding the degree to which
Marketing Management graduates possess the skills identified?

4. To what extent are there differences between the importance that
employers place on particular skills and the perceived compctence
of Marketing Management graduates in performing those skills?

5. What skills do employers think will be important in the future?

6. To what extent does the importance which employers plac'e on
particular skills depend on the size of the organization within which
they work?

7. To what extent are there differences in perceived competence
between Marketing Management graduates who have been employed
for less than one year and those graduates who have been employed
for one year or longer?

8. To what extent do employers prefer to hire Marketing Management
graduates with general knowledge versus graduates with the ability
to perform specific skills?

These questions served two purposes: (1) to determine the degree to
which the Marketing Management program is currently meeting the needs of
employers and, (2) to determine the extent to which employers anticipate
changes in their needs. The general design and methodology used was that of

a follow-up study of graduates of the program.



Background of the Study

At the time of the study, the Business Administration Department was
considered to be one of two major program areas in the Business and Applied
Ants Division at NAIT. This department offered five related two year programs:
Accounting, Administrative Management, Computer Systems, Finance and
Marketing Management.  Curriculum planning was done at the program level
with the involvement of the instructional staff and program Advisory
Committces, which consist of representatives of the business community.
Requests for curriculum changes required approval by the Curriculum
Committee which included program heads and the Associate Dean responsible
for programming.

Concern regarding reductions in funding for education by the Alberta
Government forced administrators at NAIT to seek means of increasing
productivity and encouraging accountability while maintaining the quality of
education in which the Institute prides itself. One such response was to
develop means for evaluating programs. These factors motivated the
researcher to address the preceding research questions which relate to efforts
by the Marketing Management program to be responsive to the needs of

employers in the community.

Significance of the Study

The results of this study have potential to be of both practical and
theoretical significance to several groups of educators including instructors
and administrators at NAIT, as well as those in other colleges and technical

institutes.
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The practical significance of the study relates to the degree to which
employers currently place importance on the types of skills which are being
developed in students in the Marketing Management program at NAIT. 1In
particular, information about the extent to which cmployers consider gencral
education skills to be important within their organizations relative to
technical skills is relevant to program planning. Furthermore, the extent to
which there are perceived differences between the importance of skills and
the competence of graduates serves as an indicator of program cffectiveness.
Research results will also identify the skills which employers anticipate will
be important in the future. Finally, the study was designed to detcrmine the
degree to which the importance of skills and the competence of graduates are
related to particular variables.

A review of the literature indicated that there have been a limited
number of follow-up studies whick focused on college and technical institute
graduates, and fewer still which focused on employer preferences regarding
particular types of skills. Consequently, this study had potential for adding to
the literature on general education and vocational programs in technical
institutes.

Results of the study also had potential for contributing to assessing the
applicability of a particular conceptual framework to cvaluating a
technical/vocational program. The methodology of the study and the design of
the instrument could also serve as the basis for conducting follow-up studies

in other program areas.



Conceptual Framework

Several of the factors which influence the extent to which the
Marketing Management program at NAIT is responding to the needs of
employers may be presented in a conceptual framework. This framework,
illustrated in Figure 1, may be useful in understanding the relationship
between the significant eclements.

Three major elements are thought to influence judgements about the
cffcctiveness of the Marketing Management program: environmental

conditions, employer expectations, and the characteristics of students.

PERSONAL
ATTRIBUTES
OF —
STUDENTS TECHNICAL ’
SK%LS
ENVIRONMENTAL CONTENT | COMPETENCE . PROGRAM _ |
2 CONDITIONS F—> OoF T~ &  — EFFECTIVENESS
PRoiRAM GRADUATES
GENERAL |
EDUCATION
EMPLOYER |
EXPECTATIONS

Figure 1. Factors Influencing Program Effectiveness

The external environments include the political/legal, societal,
technological and economic circumstances.  Although these environments are
largely uncontrollable, an organization should be responsive to them and
administrators should take them into account in decision making. In turn, the
internal environment, which encompasses the institutional philosophy, also
has considerable influence on decisions which may be made in various units

within the organization. In particular, this philosophy is likely to have some
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influence upon curriculum decisions madc at the program level. The degree to
which the Marketing Management program responds to these environmental
forces affects judgements about program cffectiveness.

Employer expectations are influenced by the external environments as
well. The organizations which employ graduates of the Marketing
Management program must respond to the same environmental trends which
face NAIT. The technological and economic environments, in particular, play
a significant role in determining employer expectations.

Both personal auributes of students and employer expectations have an
impact on content of the program. Employer expectations influence the skills
which will be emphasized in the program. Also, the personal attributes which
students bring to the program influence the degree to which technical skills
and general education skills will be emphasized. The experiences of students
in the program, together with their personal attributes, determine the
competence of graduates.

Although the Marketing Management programm does not have any
control over environmental trends, program effectiveness does have some
effect on the environment. In various indirect ways the cffectiveness of the
program, as reflected in the competence of graduates, influences
environmental conditions to a degree. The effectiveness of the program at a
particular point in time influences future ecmployer expectations and

characteristics of students attracted to the program.

Assumptions

A major assumption of the study is related to the effectiveness of the

Marketing Management program. Judgements about the effectiveness of the
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program were assumed to be influenced by both the expectations of employers
and their perceptions regarding the ability of the program to meet their
needs. The extent to which the program is meeting the needs of employers was
assumed to be indicated by the competence of graduates within the employers'
organizations and by the inclusion into the program of skills on which
employers place importance.  With respect to using the perceived competence
of graduates as a measure of employer satisfaction, it was assumed that the
graduates were able to appropriately apply the skills leamed in the program.

A further assumption was made rcgardiqg the ability of the employers
to offer their opinions on the importance of job skills and on the ability of
recent graduates to perform particular skills. Specifically, the assumption was
that individuals who are responsible for supervising graduates also
understand the position held by the graduate to an extent which enables them
to judge the relative importance of various skills.

These key assumptions guided the researcher in developing the study,
in designing the questionnaire, and in interpreting the data analysis. In

addition, they relate to the delimitations and limitations of the study.

Delimitations and Limitations

The major delimitation of the study was that survey instrument was
administered only to the supervisors of NAIT Marketing Management
graduates who completed the program in either 1986, 1987, or 1988.
Furthermore, the major focus of the study was on the knowledge and skills
associated with the two-year Marketing Management program. Due to the
breadth of course offerings within the program, and the necessity to limit the

length of the questionnaire, the skills which are developed in some courses
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were excluded from the study. However, the skills included were from a cross-
section of courses from both the first and second years of the program.

There are several limitations to the study. First, only employers of
recent Marketing Management graduates were surveyed. Prospective
employers who have either not had the opportunity or the inclination to hire
graduates were not included in the sample. Consequently, while the
perceptions of respondents have value for assessing the extent to which the
program is responding to the needs of employers,. a different perspective on
importance of skills might be provided by those who do not employ NAIT
graduates.

A second limitation relates to the possibility that the skills on which
graduates were assessed by employers may have been acquired or developed
somewhere other than in the Marketing Management program. This
possibility should be kept in mind when examining the findings on the
competence of the graduates with respect to skills developed in the program.

This study was also limited by the ability of respondents to reflect on the
past, to consider the present, and to anticipate the future. In some instances,
supervisors attempted to assess the compctence of a graduate who was no
longer employed in the organization. Questions might be raised about the
ability of the supervisors to assess the competence of graduates, such as
salespeople, who tend to perform their jobs independently. In addition, many
of the graduates were employed in entry-level positions. Consequently, their
supervisors, many of whom may be first level managers, may have limited
knowledge of the skills listed in the questionnaire.

Each of these factors should be recognized as possible shortcomings of

the study, and caution should be used in generalizing to other populations.



Definitions

Certain terms which have special meaning within the context this

study, are defined bclow.

Skills: are abilities which may be developed or acquired. They may be
divided into two groups: technical skills and general education skills.

Technical Skills: are those skills which are specific to marketing and
markecting-related jobs which require some degree of training in order for
employees 1o demonstrate competence as defined by employers. The ability to
conduct an effective sales presentation is an example of a technical skill.

Qe_nmj__ﬁ_dy_c_amn__s_k_u_lj are acquirable skills which are transferable,
rather than job specific, and therefore tend to relate to the development of the
whole person (Conrad, 1983). An example of a general education skill is the
ability to demonstrate initiative.

Marketing: is the process of planning and executing the conception,
pricing, promotion and distribution of products, as well as services and ideas,
in order to facilitate exchanges that satisfy the needs of consumers while
mecting organizational objectives (Cravens, Hills, and Woodruff, 1987).

ketin n : is the process of scanning the environment in
order to identify and analyze market opportunities. This activity is followed by
designing markctil;g strategies, and then effectively implementing and
controlling those strategies (Cravens, Hills, and Woodruff, 1987).

Envirgnments: are conditions external to an organization, largely
uncontroilable, potentially relevant to decision making, and changing and/or

constraining in nature.
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Organization of the Thesis

The thesis is presented in five chapters. The problem statement and
related research questions were identified in this first chapter. Included also
were the background to the study as well as discussions which relate to
purpose, significance, conceptual framework, delimitations, limitations and
the assumptions; Described therein, is the conceptual framework which
provided a focus for the research. The literature on follow-up studies, and on
issues in vocational education, is reviewed in Chapter II. Presented in Chapter
III is a description of the research methodology, including a discussion of the
procedures used for questionnaire development, as well as the nature of data
collection and analysis. The chapter closes with a summary of the
characteristics of NAIT graduates and employers. Chapter IV includes a
detailed presentation of the findings which were derived from an analysis of
the data. The final chapter summarizes the thesis and presents the

conclusions and recommendations of the study.



CHAPTER 11
REVIEW OF TEE LITERATURE

The literature relevant to the study is focused on three areas which
scrve as the basis 7.~ organizing this chapter. In the first section, issues
which relate to the changing context of vocational education and the
incrcased need for responsiveness by post-secondary institutions are
identified. The second section contains a review of the literature regarding
the nature of follow-up studies and ‘their role in facilitating institutional
responsiveness.  Finally, related follow-up studies conducted about graduates
of vocational-technical programs are reviewed. The chapter concludes with a

discussion about the need for further follow-up studies.

Issues Related to Vocational Education

A review of literature focus on some major issues related to vocational
cducation are presented under two main headings: changing context and

program content.

Changing Context

Changes in the environments surrounding education in the last fifteen
to twenty years have resulted in increased pressure on program planners to
ensure that vocational programs are meeting the needs of employers. Several
studies (Busha, 1978; Corey, et. al., 1983; and Crohn, 1983) have identified
significant environmental trends that have an impact on employers and the
specific needs for skilled employees which they are likely to have in the

future. Rapid advances in the technological environment have particularly

11
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significant Aimplications for employment and training. In recent years, there
has been a shift in economic activity towards the service sector, and the
"information revolution” has resulted in greater interdependence of the world
economy (Martin & Tolson, 1985, p. 5). On this point, the Science Council of
Canada (cited in Dennison & Gallagher, 1986 p. 136) recently issued sombre
warnings regarding the declining competitiveness of Canada's workforce.
Dennison & Gallagher (1986, p. 140) note that, in preparing for the "new
economic age,” Canada must reverse the earlier trend toward importing talent
rather than developing it domestically.

In tracking the history and development of adult and higher education
in Canada, Dennison and Gallagher (1986) note the influence of the
community on both governments and educational institutions. They describe
the positive economic climate and relatively generous government spending
in Canada during the 1960s which set the stage for tremendous growth in tﬁc
number and nature of institutions of higher education; additional support for
higher education was provided readily by the public during this period.
Institutions "developed specialized curricula which reflected both their
practical mandate and the vocational needs of their students and of industrial
society” (Dennison & Gallagher, 1986, p. 240). These authors go on the discuss
the impact of the economic downturn in Canada during the 1970s, which
contributed to public and private criticism of vocational education.  Critics
expressed their concern regarding high unemployment rates and what they
perceived to be the failure of educational institutions to properly prepare
individuals for gainful employment.

The following comments by Konrad and Small (1977) identify both some

specific issues and the broader context in which they are embedded:
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Today's era of falling enrollments, consolidation of resources,

fiscal restraint, the public's demand for accountability can be

seen to reflect global changes in manpower needs and college

population. . . . Unemployment of university and college

graduates has become the focus of attack on the institutions by
taxpayers, politicians, editorial writers and the graduates

themselves. (p. 7)

The issues and changing context have direct implications for planners
and administrators of vocational programs. Franchak and Spirer (1979)
explain:

As the importance of vocational training becomes more fully

recognized and as more tax dollars are being invested in

vocational education, precise and accurate information is being
demanded by those individuals  responsible for approving
program expenditures. . . . The evaluation of vocational education

is essential for its continuance and improvement. (p. 3)

As a consequence of Canada's economic downturn of the 1970s and 1980s
and the cnsuing period of fiscal restraint, the federal government has greatly
cmphasized accountability in educational programming. Evidence of this, as
well as of support for vocational education and career preparation, includes
the National Training Act of 1982 and its Canadian Occupational Projection
System (COPS) (Dennison & Gallagher, 1986, p. 86). The Act is intended to
clarify the role of the federal government with respect to financial assistance
that it might provide educational institutions in meeting the needs of industry
for skilled workers, whereas COPS identifies occupations for which industry is
experiencing an increasing demand. However, any assistance which may be
available to institutes of higher leamning carries with it a certain degree of
responsibility. Educational administrators are expected to ensure that
vocational programs are effectively addressing and meeting the needs of
employers.

In reflecting on the political and economic climate, Ottley (1973)

suggests that "the need for accurate and detailed evaluation of the curricula is
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heightened by the intensified demands on the part of the public for increased
accountability in eduéation" (p. 2). He states that information obtained
through follow-up studics may "be used by the institution to evaluate the
effectiveness of its curricula offerings” (Ottley, 1973, p. 2).> Konrad and Small
(1977) also suggest that "follow-up activity should promote a closer maich
between education and manpower needs" (p. 8).

Although therec is considerable evidence to confirm the trends
described above, what is less clear at this time are the implications of these
trends for the planning of vocational education. The literature shows
evidence of a diversity of opinion regarding the nature and content of

vocational education programs.

Program Content

Although issues about program content could be described in various
ways, a general theme relates to the relative importance of technical skills
versus general education. Advocates of the extreme positions might be
labelled as vocationalists and generalists respectively. Knierim (1976)
describes the two opposing points of view as follows:

vocationalists are highly critical of the liberal arts preparation

propounded by the generalists. . . . The generalists upbraid the

vocationalists for promoting mere ‘training' for work that may
quickly become obsolete rather than ‘education’ for a career with

a future. (p. 2)

One argument which favors the vocationalists' views is based on the
rationale that institutes of higher learning traditionally position themselves
to meet a specific need, or set of needs, within society. Some writers (Dennison
& Gallagher, 1986; Kaysen, 1976) believe that the primary role of colleges and

technical institutes is to train individuals for a profession. Related to this

view, is the belief that the option of enrolling in career training programs
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should be available to students. In addition, studies reported by Knierim (1976)
indicate that respondents from business and industry prefer to employ
graduates with a business major rather than a liberal arts major. Finally, a
social benefit is that vocational programs have contributed to increased
accessibility to higher ecducation (Knierim, 1976).

The views of the generalists are expressed in several ways. Although
Dennison and Gallagher (1986) support the role of colleges and technical
institutes in training individuals for a specific profession they, along with
Knierim (1976), also emphasize the importance of a general education, rather
than a narrow technical training, as preparation for lifelong leaming. They
state that "the heart of the curriculum of the future should be whatever will
sustain the individual in a world of unprecedented change and complexity"
(Dennison & Gallagher, 1986, p. 238). This is consistent with the view
expressed in a study reported by Knierim (1976) which suggests that, while a
high level of technical training ﬁay be necessary in a world facing rapid
technological change, it is not sufficient for the survival of vocational
graduates. On the contrary, the rate of change may accelerate the
obsolescence of skills acquired in a vocational program. Knierim (1976)
cmphasizes the need for a review of higher education in response to changing
environments.

Conrad (1983) presents a similar view which was expressed as long ago
as 1947, when the President's Commission on Higher Education in the United
States suggested that proper training entails a blending of general education
with vocational and technical courses. The Commission emphasized the
importance of social understanding in achieving technical competence.

Winter et al. (1981) conducted extensive research at liberal arts colleges
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and other postsecondary institutions. Results of their studies revealed that
students at liberal arts colleges scored significantly higher than their
counterparts at vocational and community colleges when tested on competence
in critical thinking, leadership capacity, and adaptability. They concluded
that the benefits of a liberal »arts education cannot be gained through other
training programs.

In an analysis of the trends which are having an impact on higher
education, Corey et al. (1983) identify two factors that uhave considerable
influence on college curricula planning.  First, there is increasing pressure
on individuals to recognize the need for lifelong learning. Second, rapid
advances in technology necessitate training and retraining for employees. In
addition, they voice concerm regarding the issue of preparation for specific
carcers versus the development of general skills.

In a study conducted in 1972, Orange found that employers emphasized
the importance of general skills and that they preferred business graduates
with a "well-rounded” education. The employers also considered college
training in English and literature invaluable for a future in business. They
expressed dissatisfaction with managerial employees who specialized before
achieving an appropriate level of general education.

Knold (1986), in a survey of the attitudes of Washington state employers
regarding postsecondary vocational education programs, found that most
respondents were generally satisfied with the career preparation provided by
community colleges and vocational-technical institutes. However, employers
also expressed the view that "without employability skills, [including positive
work habits, English language comprehension, basic math skills, and problem

solving skills], having a specific technical or vocational skill will be of
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minimal value within the work place” (Knold, 1986, p. 26).

During a survey of Northwestern United States business executives,
Crohn (1983) found that "providing students with a basic core curriculum
cmphasizing an interdisciplinary approach appeared to be the most
appropriate and feasible way of meecting the future demands of employers."

An cmployer needs assessment study conducted by Busha (1978),
rcvealed that many respondents exprcssed general satisfaction with the job
performance of technical college gradvuates. However, they also stated a need
for graduates who show pride in workmanship and quality control.

In contrast to the results of the studies already discussed, employers
surveyed in Virginia suggested that the skills rcguired by employers are
becoming more technical, occupations are becoming more specialized, and
employers are placing greater emphasis on client and customer relations
(Martin and Tolson, 1985, p. 5).

The Illinois State Hoard of Education (1986) emphasizes the importance

of both technical and general skills. Their publication entitled Business,

Mrk i

identifies technical and employability skills which are thought to Ue relevant
for various occupations. Technical skills considered to be relevant to
marketing positions include various sales, promotions and merchandising
skills. Employability, or general, skills identified include particular
communication and problem solving skills.

In general, there is considerable diversity of opinion regarding the
way in which postsecondary institutions should be responding to the
changing needs of employers within the framework of dynamic

environmental forces. However, it is clear that the impact of environmental
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forces, particularly the pressure of public opinion regarding the role and
performance of educational institutions, necessitates that educational
planners be responsive to the needs of the community, employers and
students. While employers surveyed tend to express general satisfaction with a
variety of vocational education programs, many place a priority on general or
employability skills.  Consequently, the literature tends to reveal increased
demand by employers for greater emphasis on the development of general,
non-technical skills in vocational education programs. Further rescarch,
particularly follow-up studies, may be useful in addressing program issues of
this nature and for assessing the responsiveness of educational institutions to

the changing context.

- Nature of Follow-up Studies

In the last ten to fifteen years, considerable emphasis has been placed
on follow-up studies conducted by educational institutions and relaied
agencies. A review of the literature reveals that, up until recently, follow-up
studies tended to be overlooked by educational administrators and program
planners as a means of gathering information for decision making purposes.
Presented in this section is an explanation of the relationship of follow-up
studies to evaluation, including some definitions of follow-up studies. A
discussion of the rationale for conducting such studies is followed by a brief

description of the types of studies which have been conducted.

Follow- Studi | Evaluati
Evaluation is described by Stufflebeam (1970) as "the process of

delineating, obtaining, and providing useful information for judging decision
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altematives" (p. 129). Further to this, Clarke, Konrad, Ottley, and Ramer (1973)

indicate that
the ultimate aim of evaluation in education is the improvement of
learning, and thus change is always implied by the concept of
cvaluation. . . . Evaluation involves creative ways of devising and
implementing means for reacting to and integrating . . . internal
and extemal forces. (p. 8)
Follow-up studies are one aspect or one approach to program evaluation. Some
definitions of follow-up studies are rather generic, while others place them
within the context of particular student groups.
Franchak and Spirer (1979) describe a follow-up study as a
subsystem of a comprehensive evaluation system perceived as
having methods and techniques for assessing the outcomes of a
vocational education program. Like all other evaluation
techniques, follow-up studies are designed to gather and provide
useful information for decision-making. (p. 3)
Although these authors provide a worthwhile description of follow-up studies
of vocational education programs, such studies are not restricted to this sphere
of education. Clarke et al. (1973) concur with the preceding description of
follow-up studies and indicate that such studies "are simply a particular subset
of methodologies within the broader domain of educational evaluation” (p. 2).
In addition, they cite Deem (1969), who describes follow-up studies more
specifically by indicating that they are those studies which are "directed
toward obtaining data, information, or opinions about or from former
students" (p. 2).
Sharp and Krasnegor (1966) provide a generic definition when they
state that "follow-up studies involve research designs which require a contact
with individuals who have shared an experience in the past and whom the

researcher desires to study or restudy” (p. 1). According to Clarke et al. (1973),

follow-up studies have been defined as the subset of evaluation
studies which employ data provided by students at various stages
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in their educational careers. Follow-up studies are not a clearly
bounded subset, but rather a highly integrated part of a dynamic
system of evaluation. (p. 29)

In general, follow-up studies may be viewed as a particular means of education
evaluation involving the collection of information rcgarding former students.
Within the context of these definitions, the rationale for conducting follow-up

studies may be cxamined with respect to their value to planners of vocational

education programs.

Rationale for Conducting Follow-up_Studi

A review of the literature reveals that a variety of reasons are offered to
justify the use of follow-up studies in relation to vocational education
programs. However, regardless of the seeming diversity of arguments
presented, the ratioxfale for conducting follow-up studies may be reduced to
one major factor: the need for vocational education programs and institutions
to be responsive to the commqnity. to employers and to students. In
advocating a systems approach to conducting follow-up studies, Clarke et al.
(1973) cite Morphet (1971), who makes this point:

For too long the educational system has been viewed . . . as a self-
sufficient system . . . quite autonomous and independent of other

systems. . . . In reality, the cducational system _interacts with
other systems of which it is a part, for example, the community . .

. . What is implied is that a consideration of the needs of the total

environment of the educational system, both internal and

external, is vital in systematic planning in education. (p. 12)

The systems approach, such as that referred to above, has influenced
the work of researchers in recent years with respect to follow-up studies. As a
form of evaluation, follow-up studies are intended to provide vocational
program planners with information in order to respond to intcrnal and

external forces. This usually means responding to the needs of at least three

major groups: the community, whose needs are often voiced through the
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political environment; the employers in local industry; and the students,
including those who are considering entering the system and those who have
alrcady left the system.

Konrad and Small (1977) focus on the responsive role of institutions, by
suggesting that the data acquired in follow-up studies may be used "to assess
the rclevance of their program offerings to the needs of industry” (p. 8).
Evidence to support this view is provided by Palmer (1984) when he states that
"growing numbers of states require follow-up studies of community college
vocational students” (p. 2). He suggests that “"follow-up studies, then, are
central to the community college institutional research effort" (Palmer, 1984,
- p. 2). In a similar vein, Sharp and Krasnegor (1966) state that there is "not
enough information . . . available about the nature of optimal preparation for
the various types of jobs for which vocational students are trained" (p. 18).
They suggest that follow-up studies would be valuable in this regard.

In describing how the Kentucky Vocational Education Placement and
Follow-up System assists planners in justifying vocational program
expenditures, Scott and Chapman (1981) explain that "evidence must be
gathered to prove that the extra expenditure will result in preparing better
qualified cmployees that are demanded by the work community" (p. 1). Ramer
(1974) concluded from his study on Gas Technology graduates of the Northern
Alberta Institute of Technology that it is "important for the institution to know
how the employers view the training of graduates as judged by their
preparedness for employment in their fields" (p. 3). The implication is that
vocational programs should be responsive and should seek to meet the needs of
employers.

The recommendation is made in several follow-up studies (Mackie, 1981;
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Palmer, 1984; Simpson, 1986) that employers be surveyed in order to assess the
relevance of vocational programs to the needs of that group. The follow-up
study seems to be an appropriate vehicle for this research.

Clearly, the literature reflects an orientation towards the nceds of
employers as a primary rationale for conducting follow-up studies. Scholars
and other researchers alike emphasize the importance of the responsive role
of vocational programs within the dynamic environment in which they
operate.

The rationale for conducting follow-up studies extends to the necessity
for responsivenéss to another significant group, namely the students. The
literature indicates that student satisfaction, which is an indicator of the
success of a program, may be measured to some extent through follow-up
studies. In describing the major purposes of follow-up studies, Franchak and
Spirer (1979) note that such studies relate to students in two ways: firstly,
former students may be given the opportunity to reappraise their vocational
plans; and secondly, the information acquired may assist program planners in
ensuring that the vocational program meets the needs of students in a more
effective manner.

Konrad and Small (1977) state that "a basic purpose in follow-up studies
is to provide a communication link between an institution and its students” (p.
5). Regarding this communication link, Franchak and Spirer (1979) suggest
that a vocational program which responds to, and implements some cf the
suggestions made by students participating in a follow-up study may enjoy the
advantage of enhanced credibility and rapport with this group (p. 138). In a
thesis entitled A_Follow-yp Stydy of the 1978-79 Buysiness Education Students of
the Alberta Vocational Centre, Edmonton, Mackie (1981) states that a basic
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purpose of follow-up studies is to "determine the perception of the participants
in the study as to the suitability of the preparation for employment” so that
subsequent curricula improvements may reflect the needs of students (p. 8).
Ottley (1973) and Tolmie (1979) generally agree with this assessment.

Rescarchers who conduct follow-up studies stress the significance of
program responsiveness to students as a basic purpose for such studies. It
should be noted, however, that there is a close relationship between the needs
of students, employers, and the community. Rationales offered by program
planners for conducting follow-up studies would seem to reflect a recogniticn
of this interrelationship. Furthermore, program planners seemingly
acknowledge the place that their programs or institutions holds within

dynamic ecducational and social systems.

T ¢ Follow-yp_Studi

Described in the literature are a number of types of follow-up studies
which may suit the varying purposes of program evaluators. Sharp and
Krasnegor (1966) organize them into two groups: descriptive and explanatory
studies.

According to Sharp and Krasnegor (1966), descriptive studies tend to
focus only on "data about the specific employment status of the training
graduates at one point in time" (p. 3). However, they may be quite analytical,
as in. a one-time study which focuses on the graduate's employment and
personal situation with respect to background, ability, and training (p. 7).
These studies tend to focus on individual programs.

A more sophisticated descriptive study is the trend study which
facilitiates comparisons regarding employment hetween at least two groups

who have completed vocational programs at different times. A descriptive
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study may be longitudinal, which allows the researcher to chart the career
development of vocational program graduates over a number of years. Sharp
and Krasnegor (1966) note that, although the researcher may experience
difficulties in tracking graduates, this design often provides a "more valuable
and accurate picture of the success or failure of vocational training” (p. 10).

One-time, trend, and longitudinal studies are all appropriate designs for
assessing program effectiveness, but are limited with respect to their ability to
identify causes when evaluating a program. Studies which are considered to
be more suitable for this purpose are explanatory studies. Explanatory studies,
which may be diagnostic or experimental in nature, attempt to "search for
possible causes in evaluating a situation” or manipulate the ecnvironment in
order to gain a better understanding of a program (Sharp & Krasnegor, 1966,
p. 10).

Specifically, diagnostic follow-up studies, which are rather common,
are often designed to determine the effect of various vocational education
faétors on the lives of program graduates. This may be achieved through
comparative studies which examine a number of groups "who have received
different types of vocational education” in order to determine the effects of
such factors as "differing employment histories in differing characteristics of
groups, or in differing qualities and types of vocational training" (Sharp &
Krasnegor, 1966, p. 12). These same authors indicate that data for such studies
may be acquired from a number of sources including employers, placement
personnel and graduates and that "analysis is extensive and deeply involved in
psychological, sociological, and economic dimensions" (p. 12).

The experimental follow-up study often involves a manipulation of the

vocational education situation; conclusions are then drawn from the results of
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each teaching method. Experimentation might involve providing students
with a variety of training situations including work experience, classroom
study or a combination thereof and, then, drawing conclusions about the
rclative merits of training situations based upon the observed results.

Although diagnostic studies are more common than experimental
studies, both offer significant contributions to program planners who desire

to improve curricula so that it is more relevant to the career preparation

needs of students.

Many of the principlcs relating to the proper procedures required for
conducting rescarch apply to follow-up studies. However, some considerations
are particularly relevant to the effective planning of a follow-up study.

A number of writers (Franchak & Spirer, 1978; Scott & Chapman, 1981;
Simpson, 1986) prbvidc detailed descriptions of the procedures for conducting
follow-up studies. =~ While the methods they describe vary to some degree,
several common factors may be drawn from these descriptions. In particular,
these include the establishment of objectives, the determination of an
appropriate means of surveying respondents, the ideniification of groups to
be surveyed, and the determination of the most suitable timing for the study.

Franchak and Spirer (1978) indicate that the researcher must begin the
process by developing the objectives for the follow-up study and by
determining what groups will be using the data collected (p. 27). In their
review of the Kentucky Vocational Education Placement and Follow-up System,
Scott and Chapman (1981) reveal that these steps were taken by evaluators.

If the objectives for the study have buzn clearly identified, then

development of the survey instrument may follow directly from the objectives.
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A questionnaire which is mailed to respondents, including former students
and employers of former students "is one of the most frequently employed
methods" of data collection (Franchak and Spirer, 1978). This method has been
used in numerous follow-up studies ( Franchak and Spirer, 1978; Lucas, 1984;
Reed, 1986; Simpson, 1986). However, in a study conducted by the
Instructional Development and Evaluation Associates, Inc. (1981), it was found
that a higher response rate was achieved with a telephone survey compared to
a mail survey.

Depending on the objectives outlined for the study, the researcher must
decide whether to survey former students, employers of formers students or
other groups. On this point, Scott and Chapman (1981) concluded that data
acquired from former vocational students and data acquired from ecmployers
regarding employee performance are most useful for program improvement
(p. 24).

Another issue of significance regarding the planning of a follow-up
study is the timing of the study. Timing will be largely influenced by the
objectives of the study. Clarke et al. (1973) and Franchak and Spirer {1978)
address this issue. Clarke et al. (1973) indicate that a follow-up study may be
conducted as soon as orientation procedures for a new program of study have
been completed in order to assess the relevance of this activity to new
vocational program students (p. 35). Exit interviews are a popular mcans of
gathering data before students graduate from a program and lecave the
institution. Franchak and Spirer (1978) recommend that post-graduation
follow-up studies be conducted one year and three years after graduation (p.
95). This gives the graduate time to adjust to a new position within the

workplace and allows the researcher to acknowledge the effect of intervening
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variables such as on-the-job training.

Need for Follow-up Studics

The literature reflects an orientation towards the needs of employers
and students as a primary rationale for conducting follow-up studies. Scholars
and other researchers alike emphasize the importance of responsiveness of
vocational programs to the dynamic environment in which they operate.

Since follow-up studies have been conducted in the United States in one
form or another for approximately sixty years, there are numerous reports of
such studies in the literature (Murphy, 1976, p. 41). First impressions suggest
that this area has been thoroughly examined. However, upon closer
cxamination it becomes apparent that there exist gaps in the knowledge
rclating to the follow-up of graduates of vocational education programs. For
instance, the majority of follow-up studies have been conducted in the United
States, while there has been a paucity of similar research dome in Canada.
More specific gaps in the literature suggest the need for further follow-up
studies.

In a comprehensive review of the literature, Sharp and Krasnegor
(1966) identify areas requiring additional research. In particular, they note
that "the most serious gap is the lack of follow-up information at the post high
school level for those trained in technical institutes and junior colleges" (p.
v). They also emphasize the need to study employer preferences as they relate
to labor market requiremenis (Sharp & Krasnegor, 1966, p. 22).

Sharp and Krasnegor (1966) indicate further, that while considerable
work has taken place with respect to institute wide and state wide follow-up
studies, "there is a continuing need for intensive small scale studies of

particular areas, programs, and factors" (p. vi). More recently, Wentling and
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Barnard (1984) found that, in the United States, "the largest number of follow-
up studies appear to be conducted at the local level . . . often within the
community college” (p. 11).

Palmer (1984) recommends that longitudinal studies of people entering
community college vocational programs would enhance knowledge about
graduates of such programs (p. 295). By soliciting demographic and
occupational information from individuals who enter vocational programs,
researchers may have a basis for determining the influence of extraneous
variables on subsequent job performance. In addition, he suggests that
"surveys of representative samples of employers” would achieve a similar
objective (Palmer, 1984, p. 25). Sharp and Krasnegor (1966) state that "follow-
up studies of vocational education program graduates have been demonstrated
to be useful tools in the evaluation of training and should be available as a
regular input for future program assessment” (p. 19).

In summary, a review of the literature indicates that further research
is necessary in order to eliminate the gaps which currently exist in the
knowledge about vocational program graduates. Ongoing efforts with respect
to follow-up studies should contribute positively to improvement objectives

within vocational programs.

Related Follow-up Studies

Examination of the literature suggests that studies which focus on
employer perceptions of business graduates of vocational/technical programs
are limited in number. Highlighted in this section are studies which report
the views of employers regarding skills which are required withir their

organizations. Other studies which report the level of satisfaction experienced
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by graduates of vocational programs are also presented.

Martin and Tolson (1985) examined the perceptions of employers in
Virginia regarding changing job skills. Employers from a cross-section of the
cconomy indicated that a variety of job skills are becoming more important,
including basic skills such as reading, writing and arithmetic; interpersonal
skills, such as good personal hygiene the ability to get along with co-workers
as well as clients; and reasoning and generalizing skills, Martin and Tolson
(1985) also found that employers have rising expectations regarding the
character of employees and the traditional work ethic. They found an
increasing demand for employees with a cooperative attitude who are
dependable and honest (p. 1385).

Crohn (1983) examined the views of leading Northwest U.S. business
executives regarding the need for technological literacy in the 1990s and
beyond. On the basis of her research, as well as an extensive review of the
litcrature, Crohn (1983) concluded that

employers look for workers who can listen, think, communicate

and get along with others. Future workers will need good

thinking, comprehension, and evaluative skills in order to
understand the inner structure of systems, not just of specific

duties. . . . Many employers . . . call for the development of higher
level conceptual skills, including reasoning, analyzing, making
inferences and problem solving. . . . most workers will need to be

resilient, versatile, independent and able to interact
cooperatively and ethically with others. (p. 3)

Crohn (1983) recommended that educators address the relationship between
liberal arts and technological literacy in an effort to meet the needs of
students as well as of employers (p. §).

Alford (1986) surveyed 230 business managers from the Administrative
Management Society in the states of Connecticut, Delaware, New Jersey, New

York and Pennsylvania in order to identify core competencies needed by
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community college business graduates for success in business. Respondents
indicated that the single most important competency required for success in
business is the ability to follow written and oral instructions. Other
competencies identified by managers as being important include
communicating, problem solving, understanding personal and interpersonal
skills and understanding speciality skills. In assessing the competency level
of graduates "more than 60% of business managers find written
communication skills lacking in community college graduates; almost 50%
find listening skills and time management skills lacking” (Alford, 1986).

In a related study, Davis (1985) sought to determine the estent to which
the Business Management Administration curriculum at Bryant and Stratton
Business Institute was effective in preparing graduates for initial
employment.  The Delphi Technique was used to obtain the opinions of
employers and instructors of graduates. While respondents generally agreed
that the curriculum was meeting thé needs of graduates, they stressed the need
for greater emphasis to be placed on communication skills as well as basic
mathematics and computer skills (Davis, 1985).

Ottley (1973) studied individuals who graduated from the Northern
Alberta Institute of Technology Gas Technology program between 1965 and
1971 inclusive. He attempted to determine the employment activities of
graduates and to assess the contribution of the Gas Technology program in
preparing graduates for employment by surveying both graduates and their
employers. He found that, for the most part, the curriculum was suitable in
preparing graduates for employment. In addition, employers indicated that

in comparing graduates with other new employees having equal
experience but no formal technical training . . . graduates got
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better jobs, were better prepared to handle their initial jobs, and
needed less on-the-job training than these other new employees.
(Ottley, 1973, p. 129)

Conclusions drawn from this study indicate that graduates and their
supervisors tended to agree regarding their positive assessment of the Gas
Technology program (Ottley, 1973, p. 130).

In a rclated study, Ramer (1974) provided a detailed description of
graduates of the Gas Technology program at the Northern Alberta Institute of
Technology and examined their perceptions of the program and its
contribution to their career preparation. Graduates indicated that they would
recommend the Gas Technology program to prospective students,
Furthermore, they rated the NAIT curriculum very highly in terms of its
usefulnesss in career preparation. Finally, in assessing the value of various
curriculum areas for success on the job, graduates ranked English as the third
most important of ten subject areas after gas processing and instrumentation.
On this point, Ramer (1974) recommended that "research should be done to see
if this view is generally held by students in technology programs, with the
possibility in mind of giving English instruction greater emphasis" (p. 134).

In a master's thesis entitled A Follow-up Study of the 1978-79 Business
Education Students of the Alberta Vocational Centre, Edmonton, Mackie (1981)
attempted to identify the nature of employment acquired by graduates of the
Business Education program, and to obtain their perceptions regarding the
relevance of their training to jobs acquired. Mackie (1981) found that 82% of
graduates were employed and that all of them found positions which related to
their programs of study. All those employed indicated satisfaction with their
present work. The large majority of graduates, 90.7%, rated their training as
cither "of much use" or "of some use" as preparation for their current

positions. In assessing the importance of curriculum areas in the Business
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Education program, graduates ranked English/Business Communications
second out of twelve subjects after typewriting and spelling. Although
graduates expressed general satisfaction regarding the ability of the Business
Education program to prepare them for employment, Mackie (1981)
recommended "that a study be conducted to determine the perceptions of
employers regarding relevancy of the training offered” (p. 152).

Miller (1984) surveyed the 1980 and 1981 graduates of a particular high
school whose first full-time position was in an office in order to determine
what skills were being used by these individuals and to assess whether the
needs of entry level offices workers were being met in the business education
program at the high school. Graduates indicated that, although many of the
skills -taught in the business education program were useful in their office
positions, a number of skills necessary for success had to be learmed on the job
since they were not included in curriculum in high school. In addition,
several skills taught in the program were deemed by graduates to be
unimportant for success in their jobs. As a result, Miller (1984) recommended
that the curriculum in the business education program be closely examined by
business educators on a course by course, unit by unit basis in order to
improve content. In particular, she recommended that human relations
activities by emphasized in the curriculum (Miller, 1984, p. 83). Finally, Miller
(1984) also recommended that employers of graduates be surveyed to obtain
their perceptions of the appropriateness of the curriculum offered in the
business education program at the high school (p. 85).

Uttaro (1972) surveyed vocational high school students in the Edmonton
Public School Board system, their instructors and potential employers to

determine whether these groups agreed on the relative importance of six
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personal qualities deemed important for employability. The six personal
qualities included the ability to converse with others, and the ability to
demonstrate courtesy, efficiency, neatness and pride in work. Research
results revealed that students, instructors and employers were in close
agreecment regarding the relative importance of the various skills: they
ranked pride in work and efficiency as being the most important
employability skills, and neatness and conversation as being the least
important. Uttaro (1972) recommended that "a further study to determine the
extent to which cmployers' expectations are actually met in the hiring of
vocational high school graduates is desirable to provide a broader base upon
which to evaluate curriculum changes" (p. 61).

Tapscott (1978) conducted a follow-up study of 1976-1977 Industrial
Education students from Edmonton Public Schools in order to determine the
employment experiences of graduates and early leavers of the program with
the objective of evaluating its effectiveness. He concluded that unemployment
rates for graduates and early leavers are similar, that both groups found jobs
relatively quickly, and that income levels are similar. No conclusions were
drawn regarding the effectiveness of the Industrial Education program in the
the Edmonton Public High Schools. Instead, Tapscott (1978) pointed to the need
for further research in this area (p. 61).

In a follow-up study of graduates of an experimental program in
Building Construction in Oliver, British Columbia, Tolmie (1979) sought
feedback from former students regarding the success of the program with
respect to carcer preparation and preparation for postsecondary training of
graduates.  Regarding the ability of the program to prepare graduates for

work, 57% indicated that their training was "of great value." Since none of the
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graduates enrolled in further training programs, Tolmie found it difficult to
assess their preparation for postsecondary studies. He recommended that
"continuous follow-up of graduates is necessary to establish data for
continuous rational decision making” and that "the collection of data from
other sources, such as employers is required to provide additional information

for program evaluation” (Tolmie, 1979, p. 74).

Summary

The changing economic context has raised a variety of issues which
have implications for planni'ng vocational education programs. A debate
regarding vocational/technical education versus general education persists
and vocational educators continﬁe to disagree on the ways in which they
should rcspohd to the needs of employers, students and the community.
Among the rationales for conducting follow-up studies were those that related
to- the importance of program responsiveness to internal and external
environmental factors.  Studies reported in the literature suggest that such
studies may provide the basis necessary for institutional responsiveness.
Follow-up studies tend to focus on employers perceptions regarding skills
which are required within their organizations and on the perceptions of
students regarding their level of satisfaction with the vocational education
programs in which they participated. Results of such studies have the

potential to serve as a base for decisions about program changes.



CHAPTER 11
RESEARCH METHODOLOGY

The research methodology described in this chapter includes a
discussion of the procedures used in designing the questiomnaire as well as the
steps associated with data collection. In addition, the methods used for data
analysis are described. The chapter concludes with some descriptive

information about the respondents.

Questionnaire Development

Borg and Gall (1983) identified several steps which should be taken
when preparing questionnaires. In accordance \Qith their recommendations,
this researcher began by reviewing the objectives of the study. The items
included in the questionnaire were limited to those which would yield data that
could be used to answer the major research question and the related sub-
problems. Other steps discussed below include item generation, questionnaire
design and questionnaire piloting.

Iiem Geperation

In order to ensure that valid items were included in the questionnaire,
potential items were developed on the basis of a review of the literature as well
as through consultation with administrators and instructional staff in the
Marketing Management program at NAIT.

Items included in the first section of the questionnaire were designed to

gather general information about the graduate and the employing

organization. These items were generated by reviewing questionnaires which

35



36
were used in similar follow-up studies and by consulting with the Marketing
Management Program Head.

An extensive list of vocational/technical and general education skills
was developed for the second section of the questionnaire. Several studies
(Busha, 1978; Crohn, 1983; Illinois State Board of Education, 1986; Knierim,
1976; Knold, 1986; and Martin & Tolson, 1985) proved to be particularly
helpful in preparing this list. In addition, Course Co-ordinators in the
Marketing Management program were asked to identify skills that students
who successfully complete a particular course should possess. Finally, course
descriptions and course outlines were examined in order to identify any
relevant items which might have been overlooked. Items which were
obtained from each of these sources were compiled into a list of approximately
1'00 skills.

The questions included in the third and fourth sections of the
questionnaire were primarily intended to enhance the information gathered
in the previous section. Employers were asked, firstly, to indicate their
preference for general knowledge versus specific skills and secondly, to rank
order the importance of ten skill categorics. A review of other follow-up
studies was helpful in generating these items.

Once potential items were generated for each section of the
questionnaire, attention was directed toward ensuring that those items sclected

would be appropriate for the purposes of the study.

Item lecti
A number of steps were taken to ensure that the items included in
Section II of the questionnaire were valid. Once the list of skills was prepared,

two program administrators and ten instructional staff members were asked to
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review it in order to establish content validity.

Instructors in the Marketing Management program were provided with
the list of skills generated, as described above, and were asked to rate only
those skills which reiated to courses that they teach. Respondents were asked
to indicate the extent to which the program attempts to develop particular
skills by using a five-point scale (5 being a "to very great extent” and 1 being
"not at all"). Those items which were rated from 3 to § by instructors were
selected for the questionnaire. Thirty items which were found to be either
redundant or irrelevant were eliminated from the list. The final result was a
list of seventy skills relating to ten skill categories.

Three of the seven technical skill categories were promotions,
including the ability to stimulate repeai business and to determine customer
needs; merchandising, which involves the ability to conduct a location
analysis and to prepare merchandise budgets; and marketing research and
statistics, which requires the ability to define marketing problems and to
develop hypotheses. Other technical skill categories were accounting,
including the ability to evaluate financial performance and to use capital
budgeting techniques; law, which requires an understanding of both the
judicial process and the jurisdiction of the courts; and business mathematics,
which involves the ability to perform purchasing and foreign exchange
calculations. The final technical skill category was economics, which includes
the ability to understand the principles of price sensitivity and the
functioning of fiscal policy. The remaining three categories, which represent
general education skills, were communications, including the ability to follow
written and spoken instructions; problem solving, which involves the ability
to identify problems and propose solutions; and work habits and attitudes,

inzluding a demonstration of intuition and sensitivity.
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Once this list of skills was prepared, all four sections of the
questionnaire were presented to the Program Head for his consideration. He
was asked to review the seventy items included in the list of skills and to assess
the uniqueness and relevance of each item. In addition, he was asked to
ensure the appropriateness of the terminology used in the list.  Upon his
evaluation and approval, the researcher proceeded to finalize the design of the

questionnaire.

Designi he O . .

According to Borg and Gall (1983), once items have been selected,
attention should be focused c¢n designing the questionnaire in a format that
will enhance the achievemeri¢ of the objectives of the study (p. 415).

With respect to questionnaire design, Borg and Gall (1983) also note that
"questions may be of either the closed form in which the question permits
certain responses, or the open form in which the subject makes any
response he wishes in his own words" (p. 419). They also indicate that, while
closed questions facilitate the efficient quantification of results, consideration
must be given to the objectives of the questions.

While the questionnaire used in this study included both open and
closed questions, two sets of closed-ended questions designed to answer four of
the research questions identified in Chapter I were the primary source of data.
For cach of seventy items listed in Section II, respondents were asked:

In your opinion, how important is this particular skill,

knowledge, or competency to the position for which you hired a

NAIT Marketing Management graduate?

and

How competent is (was) the NAIT Marketing Management

graduate, employed by your firm, in applying this knowledge or
skill in your workplace?
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Respondents were asked to rate the importance of each skill on a five-
point scale, with S being "extremely important” and 1 being "not important”.
In addition, respondents were given the opportunity to indicate that a specific
skill was not applicable to a particular position by selecting 0. A five-point
scale was also used by respondents to rate the competence of graduates to
perform skills (with 5 being "highly competent” and 1 being "limited
competence”). Once again, respondents could select 0 to indicate that they did
not know the level of competence of the graduate for a specific skill, or that
the skill was not applicable and, therefore, competence could not be assessed.

Two additional closed-ended questions were intended to establish the
respondents’ percesptions regarding the importance of various skills developed
in the program. First of all, respondents were asked:

To what extent do you prefer to hire a NAIT graduate with general

understanding/knowledge in this area versus the ability to

perform specific tasks/skills?

Respondents were asked to show their preference on a five-point scale,
with 5 indicating a preference for "general knowledge” and 1 indicating a
preference for "specific skills". Respondents could also select 0 to show that
the skill category was not applicable to the position being evaluated.

An additional closed-ended question asked that respondents rank ten
skill categories from 1 to 10 (with 1 being the "most important" item and 10
being the "least important” item) according to their relative importance to the
position for which the organization hired a NAIT Marketing Management
graduate.

One open-ended question was used to acquire information on the fourth

research question which sought to establish what skills employers think will

be important in the future. Specifically, respondents were asked:



In the space below, please identify 3 of the most important job +0
skills that your company will require of NAIT Marketing
Management graduates in the next S years.

In addition to acquiring data which related to cach of the rescarch
questions identified in Chapter I, five questions were intended to gather
information about the graduate and employing organization. Respondents
were asked to indicate the nature of the organization with which they are
involved, the size of the organization, and the number of ycars that the
graduate had been employed with the organization by choosing the
appropriate category. In addition, two open-ended questions were used which
asked respondents to indicate the graduate's position and their organizational
relationship to the graduate. The researcher attempted to observe the rules
for constructing questionnaire items identified in Borg and Gall (1983) and
Merriam and Simpson (1984), which are designed to ensure that survey
questions provide focus and clarity, as well as the appropriate alternatives for
respondents. Borg and Gall (1983) note that the questionnaire format should be
carefully considered so that respondents will find instructions and questions
both clear and easy to follow. While many of these factors were addressed in
the design process, the researcher sought the technical assistance of staff in
Program Development Services at NAIT so that the questionnaire and cover

letter could be prepared and printed attractively, professionally and

comprehensibly.

Pilot Tests

Borg and Gall (1983) recommend that pilot studies, or pretests, be
conducted on survey questionnaires. The purpose of pretests is to help the
researcher determine if the wording of questions is clear and unambiguous, if

the methods to be used for summarizing the data will be appropriate, and if
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additional questions might be asked.

Before conducting a pretest with a sample, the researcher sought the
advice of administrative and instructional staff in the Marketing Management
program, as well as technical experts in Program Development Services at
NAIT.  These two groups reviewed the questionnaire in order to identify
ambiguities in the wording and formatting of items; in addition, Program
Devclopment Services staff members reviewed the questionnaire to ensure an
effective layout. Consequently, the questionnaire evolved through several
drafts which involved relatively minor changes in wording and formatting, to
the form that was used for pretesting.

While respondents chosen for the pretests need not be randomly
sclected, they should be from a population similar to that chosen for the study
(Borg and Gall, 1983, p. 303). Twelve respondents were selected from a list of
employers of Marketing Management graduates to pilot test the questionnaire;
three individuals surveyed were members of the Advisory Committee of the
Marketing Management program, and the remaining nine respondents were
personally known to the researcher. After first obtaining their agreement
and cooperation over the telephone, a questionnaire was mailed to each
respondent.

Once the twelve completed questionnaires were returned by mail, the
rescarcher reviewed the responses and other comments made by respondents.
The respondents appeared to have complcted the questionnaire jroperly; only
one respondent made a critical comment regarding the wording of
instructions which were perceived to be unclear.  Suggestions regarding the
wording of instructions were taken into account and the appropriate changes
were made.  Since only one respondent commented on the length of the

questionnaire, no changes were made in this regard because the items
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included were deemed by the researcher to be both valid and important.

A copy of the questionnaire is presented in Appendix A.

Data Collection and Analysis

The procedures associated with data collection which were used in the
study include the selection of a sample and the distribution of the
questionnaires followed by the tabulation of results. Each of these procedures

is discussed in this section.

Sample Selection

The population from which the sample for the study was drawn included
employers who had hired NAIT Marketing Management students who
graduated in either 1986, 1987 or 1988. More specifically, the supervisors of
graduates within the employing organizations were included in the sample
since they were assumed to be best qualified to assess the importance of skills
and the competence of graduates to perform those skills.

Although the primary source of information regarding the population
was the Placement Centre at NAIT, informal records held in the Marketing
Management program were also accessed; the business cards of graduates,
which identified their place of employment, were used to contact supervisors.
While the Placement Centre maintains employment data on program
graduates, technical changes which were being implemented in the
information system at NAIT made accessing these data extremely difficult. As a
result, the researcher was unable to generate a large enough frame to allew
sampling from the population. Consequently, all 101 identifiable employers

were surveyed.
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0 . . Distributi
On October 13, 1988 an enveiope was mailed to the 101 employers which
included a covering letter, a copy of the questionnaire, a postage-paid postcard
which respondents could mail to indicate that they had completed the
questionnaire, and a postage-paid return envelope. On November 4, a follow-
up letter was sent to those employers who had not mailed the postage-paid
postcard and who, presumably, had not completed the questionnaire. Included
with the letter was an additional copy of the questionnaire, ;he postage-paid
postcard and a postage-paid return envelope. Employers were encouraged to
complete the questionnaire; the importance of their participation in the study
was emphasized. = A second follow-up letter was sent, along with all of the
above mentioned materials, to those employers for whom completed
questionnaires had not been received by the researcher. This packet was
mailed on December 9. Copies of materials mailed to employers are included in

Appendix B.

Responss

Returns were received during the period beginning October 25 and
ending December 22, 1988. A total of fifty-seven respondents completed the
questionnaire.  Forty-two responses were received after the first mailing, nine
after the second, and six following the final mailing. An additional fifteen
qucstionnaires were returned by employers for two main reasons; fourteen
employers indicated that they had never hired a Marketing Management
graduate, while one other noted that the questionnaire could not be completed
since the supervisor of the graduate in their employ had been transferred out
of the city. One questionnaire packet was returned unopened as the address of

the employer was unknown.
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The overall response rate was 67.1%, excluding those questionnaires
which were returned not completed as described above. There was no
indication from non-respondents as to why they did not complete and return

the questionnaire.

Data_Analysis

Completed questionnaires were coded so that data could be keyed into the
NAIT computer for analysis using the StaisPlus software package. Both
descriptive statistics and inferential statistics were used in the analysis of the
responses to closed-ended questions.

The descriptive statistics generated included frequency distributions,
which are shown in Appendix C, as well as percentages and means. Frequency
distributions for some variables were also displayed in cross tabulations.

Inferential statistics were calculated using two different tests;  t-tests
and Chi-square. A t-test for non-independent samples was computed in order
to determine differences between the means of various responses. In
particular, t-tests were used to ecxamine employers' perceptions regarding the
importance of skills and the competence of graduates to perform those skills
by comparing the means of each set of responses. Chi-square tests werc used
to explore relationships between particular variables. A Chi-square test was
computed to determine whether or not there is a contingency between the size
of organization employing graduates and the importance that the employer
places on particular skills. In addition, a t-test was used to explore the
contingency between length of service and the competence of a graduate to
perform certain skills. Results of statistical tests were considered to be
significant when p€ .0S.

Responses to open-ended questions were analyzed for recurring
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comments. This analysis involved reviewing responses regarding the
supervisors' and graduates’ positions within organizations, as well as

responses which reflected employers' future skill requirements.

Characteristics of Graduates and Employers

Respondents were asked five questions which related to characteristics
of the graduates whom they employed and to the nature of the organization.
In particular, respondents were asked to specify the graduate's job title and
length of service. Secondly, they were asked to indicate the nature of the
business in which the organization was engaged and to note the number of
people whom they employed. Finally, employers were asked to indicate their
own job title. These questions were intended to gather background
information which might prove helpful in determining relationships of

selected variables to skills.

Job_Title of Graduates

Respondents were asked in an open-ended question to indicate the job
title of the graduate on whom they were basing their responses. Although a
variecty of answers was obtained to this question, respondents indicated that
thirty-three, or 58%, of graduates were employed as salespersons. As is shown
in Table 3.1, seven graduates held the position of assistant manager, four were
cmployed as marketing consultants and two as sales managers. Additional
responses made by employers show that graduates had been placed in a variety

of other positions.
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Table 3.1

Frequency of Job Titles of Graduates

Title Frequency

Salesperson 3
Assistant Manager
Marketing Consultant
Sales Manager
Secretary

Marketing Assistant
Project Assistant
Engineer

Store Manager
Estimator

Promotion Director
Payroll Clerk
Benefits Coordinator
Customer Service
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Length of Service

Employers were asked to indicate how long the NAIT graduate had been
employed with their organization by selecting an answer from among three
categories. Table 3.2 shows that thirty-two graduates (or 56%) had been
employed for less than one year, while the remaining twenty-five graduates
had worked within the organization for between one and three years; none of

the graduates had been hired more than three years ago.
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Table 3.2

Length of Service of Graduates

Length of Service Frequency Percentage
Less than one year 32 56%
From one to three years 25 44%

I e N

Respondents were provided with seven choices which represent scctors
of business which may be involved in marketing activity, so that they might
indicate the type of business in which their organization was involved. Table

3.3 shows the distribution of responses obtained from employers.

Table 3.3

Type of Organizations Employing Graduates

Nature of Organization Frequency Percentage
Merchandising/Retailing 17 29.8%
Industrial Sales, Manufacturing

and Distribution 15 26.3
Advertising and/or Public Relations 10 17.5
Service Sector 6 10.5
Non-Profit Sector 2 3.5
Government Sector 0 0.0
Other 7 12.4

Table 3.3 shows that 73.6% of the graduates were employed within three

areas of business including merchandising, industrial sales and
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manufacturing, and advertising and public relations.  Respondents indicated
that seventeen graduates were employed in merchandising and retailing,
fifteen in industrial sales and manufacturing, and an additional ten worked
within the area of advertising and public relations.  Although none of the
graduates was employed in the government sector, six worked in the service
sector and one was employed by a non-profit organization.  Respondents
indicated that seven graduates were employed in other organizations
including four financial service firms and one in each of a hospital,

professional sports team and property management firm.

Si f 0 -

Employers were asked to select from three categories the response
which best indicated the size of the organization within which graduates
worked. As Table 3.4 illustrates, twenty graduates were employed by small
organizations with fewer than twenty employees. Mid-size firms with between
twenty and 100 staff members employed sixteen of the graduates. The
remaining twenty-one employers surveyed represented large organizations

with more than 100 employees.

Table 3.4

Size of Employing Organization

Number of Employees Frequency Percentage
Less than 20 20 35.1%
From 20 to 100 16 28.1

More than 100 21 36.8
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Employers were asked in an open-ended question to specify the job title

of the position which they held.

individuals who supervise the graduates were employed as managers.

As is shown in Table 3.5, 61% of the

Four

graduates reported directly to the president of the organization, and another

four were supervised by directors.

Table 3.5

indicates that supervisors of

graduates held a variety of other positions such as assistant manager and sales

supervisor.

Table 3.5

Job Titles of Supervisors

Job Title

Frequency

Percentage

Manager
President
Director
Assistant
Vice President

Manager

Sales Supervisor
Owner

Moving Consultant
Production Foreman
Office Administrator

Assistant

Director
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collecting data for the study.

were generated from

literature.
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Summary

in developing

the questionnaire used
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Items which related to the research questions

studies

identified during a

review of the

In addition, the researcher consulted with program administrators
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and instructional staff in order to establish the cbment validity of items
included in the questionnaire. The questionnaire was pilot tested with twelve
employers of Marketing Management graduates who offered their suggestions
on the wording of instructions.

The population surveyed consisted of supervisors of students who
graduated from the Marketing Management program in 1986, 1987 or 1988,
The questionnaire packet was mailed to 101 supervisors of Marketing
Management graduates on October 13, 1988. Follow-up letters and additional
questionnaires were mailed on November 4 to employers who had not
responded; a third mailing was completed on December 9. A total of fifty-
seven employers completed the questionnaire.

Descriptive data analysis was carried out on the characteristics of
graduates, their supervisors and the employing organizations. More graduates
were employed as salespeople than in any other position, and 56% of the
graduates were employed for less ihan one year. Although the supervisors are
employed in a variety of jobs, 61% held the position of manager. While six
sectors of business were represented in this study, 29.8% of graduates worked
within merchandising. @ Small businesses with fewer than twenty employees

made up 36% of the organizations surveyed.



CHAPTER IV
RESULTS OF DATA ANALYSIS

The results of the data analysis which focused on the importance of
marketing management skills in ten subject areas and the competence of
graduates in the same areas are presented in this chapter. The discussion
focuses, first of all, on results which relate tc the relative importance of each
of the ten skill categories. Secondly, these skill categories are examined with
respect to employers' preferences for graduates with general knowledge or
specific skills in each category. Thirdly, each skill category is examined
independently. A discussion of the ten highest and ten lowest ranked items is
then followed by a summary of the future skill training requirements of
respondents. Finally, findings are presented regarding contingencies
between the size of the organization and the importance of skills, as well as

between the competence of graduates and their length of service.
Importance of Skill Categories

Employers were asked to rank in order of importance ten performance
categories in which the Marketing Management program attempts to develop
skills of students. The categories of skills were promotion, merchandising,
marketing research and statistics, accounting, law, business mathematics,
economics, communications, problem solving, and work habits and attitudes.
This analysis was intended to provide answers to two of the research questions
identified in Chapter I which asked:

To what extent do employers of recent marketing
management graduates consider vocational/technical marketing

and business skills to be important?

and

51
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To what extent do employers of recent marketing management
graduates consider general education skills to be important?

As a first step in the analysis of responses, a frequency count was
established for the number of times a skill category was ranked first, second,
third, and so on. In Table 4.1, the skill categories are listed in descending
order based upon a weighting which was derived by assigning points to the
rankings provided by the respondents. Within each skill category, a rank of 1
was assigned ten points, while a ranking of 2 was assigned nine points; this
procedure was continued until the number of responses to each rank were
multiplied by the appropriate number of points. The sum of these products

was used to order the skill categories.

Table 4.1

Distributions of Frequencies of Responses Across Rank Scores
for Each of Ten Skill Categories

Rank Scores

Skill Category Ist 2nd 3rd 4th Sth 6th 7th 8th 9th 10th
Communication 19 22 7 3 0 0 0 0 0 1
Work Habits and Attitude 18 § 12 10 2 1 0 0 0 1
Promotion 10 8 6 8 9 2 5 0 1 2
Problem Solving 2 10 15 9 s 5 2 2 0 2
Merchandising 1 3 8 7 9 5 5 S ¢ 9
Marketing Research 3 0 2 1 8 17 7 5 5 4
Business Mathematics 0 0 2 7 9 8 6 14 3 3
Economics 0 0 2 3 8 5 7 10 8 8
Accounting 0 1 1 1 2 6 15 6 17 3
Legal 0 0 0 3 0 5 4 7 14 18

As is indicated in Table 4.1, there is some variety in the respondents'

answers; however, a fair degree of clustering is also apparent, in the
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employers' perceptions regarding the relative importance of particular skill
categories.  Responses show that communication was considered by employers
to be the most important skill category for the positions under consideration.
Only onc respondent ranked communication skills lower than fourth. The
next three most important categories include work habits and attitude,
promotion, and problem solving. Respondents indicated that the three least
important catcgories for the positions being evaluated are economics,
accounting and legal skills. With respect to legal skills, no respondents ranked
this category higher than fourth, and only three ranked it higher than sixth.

The overall rankings for the skill categories provides a context for the
examination of the impor. ice of individual skills within each category.

These are discussed in a later section.

Employer Preferences for General Knowledge
Versus Specific Skills
The nature of the knowledge which employers prefer graduates to have
in each of the ten skill categories was also explored. Respondents were asked
to specify the extent to which they prefer to hire a NAIT graduate with
general understanding of a subject category as compared to a graduate with
the ability to perform specific tasks within each category. The purpose of this
analysis was to provide further insight into the research questions addressed
in the previous section which asked:
To what extent do employers of recent marketing
management graduates consider vocational/technical marketing
and business skills to be important?

and

To what extent do employers of recent marketing management
graduates consider general education skills to be important?
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Employers indicated their views on a five-point scale, with § referring

to a preference for general knowledge and understanding and 1 referring to a
preference for specific skills. A mnecan response was calculated for each

category. The results of the analysis are presented in Table 4.2.

Table 4.2

Means of Responses Indicating Employer Preferences for
General Knowledge Versus Specific Skills

Skill Category N Mean SD
Work Habits and Attitude 5§ 3.62 1.73
Economics 39 3.59 1.19
Merchandising 44 3.50 1.44
Prohlem Solving 54 3.43 1.61
Promotion 50 3.42 1.39
Marketing Research and Statistics 42 3.38 1.33
Communication 53 3.34 1.80
Accounting 39 3.28 1.26
Law 38 3.21 1.45
Business Mathematics 44 3.08 1.55

The means for responses to this question ranged from 3.62 to 3.05. This
suggests that employers of Marketing Management graduates do not have a
strong preference for either general knowledge or specific skills; instead,
they require graduates who have both general understanding of a subject
category, and the ability to perform specific skills within the same area.

As is shown by the means in Table 4.2, employers indicated that the
subject categories for which they prefer the greatest degree of gencral
undsrstanding include work habits and attitudes, economics and
merchandising.  Respondents signified further, that specific skills are most

important ‘or business mathematics, law and accounting. As indicated by the
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lower Ns, however, some employers indicated that these three skill categories
were not applicable to the job positions which were being considered.

A clearer understanding of these stated preferences may be
derived from examining the importance that employers place on various
specific skills within a subject category. This results of the analysis of data on

this question are presented in the next section.

Importance of Skills and the Competence of Graduates

Data analysis based on Section II of the questionnaire provided
information with which to answer the major research question that asks: To
what extent is the Marketing Management program at the Northern Alberta
Institute of Technology responding to the needs of employers? In addressing
this question, answers are also provided for each of three of the sub-questions.
To achieve this end, respondents were asked to rate on a five-point scale the
importance of items within each of ten skill categories and the competence of
graduates to perform the same skills. A t-test for correlated samples was used
to determine if there were statistically significant differences between the

means.

P . Skill
The means of the responses relating to importance of fourteen
promotions skills to the job and competence of NAIT graduates are presented in
Table 4.3. While the mean responses on the importance of skills varied
considerably from a high of 4.62 to a low of 2.24, the variation in means on
competence, which range from 3.58 to 2.86, is smaller.
Table 4.3 shows that responses of employers indicate that the five most

important promotions skills include the ability to stimulate repeat business, to
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determine customer needs, to locate prospective buyers, to plan and deliver
sales presentations, and to demonstrate product use. Each of these skills, for
which the means are all above 4.0, relate to selling, which is a specialized arca
within promotions. The three skills rated least important by employers, all
with means below 3.0, include the ability to write and edit news releases, to
develop and prepare advertising copy and to identify and interpret

advertising results. The means for the four remaining skills fell into the 3.0 to

3.26 range.
Table 4.3
Comparison of Importance of Promotion Skills with the
Competence of Graduates in Performing those Skills
Skill Importance Competence t

N X N X value
Stimulate repeat business 47 4.62 43 13.58 5.74*
Determine customer needs 55 4.51 51 3.3S5 7.11¢
Locate prospective buyers 48 4.27 42 3.23 5.35¢
Plan and deliver sales presentation 50 4.12 46 3.17 5.00*
Demonstrate product use 40 4.08 37 3.41 291¢*
Plan and implement sales promotions 35 3.26 31 3.06 --
Evaluate effectiveness of promotions 36 3.19 32 291 2.15*
Define markets and select media 41 3.07 35 2.86 2,12+
Plan and implement advertising 45 3.00 37 29§ 2,12+
Understand operation of sales force 45 2.98 39 2.74 2.59+
Identify/communicate with publics 44 2.89 36 2.94 -
Identify/interpret advertising results 33 2.85 33 2.85 -
Develop and prepare advertising copy 30 2.60 24 3.04 -
Write and edit news release 21 224 14 2.24 -

*significant at .05 level

In relation to the competence of graduates on promotions skills, the
means of employer responses ranged from 3.58 1o 2.24. Graduates were

assessed by employers as being most competent in terms of their ability to
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stimulate rcpeat business, to demonstrate product use, and to determine
customer needs. Employers judged graduates to be only moderately competent
in their ability to interpret advertising results, to define markets and select
media, and to write and cdit new releases, as is indicated by means of 2.85, 2.86,
and 2.86 respectively.

While there is a relatively high degree of consistency in the order of
items ranked on importance and competence, there is a difference between
the mecans which is statistically significant at the .05 level for nine items.
Without exception, the five skills rated as most important have higher means
when rated on importance than when rated on competence. In addition, Table
4.3 reveals that statistically significant differences are also apparent between
the ratings for importance and competence for four other skills. Overall, the

means on importance are higher than those on competence for ten items.

Merchandisi Skill

Respondents rated seven merchandising skills by using the two five-
point scales described earlier.  Table 4.4 shows that the range of mean
responses on importance and competence are both relatively narrow. The
lower Ns shown in Table 4.4 suggest that several employers believed that many
of the skills in this category were not applicable to the positions under
consideration.

The mean responses on importance of the skills ranged from 3.26 to 2.56.
Table 4.4 indicates that employers rated the two most important merchandising
skills to be the ability to analyze and evaluate the effectiveness of
merchandise displays, and to select appropriate suppliers and to monitor
supplier relations. The ability to handle merchandise and to conduct a location

analysis were rated equally by cmployers as being the least important
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merchandising skills, with a mean of 2.56 cach. Only 16 pecople rated cach of
these skills; the remaining 39 respondents indicated that they were ecither not
applicable to the position, or that they did not know the importance of the skill
to the position.

The range of means on competence presented in Table 4.4, indicates a
moderate level of competence by graduates who perform merchandising tasks.
While graduates are considered by employers to be most competent at
implementing inventory control systems and conducting locationé ‘analyses,

they are deemed to be somewhat less competent at handling merchandise.

Table 4.4

Comparison of Importance of Merchandising Skills with the
Competence of Graduates in Performing those Skills

Skill Importance Competence t
N X N X value
Analyze/evaluate displays 35 3.26 31 3.06 --
Select suppliers/monitor relations 36 3.19 32 291 2.15¢*
Prepare merchandise budgets 22 3.09 17 3.00 -
Implement inventory control system 25 3.00 18 3.50 --
Design a model stock plan 44 2.89 36 2.94 --
Handle merchandise 16 2.56 16 2.56 --
Conduct a location analysis 16 2.56 9 344 --

*significant at the .05 level

An examination of the means in Table 4.4 shows that relatively small
differences exist between the rating of each skill on importance versus the
rating of the same skills on competence. For only one skill is the difference
between the means statistically significant. The mean response of cmployers

regarding the importance of the ability to select suppliers and monitor
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supplier relations is 3.19; a somewhat lower mean response of 2.91 was

observed regarding the ability of graduates to perform this skill.

Marketine R h_and Statistics Skill

Respondents rated seven marketing research and statistics skills which
the Marketing Management program attempts to develop. Table 4.5 shows that
the mcan responses for this category of skills are all less than 4.0. The broad
range of Ns shown in the table suggest that there is considerable difference of
opinion among employers regarding the applicability of particular skills to

marketing positions.

Table 4.5

Comparison of Importance of Marketing Research and Statistics Skills and the
Competence of Graduates in Performing those Skills

Skill Importance Competence t
N X N x value
Decfine marketing problems 46 3.50 40 2.93 4.84¢%
Gather, analyse, interpret data 37 3.35 30 3.10 2.82%
Interpret statistical surveys 29 3.07 23 3.04 --
Develop hypotheses 38 3.00 29 2.86 2.27+
Choose/conduct statistical analysis 19 2.85 12 3.42 --
Prepare formal research reports 26 2.69 19 2.79 --
Understand sampling techniques 20 2.55 15 2.73 --

*significant at the .05 level

Responses of employers suggested that the most important marketing
rescarch skill is the ability to define marketing problems and opportunities,
with a mean response of 3.50. Employers rated the ability to gather, analyze

and interpret data as the second most important skill. A mean response of 2.56
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was observed for the ability to understand sampling techniques. This skill was
rated by employers as least important within this category.

The mean responses on competence fall in the mid-range of the scale,
from 3.42 to 2.73. Only three items had means greater than 3.0; graduates
were assessed as being most competent in the ability to conduct statistical
analysis, to gather data, and to interpret statistical surveys. The skill for
which graduates were judged to be least competent is the ability to understand
sampling techniques.

A comparison of the respondents' rating of each ski}l on importance
and on competence shows differences which are statistically significant at the
.05 level on the ratings for three skills. These include the ability to define
marketing problems and opportunities; to gather, analyze and interpret data;
and to develop hypotheses. In each instance, the mean for the importance of

the skill is greater than the mean for the competence of the same skill.

Accounting Skills

Table 4.6 presents the means of employers’ responses for five
accounting skills. The lower Ns shown in the table suggest that many
employers did not feel that these skills were applicable to the particular
positions held by NAIT graduates. The range of means for this category shows
relatively little variance.

Respondents indicated that the ability to understand the effects of costs
and pricing decisions on profit, with a mean of 3.65, is the most important
accounting skill. The ability to consider the financial implications of adding
or dropping product lines received the second highest rating in this category;
however, the mean score is a moderate 3.14. Employers indicated that the least

important accounting skill, with a mean of 2.46, is the ability to use capital
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budgeting techniques to make long-term decisions regarding ecquipment or

business acquisitions.

The range of mean responses on the competence of graduates is 3.65 to
2.80. Graduates were evaluated by employers to be most competent on that skill
which was assessed as being most important. The ability to understand the
cffect of costs was observed to have a mean response of 3.65. Within this
category, the skill for which graduates were judged to be least competent is the
ability to evaluate financial performance.

A comparison of employer responses regarding the importance of
accounting skills versus the competence of graduates performing such skills
reveals relatively minor differences;  this is confirmed by the results of a t-

test for which no items were found to be statistically significant.

Table 4.6

Comparison of Importance of Accounting Skills and the
Competence of Graduates in Performing those Skills

Skill Importance Competence t

N X N x value
Understand the effect of costs 37 3.65 37 3.65 .-
Consider implications of product lines 21 13.14 15 3.07 --
Interpret financial statements 29 13.03 21 3.19 --
Evaluate financial performance 25 2.56 20 2.80 --
Use capital budgeting techniques 13 2.46 7 2.86 --
Legal SKills

Respondents were asked to evaluate five legal skills. As is shown in
Table 4.7, the means responses are relatively low. The broad range in the Ns

suggests  differences in the perceptions of employers regarding the
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applicability of legal skills to marketing positions.

Table 4.7 indicates that the range of mean responses on importance is
rather broad, from 3.13 to 1.72. The lower values for N suggest that employers
tend to place less importance on legal skills than they do on the other
categories already discussed. Data analysis shows that the ability to understand
the components of a contract is judged by respondents to be the most
important legal skill. As indicated in Table 4.7, the ability to understand the
jurisdiction of the courts is considered by employers to be least important.

The means on competence fall into a very narrow range, from 3.00 to
2.80. According to employers' responses, graduates were rated highest in terms
of their ability to understand landlord and tenant relations. Relatively few
differences were found in the competence of graduatcs' for the remaining
legal skills. With four means lower than 3.0, it appears that employers have
judged graduates to be less competent with respect to legal skills than with

other skills, but these skills are also low in importance.

Table 4.7

Comparison of Importance of Legal Skills and the Competence
of Graduates in Performing those Skills

Skill Importance Competence t
N X N X value
Understand ingredients of a contract 32 3.13 Zt 296 --
Understand the judicial process 24 242 16 2.88 --
Understand principlcs of tort law 24 233 16 2.81 --
Understand landlord/tenant relations 18 1.94 10 3.00 3.25+*
Understand jurisdiction of the courts 18 1.72 10 2.80 3.00*

*significant at the .05 level
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A t-test was conducted to determine if there were differences between

the mean responses on importance of legal skills and the mean responses on
the competence of graduates. Differences between the means for importance
and competence were found to be statistically significant for two skills: the
ability to understand landlord/tenant relations and the jurisdiction of the
courts. In each case, the mean for competence is considerably higher than

the mean for importance.

Busi Mal ics_ Skill

Four business mathematics skills were rated by employers. As shown by
the Ns in Table 4.8, many employers indicated that three of the four
mathematics skills listed in the questionnaire were not applicable to the
graduate's position within their firm.

The mean responses on importance, which ranged from 3.68 to 2.00,
varied considerably. As is indicated in Table 4.8, the ability to perform a
varicty of pricing and purchasing calculations is the skill which received the
highest rating by employers. The few employers who did rate the remaining
thize skills indicated that these skills have somewhat limited importance to
marketing positions within their firms, as shown by the means which are less
than 3.0. The skill rated as being least important to the positions being
evaluated is the ability to compute the purchase price of bonds and to perform
calculations of interest and payments.

The range of the mean responses on competence, which is from 3.45 to
2.88, varied to a lesser extent. However, only one skill received a competence
rating greater than 3.0; graduates were evaluated as being most competent

rcgarding their ability to perform pricing calculations. As shown in Table 4.8,
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little difference was observed regarding the competence of graduates for the

remaining three business mathematics skills.

Table 4.8

Comparison of Importance of Business Mathematics Skills and the
Competence of Graduates Performing those Skills

Skill Importance Competence t

N X N X value

Perform pricing calculations 38 3.68 33 345 2.10*
Do foreign exchange calculations 15 2.87 13 2.717 --
Evaluate via net present value 14 2.43 11 291 --

Perform interest calculations 11 2.00 8§ 2.88 --

*significant at the .05 level

Differences between the means for importance and the means for
competence were found to be statistically significant at the .05 lcvel for only
one skill; employers rated the importance of the ability to perform pricing
calcularisus higher than they rated the competence of the graduates in
performing the skill. Only eleven employers responded when asked to rate the
importance of this skill, while thirty-nine indicated that it was not applicable

to the position they were evaluating.

E ics  Skill

As shown in Table 4.9, respondents rated six economics skills. While
most employers rated the importance of skills, indicating their applicabi'i‘ity to
the positions being evaluated, many of them had not observed the graduates

performing the skills and, consequently, were unable to assess their

competence.



635

Table 4.9

Comparison of Importance of Economics Skills and the
Competence of Graduates Performing those Skills

Skill Importance Competence t

N X N X value

Understand price sensitivity 38 3.68 33 3.06 4.59*%
Understand effects of supply/demand 33 3.36 26 3.00 --
Understand pure monopoly, etc. 30 2.90 19 2.79 --
Understand influence of interest rate 27 2.85 16 2.75 --
Understand fiscal/monetary policy 22 2.64 11 2.91 .-
Understand measurement of GNP 25 2.40 14 2.64 --

*significant at the .05 level

As shown Table 4.9, the mean responses on importance ranged from 3.68
to 2.40, indicating that employers believe that these skills are of moderate
importance relative to other skill categories discussed. The economics skill
which was rated most important by respondents is the ability to understand
the principles of price sensitivity. They indicated further, that the ability to
understand the measurement of GNP is the least important economics skill.

Table 4.9 reveals that the mean responses on the competence of
graduates, which range from 3.06 to 2.64, show relatively little variance.
Employers judged that graduates have a moderate degree of competence for
two skills:  the ability to understand price sensitivity and to understand the
effects of supply and demand on pricing. Although graduates were evaluated
as being least competent in terms of their ability to understand the
measurement of GNP, only fourieen employers had the opportunity to observe

graduates in this regard.
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A comparison of the means on competence with the means on
importance for each skill indicates that there is very little difference between
the two calculations. Such differences were found to be statistically
significant at the .05 level in only one instance: employers rated the
importance of the ability to understand the principles of price sensitivity

higher than they rated the ability of graduates to perform the same skill.

Table 4.10 lists in rank order on importance ten communications skills.
The high Ns suggest that the large majority of employers surveyed consider
these skills, with one exception, to be applicable to marketing positions within
their organizations.

The means which relate to the importance of each skill range from 4.76
to 3.33, indicating that emp!oycrs place considerable importance on
communicaticns  skills relative to the other skill categorics being considered.
As is shown in Table 4.10, employers indicated that the ability to listen
attentively and to present oneself well to others are equally important. The
second most important skill rated by employers is the ability to follow written
and spoken instructions. Although employers rated the ability to use business
software such as DOS to be the least important communications skill, the mean
response is a moderate 3.33. Nine of the ten skills in this category received a
mean tesponse greater than 4.0 on a five-point scale.

Table 4.10 shows that the range of mean responses on competence i$
relatively small, from 3.71 to 3.23, and that graduates were assessed as having
moderate to moderately high degrees of competence for the communications
skills listed. The three skills on which graduates were judged by employers to

be most competent include the ability to follow written and spoken
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instructions, to present themselves well to others, and to listen attentively.
The ability to use software, such as DOS, was identified by employers as the skill
at which graduates were least competent. The means on competence for the

remaining six communications skills fell within the narrow range of 3.68 to

3.40.
Table 4.10
Comparison of Importance of Communications Skills and the
Competence of Graduates in Performing those Skills
Skill Importance Competence t
N X N X value
Listen attentively 55 4.76 - 51 3.71 6.97*
Present oneself well to others 55 4.76 51 3.73 7.02*
Follow written/spoken instructions 54 4.63 50 3.84 5.92%
Answer questions coherently 55 4.60 51 3.55§ 7.58*
Engage in oral exchange of ideas 55 451 51 3.65 6.84*
Use job related terminology properly 54 4.44 50 3.56 5.79*
Write clearly and effectively 54 439 49 3.56 5.80*
Comprehend written communications 55 4.38 50 3.68 4.61*
Conduct effective oral presentations 47 4.06 40 3.40 3.84*
Use software such as DOS 27 3.33 22 3.23 --

*significant at the .05 level

A comparison of the means on importance of communications with the
means on competence of graduates for the same skills reveais several things.
Firstly, the range of means for competence is smaller than that for the means
on importance. Secondly, all of the means on competence are less than 4.0,
while only one mean on importance is less than 4.0. Thirdly, and most
importantly, t-test results indicate that for nine of the ten skills, the

differences between the means on importance and the means on competence
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are statistically significant at the .05 level;  for cach skill, the mean on

competence is less than the mean on importance.

Probl Solvi Skill

Respondents to the.'. questionnaire rated two problem solving skills. As is
shown in Table 4.11, the majority of employers rated these skills, indicating
their applicability to positions within the organizations surveyed.

The means for each skill are greater than 4.0 when rated on
importance, indicating that employers consider this skill category to be very
important; means of 4.51 and 4.31 respectively, suggest that cmployers place
almost equal importance on the ability to think independently and to identify

problems.

Table 4.11

Comparison of Importance of Problem Solving Skills and the
Competence of Graduates in Performing those Skills

Skill Importance Competence t
N X N X valuc
Think independently 55 4.51 51 3.49 6.70%
Identify problems/propose solutions 54 4.31 50 3.34 6.43+

*significant at the .05 level

When asked to rate the competence of graduates in performing the
problem solving skills, employers responded that graduates were moderatcly
competent in this regard, as is indicated by means of 3.49 and 3.34.

A t-test which was conducted to compare the means on importance and

the means on competence revealed differences between the two groups of
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means that is statistically significant. For each problem solving skill,
cmployers rated the importance of the skill higher than they rated the

competence of the graduate with respect to the skill.

Work Habits and Attitudes

The final category rated by employers is that of work habits and
attitudes.  Most cmployers acknowledged the applicability of the skills in this
catcgory by rating them on each of the two five-point scales as is shown in
Table 4.12,

A rank order for the importance of each skill, from 4.65 1o 4.28, reveals
a rclatively narrow range of means on the ten skills. Respondents consider
cmployees' work habits and attitudes to be very important, since each skill
rated received a mean of greater than 4.0. Table 4.12 shows having a strong
sense of ethics was rated by respondents as the most important attitude. While
demonstrating intuition and sensitivity was rated by respondents as the least
important skill in this category, the mean response of 4.28 for this item
indicates that it is still deemed to be of great importance.

A rating of the same skills on the competence of the graduates, shows
somewhat different results. Table 4.12 indicates that the range of means on
competence is from 4.24 to 3.41, with seven means being less than 4.0. The
three skills for which graduates were judged to be most competent, and for
which mean responses are greater than 4.0, include the ability to have a
strong sense of ethics, to demonstrate willingness to leam, and to assume
responsibility for their own actions. Employers perceived that graduates were
least competent in terms of their ability to demonstrate intuition and

sensitivity.
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A t-test which compared the means on importance with the means on
competence, indicated that differences between the means are statistically
significant in every case. For cach of the ten skills, employcrs rated their
importance higher than they rated the competence of the graduate in
performing the skill. However, the means on competence for this category do

tend to be higher than those observed for other skill categories discussed

carlier.
Table 4.12
Comparison of Importance of Work Habits and Attitudes and the
Competence of Graduates with those Work Habits and Attitudes
Skill Importance Competence t
N X N X value
Have a strong sense of ethics 55 4.85 49 4.24 4.24+
Dcmonstrate punctuality 54 4.72 49 3.71 6.37*
Assume responsibility for actions 5§ 4.71 50 4.04 4.46*
Demonstrate willingness to learn 54 4.65 49 4.08 3.43*
Exhibit dependability 54 4.59 49 394 3.91*
Demonstrate flexibility 55 4.55 50 3.70 5.60*
Work productively with others 54 4.54 49 3.82 4.58*
Willingly take directions 55 4.45 50 3.92 3.24+
Follow rules and regulations 55 4.45 S0 3.82 3.51¢
Demonstrate intuition and sensitivity 54 4.28 49 341 5.13*

*significant at the .05 level

Most Important and Least Important Skills

Each of the ten skill categories discussed above was examined in order to
identify those items which employers consider to be most important and least
important overall. Results of this analysis are relevant to two of the research

questions which ask:
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To what extent do employers of recent Marketing
Management graduates consider vocational/technical marketing
and business skills to be important?

and

To what ecxtent do employers of recent Marketing
Management graduates consider general education skills to be
important?

Within this scction, the mecans on importance of the ten highest rated
skills and the ten lowest rated skills are compared to the means on competence
for thc same items. This analysis provides another perspective regarding an
additional rescarch question which asks:

What is the perception of employers regarding the degree

to which Marketing Management graduates possess the skills
identified?

Most Important Skills

Table 4.13 identifies the ten most important skills across all categories
in rank order by mean. The majority of employeis rated these items,
indicating that in addition to being very important, they were also applicable
to most of the positions under consideration.

The means on importance range from 4.85 to 4.55, confirming thar
employers consider these skills to be very important to the positions held by
graduates.  Only three skill categories are represented in the top 10 ranked
skills shown in Table 4.13; five of the skills identified relate to work habits and
attitudes, four relate to communication, and one relates to promotions.

An examination of employers' responses shows that the means on
competence range from 4.24 to 3.55. For the ten most important skills
identified by employers, only three means on competence are greater than 4.0;
respondents indicated that graduates are most competent regarding the ability

to have a strong sense of cthics, to demonstrate willingness to learn, amnd to
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assume resonsibility for actions. The remaining seven means on competence

fell within the range of 3.84 to 3.5S.

Table 4.13

Comparison of Ten Highest Ranked Marketing Skills and the Competence
Graduates in Performing those Skills

Skill Imporntance Competence t

N X N X value
Have a strong sense of ethics 55 4.85 49 424 4.24%
Listen attentively 55 4.76 51 3.71 6.97*
Present oneself well to others 55 4.76 51 3.73 7.02¢
Demonstrate punctuality 54 4.72 49 371 6.37*
Assume responsibility for actions 55 4.71 50 4.04 4.46*
Demonstrate willingness to learn 54 4.65 49 - 4.08 3.43+
Follow written/spoken instructions 54 4.63 50 3.84 5.92¢
Stimulate repeat business 47 4.62 43 3.58 5.74*
Answer questions coherently 55 4.50 51 3.55 7.58%
Demonstrate flexibility 55 455 50 3.70 5.60*

*significant at the .05 level

A comparison of the means on importance with the corresponding
means on competence shows that statistically significant differences (p% .05)
exist between the two means for each of the ten skills identified. For cach
item, the mean on importance is greater than the mean on competence. A
comparison of the range of means for each rating suggests ihat, -:ile
employers consider each of the skills to be very important to the positi.
under consideration, they perceive that NAIT Marketing Management
graduates possess a moderate to reasonably high degree of competence in

those skills.



73

Least Important Skills
Analysis of employers' responses also identified those skills which are
thought to be lcast important to the positions held by graduates. The ten least
important skills are listed in rank order by mean in Table 4.14, along with the
corresponding means which describe the competence of graduates to perform
the skills. The low N's shown in the table indicate that most employers found

that these skills were not applicable to the positions under consideration.

Table 4.14

Comparison of the Ten Lowest Ranked Marketing Skills and the
Competence of the Graduates in Performing those Skills

Skill Importance Competence t

N X N X value

Understand jurisdiction of courts 18 1.72 10 2.80 3.00*

Understand landlord/tenant relations 18 1.94 10  3.00 3.25*
Perform interest calculations 11 2.00 8§ 2.88 1.87
Write and edit news releases 21 2.24 14 2.86 --
Understand principles of tort law 24 233 16 2.81 --
Understand measurement of GNP 25 2.40 14 2.64 --
Understand judicial process 24 242 16 2.88 --
Evaluate via net present value 14 2.43 11 291 --
Use capital budgeting techniques 13 2.46 7 2.86 --
Understand sampling techniques 20 2.55 15 2.73 --

*significant at the .05 level

The range of means on importance range from 1.72 to 2.55.
Examination of the means reveals that those employers who did rate the skills
on importance consider them tc be only slightly important, or even, somewhat
unimportant. Data analysis showed that the ability to understand the
jurisdicticn of the courts and to understand landlord and tenant relations were

rated as the two least important skills overall, with a means below 2.0. Unlike
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the most important skills presented in Table 4.13, the ten skills which
employers considered to be least important are not limited to two or three skill
categories; instead, six categories are represented in Table 4.14 which include
promotions, marketing research and statistics, accounting, law, mathematics,
and economics. Four of the least important skills listed are derived from the
legal skills category.

For the items shown in Table 4.14, the means on competence fell into a
narrow range from 3.00 to 2.64, indicating a moderate degree of competence
for these skills. Nine of the means were less than 3.0. Graduates were rated
highest in terms of their ability to understand landlord and tenant relations,
and were found to be almost equally compctent for the remaining skills.

A t-test conducted to compare between the means on importance and the
means on competence shows differences which are statistically significant (pé
.05) in only two instances; the means on competence are greater than the
means on importance for two skills, the ability to understand the jurisdiction
of the courts and to understand landlord/tenant relations. A review of the N's
for the skiils listed in Table 4.14 raises some question rcgarding the
applicability of the skills; as many as 79% of respondents indicated that these

skills are not applicable tc the positions held by graduates.

Future Skill Training Requirements

In an open-ended question in Section IV of the questionnaire,
respendents were asked to identify the three most important skills that their
companies will require of NAIT Marketing Management graduates in the next

five years. The responses to this question were summarized in order to
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identify recurring topics. This analysis provides insight into the final

research question identified in Chapter I which asks:

What skills do employers think will be important in the future?

A summary of responses is presented in Table 4.18.

Table 4.15

Frequencies of the Most Important Skill Requirements
of Employers for the Future

Skill Frequency
Communication 36
Selling 25
Promotion 18
Work Habits and Attitude 16
Merchandising 9
Computer literacy 8
Problem Solving 4
Marketing Rescarch 4
Other 18

Thirty-six respondents indicated that one of the skills which they
consider to be most important in the next five years is that of communications.
Twenty-five employers indicated that selling and promotions will have
considerable importance within their organizations in the next five years,
while sixteen respondents indicated that work habits and attitudes will be
among the most important skills in the future. Additional skills mentioned by
only a few respondents include merchandising, computer literacy, marketing
rescarch and problem solving.

A variety of skills, which are listed as "cther" in Table 4.15, were

mentioned as having great importance in the future. This category includes
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such skills as time managemen*, leadership, decision making, reciuitment, and
business mathematics. "Knowledge of product or service” and "organizational
skills" were mentioned several ¢imes by respondents.

The information gathered from this question is generally consistent

with the findings from Section [I of the questionnaire.

Relationships Among Variables

Additional data analysis using t-tests, Chi-square tests, and content
analysis provided the rcseAarchcr with findings which relate to the research
questions identified in Chapter I First, a t-test was computed which compared
the means on competence of graduates with less than one year's service to the
means on competence of graduates with more than onec year's service.
Secondly, in an effort to establish whether there was a relationship between
the size of an organization and the importance that cmployers place upon a

particular skill, a Chi-square test was conducted.

Lengih of Service and Competence

Respondents were asked to indicate how long the graduate under
consideration had been in theic employ. The responses indicated that thirty
graduates had been employed for less than one yeazr, while the remaining
twenty-five had been employed from onec to three years. A t-test was
conducted to determine if there were any statistically significant differences
between the means on perceived competence for the two groups cof graduates.

As is shown in Table 4.16, the differences between the means on
competence for twelve of the seventy skills arc statistically significant (p%
.05). Six skill categories are represented in this list which include promotions,

merchandising, market research and statistics, economics, communications,
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and problem solving. Three of the skills are marketing research and statistics
skills, while three more are communications skills. An additional two items
each are economics and promotions skills. Only one merchandising znd one
work habit and attitude skill were included in the list. No particular pattern is

cvident in these results.

Table 4.16

Comparison of Competence on Skills of Graduates with More than One Year
and Less than One Year of Service

Skill > One Year < One Year t

N X N X value
Follow written/spoken instructions 22 2.82 28 243 2.36*
Listen attentively 22 2.68 29 2.28 2.03¢*
Think independently 22 2.59 29 2.14 2.17*
Conduct effective oral presentation 20  2.55 20 1.90 2.93+
Prepare/deliver sales presentation 19  2.47 27 1.8§ 2.60*
Understand supply/demand 13 2.46 13 1.62 3.29+*
Gather, analyze, interpret data 12 2.42 18 1.78 2.67*
Understand/interpret statistical data 13 2.38 10 1.50 3.11*
Define problems and opportunities 17 2.24 23 1.70 2.33*
Understand pure competition, etc. 10  2.20 9 1.44 2.81%
Evaluate special promotions 17  2.18 15 1.60 2.22¢%
Select suppliers & monitor relations 17 2.18 15 1.60 2.22%

*significant at the .05 level

In every instance, the means on competence are greater for those
graduates who have been employed for more than one year when compared to
the means on competence for graduates employed for less than one year. The
implication is that, for each the skills listed in Table 4.16, competence is

associated with length of experience.
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Respondents were asked to indicate the size of the organization in
~hich they are employed. Twenty respondents worked in small organizations
with fewer than twenty employees; the remaining thirty-seven respondents
were employed in organizations with twenty or more staff members. A Chi-
square test was computed in order to identify whether there was a
contingency between the size of the organization and the importance that
employers place on skills developed in the Marketing Management program at
NAIT.  Significant Chi-square values were observed for only the six items
identified in Table 4.17. Cross-tabulations for these six items are presented in

Appendix D.

Table 4.17

Results of Chi-square Test of Contingency Between the Size of Organizations
and the Rated Importance of Skills

Skill Frequency Chi-square
Write and edit news releases 21 7.47%
Conduct a location anaiysis 16 8.38%
Handle merchandise 16 8.38+
Use capital budgeting techniques 13 5.96*
Understand the judicial process 24 7.89%
Understand the principles of tort law 24 8.79+

*significant at .05 level

For each of the items in Table 4.17, importance of the skill is dependent
upon the size of the organization. Some of the skills included the ability to
conduct a location analysis and the ability to use capital budgeting techniques.

Employers in the smaller organizations (those with fewer than twenty
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employees) placed greater importance upon each skill than did those in the
larger organizations. Perhaps this reflects the nature of small business,
which may tend to require that employees have a general understanding of a
number of functions within the organization, while larger organizations may
employ specialists to perform the same functions.

While a contingency was observed between size and importance for the
skills discussed above, no such relationship was evident for the remaining
sixty-four skills which respondents evaluated. Based on the results of the Chi-
square test, it may be concluded that the importance of a skill generally tends

not to be related to the size of the employing organization.

Comments on Program

The final question in Section IV of the questionnaire provided
respondents with the opportunity to offer comments regarding the Marketing
Management program; twenty-three employers respondei to this question. A
content analysis of employers' responses yielded five categories which are
discussed below.

The overali attitude expressed by respondents seemed to be positive, as
reflected in many of their comments. While some the of positive comments are
general in nature, others are quite specific. The following quotations
illustrate this point:

I find NAIT graduates to have a more practical knowledge and
more realistic job expectations than U of A Marketing grads.

The projects they have completed as well are more in depth and
innovative.
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Six respondents offered comments which reflect the specific needs of

these employers. These comments relate to skills or traits which employers

consider to be desirable as indicated in the following comments:

We look for candidates with proven selling skills as well as a
- thorough knowledge of these skills and techniques.

A growing number of companies have sophisticated buying
groups and sales forces -- our sales people must be prepared to
make skillful presentation of products and service to this new
breed of customer.

Most important is that candidates have the right attitude towards
work and life . . . . (including) a realistic understanding of the
working world.

While some respondents provided comments regarding their own

particular needs, such as those presented above, many offered “specific

suggestions on curriculum planning. The following comments are a sample of

those provided by employers:

Emphasis needed on dealing confidently and efficiently with
public.

Spend more time on micro economics like "how to read a price
book", less on G.N.P.! Time management, territory organization,
identifying purchasing power from influence in large
organizations would be valuable topics.

May need more career emphasis on gales versus marketing.

Eight employers indicated tkeir satisfaction with the graduates whom

they have employed. In addition, they were genercus with their praise of the

Marketing Management program itself. The following comments
representative of these views:

We have been pleased with the calibre of your graduates -- they
seem to be confident and quite knowledgeable of the basics.

The programs graduates have well-rounded skill backgrounds.
We have been extremely pleased with the Marketing graduates

from NAIT. We currently have 3 graduates on cur immediate staff
of 1.

arc



81

I am a strong supporter of NAIT and SAIT. There will always be a
demand for your students.

We will always consider NAIT grads in the future.
While most of the comments were posilive or constructive in nature, two
negative comments were offered by respondents. One cmployer indicated that

Unfortunately the student for which this evaluation was taken
was not a competent worker.

Another employer, who indicated general satisfaction with the
graduates that had been hired, qualified this view with the following
comment:

Yes, 1 have hired NAIT grads with success but 1 have turned away
many because they were clueless about the working world.

Overall, the respondents in the study provided a diversity of comments
which were generally consistent with the data gathered in previous sections

of the questionnaire.

Summary

The skill category thought by employers to be most important is that of
communications, while the skill category identified as being least important is
law. In addition, respondents in the study had a preference for graduates who
have both a general understanding of an area, as well as the ability to perform
a variety of specific skills within each category.

The results of data analyses indicate that employers of Marketing
Management graduates think that the three most important skills being
developed in the program include having a strong sense of ethics, listening
attentively, and presenting oneself well to others, each of which may be
described as a general skill. Data analysis reveals, further, tnat the three

skills deemed by respondents to be least important to the positions being
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cvaluated include the ability to understand the jurisdiction of the courts, to
understand landlord/tenant relations and to perform interest calculations.

Content analysis of future skill training requirements showed that
employers believe that communication skills will be most important in the
next five years. The next two most important skill categories identified were
promotions and selling. The former might be viewed as a more general skill
while the latter may be thought of as technical skills.

The rcsults of a t-test indicated that perceived competence seems to be
dcpendent upon experience for twelve of the seventy skills evaluated by
employers.  There appears to be no relationship between the size of an
organization and the importance that employers place on skills.

Content analysis which was completed on rcs'pondcnts' additional
comments indicated that, while employers offered a variety of comments
regarding the Marketing Management program, their general tone was
positive and the comments reflect satisfaction with the program and its

graduates.



CHAPTER V
SUMMARY, CONCLUSIONS AND RECOMMENDATIONS

Included in this chapter is a summary of the follow-up study of the
Marketing Management graduates at NAIT. Major conclusions that are based
on the findings are presented followed by a discussion of how the findings
relate to the literature. Presented last are recommendations for both practice

and further research.

Summary

A summary of the research design which guided the study is described
in this section. Also presented is a discussion of the findings as they relate to

the major research question and to each of the cight sub-problems.

Research Design

The follow-up study of NAIT Marketing Management graduates was
descriptive in nature. As such, the researcher adhered to the major principles
of descriptive survey methodology.

The survey instrument was developed by following the appropriate
steps which are outlined by Borg and Gall (1983). Potential questionnaire
items regarding skills developed in the Marketing Management program were
generated through a review of the literature as well as consultation with
program staff members. Once a list of items had been gencrated, content
validity was established by asking instructional and administrative staff to
review the items to ensure their relevance to the program. In developing the
questionnaire, which included open- and closed-ended questions, particular

consideration was given to the objectives of the study. Closed-ended questions

83
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required respondents to either seclect the appropriate answer from categories,
or to rate items on a five-point Likent-type scale. Before the questionnaire was
finalized and distributed to the sample, a pilot test was completed with twelve
respondents and appropriate changes were implemented.

Data collection procedures for the study included the selection of a
sample, the distribution of the questionnaires and the tabulation of results. A
sample of 101 individuals had hired students who graduated from the NAIT
Marketing Management program in ecither 1986, 1987 or 1988. The
questionnaire and accompanying materials were distributed on October 13,
1988. Follow-up letters were sent on November 4, and again on December 9, to
those members of the sample who had not yet responded to the survey. A total
of fifty-seven respondents, or 67.1% of the sample, completed the
questionnaire by December 22.  Fifteen individuals who returned incomplete
questionnaires indicated that they had not hired Marketing Management
graduates or that the supervisors of such graduates were no longer employed
by the organization.

Data analysis was completed using the StatsPlus software package after
the responses on coded questionnaires were entered into the NAIT computer.
The descriptive statistics generated included frequency distributions,
percentages and means. Inferential statistics were computed using t-tests
which identified the differences between the means for pairs of variables.
Chi-square tests were also computed to explore relationships between
particular variables. Results of statistical tests were considered to be
significant when p<€ .05. Content analysis was carried out on the open-ended
questions included in the survey instrument in order to identify recurring
themes.

Data analysis was conducted regarding the characteristics of the
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graduates and employers. The findings revealed that 58% of the graduates
were employed as salespersons, and that 56% of the graduates assessed had
been employed for less than one year. Secventeen of the respondents indicated
that they represented merchandising organizations, and an additional fifteen
were employed within industrial sales companies. There was a relatively equal
distribution of employers from small, mid-sized and large organizations. Sixty-

one percent of the respondents were employed as managers.

Findings
The purpose of this study was to answer one major research question
and eight related sub-problems. The major research question asked:
To what extent is the Marketing Management program at the
Northern Alberta Institute of Technology responding to the
needs of employers?
The answer to this question lies in an examination of the findings as

they relate to the sub-problems. The following summary of the findings is

organized around each of these specific questions.

To what extent do employers of recent marketing management
r nsi v i i marketi i il

important? Data from several parts of the questionnaire were helpful in
answering this question.  First, respondents were asked to rank order, from
one to 10 (with 1 being "most important” and 10 being "least important”) the
importance of seven skills categories, as well as three general education
categories. In addition, they were asked to rate on a five-point scale the
importance of forty-eight technical skills within seven categories. The
categories included promotions, merchandising, marketing research and
statistics, accounting, law, business mathematics and economics.

Promotion, which was ranked third in a field of ten categories, was
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viewed as the most important technical skill category. In contrast, legal skilis
were ranked the least important category overall. The ranked importance for
the remaining five technical skill categories, in descending order, was
merchandising, marketing research and statistics, business mathematics,
cconomics and accounting.

Within the category of promotions, the five most important skills were
the ability to stimulate repeat business, to determine customer needs, to locate
prospective buyers, to plan and deliver sales presentations, and to demonstrate
product use. The findings show that the ability to write and edit news releases,
to develop and prepare advertising copy and to identify and interpret
advertising results were rated as the being least important promotions skills.

Of seven merchandising skills rated by employers, the ability to analyze
and evaluate the effectiveness of merchandise displays was indicated to be
most important. Two items which were rated equaily as being the least
important skills in this category are the ability to handle merchandise and to
conduct a location analysis. Overall, these items were considered to be
moderately important,

The results of this analysis indicate that employers place more
importance on the ability to define marketing problems than on any other
marketing research skill. They consider the ability to wui:derstand sampling
techniques to be less important than the other items listed for this category.

The five accounting skills listed in the questionnaire were judged by
employers to be of moderate importance. Employers indicated that it is most
important for graduates to understand the effect of costs on pricing, and least
important that they be able to use capital budgeting techniques.

With respect to legal skills, employers place a moderate degree of

importance on the ability of graduates to understand the ingredients of a
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contract. However, they consider the ability of graduates to understand the
jurisdiction of the courts to be far less important.

Employer responses indicated that there is a sizable variance in the
importance that is placed on particular business mathematics skills.
Considerably more importance is placed upon the ability of graduates to
perform pricing calculations, while much less importance is placed upon their
ability to perform interest calculations.

On employers' ratings of economics skills, the results indicate that the
most important skill is the ability to understand price sensitivity, which was
rated as being moderately important. The ability to undecrstand the
measurement of GNP was rated by respondents as being only somewhat
important. |

When examining the findings regarding the importance of skills across
all categories, only one technical skill was included in the ten highest rated
items; the ability to stimulate repeat business, a promotions skill, was rated as
the eighth most important skill overall. Each of the ten lowest rated items
across all skill categories is a technical skill. The two least important skills
overall, which include the ability to understand the jurisdiction of the courts
and to understand landlord/tenant relations, are legal skills. These skills were

rated by employers as being "somewhat unimportant.”

To _what extent do employvers of recent Marketing Management
graduates consider general education skills to be important? Those
questionnaire items which were helpful in acquiring answers to the previous
research question, are also relevant for this question. Respondents were asked
to rank order, from one to 10 (with i being "most important” and 10 being

"least important”) the importance of three general education categorics, along
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with the seven technical skill categories discussed earlier. In addition, they
were asked to rate on the five-point scale the importance of twenty-two
general  skills  within  the three categories. The categories included
communications, problem solving and work habits and attitudes.

Employers indicated that the most important general education skill
catcgory is communications, followed closely by work habits and attitudes, and
then problem solving. When asked to rank the importance of these general
cducation categories along with the seven technical skill categories,
cmployers ranked the former categories first, second and fourth in a field of
ten,

Nine of the ten items within the category of communications were rated
by employers as being very important. Within this group. the ability to listen
attentively and to present oneself well to others were equally rated as the most
important skills. Although the ability to use software such as DOS was rated the
least important skill, employers indicated that it is of moderate importance.

Employers rated the importance of only two problem solving skills and
indicated that ecach skill was very important. The ability to think
independently was rated as being slightly more important than the ability to
identify problems and propose solutions.

The findings show that respondents considered all ten items in the
category of work habits and attitudes to be of great importance. Having a
strong sense of ethics was identified as the most important skill within this
category. While the ability to demonstrate intuition and sensitivity was rated
the least important skill in this group, it was, nevertheless, considered by
employers to be very important.

Responses indicated that, of the ten most important skills across all

categories, nine of them are general education skills; five of these items relate
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to the category of work habits and attitudes and an additional four items are
communications skills. The two most important skills across all categories are
the ability to have a strong sense of ethics, which is included in the category
of work habits and attitudes, and to listen attentively, which is a
communications skill. No general education skills were included in the ten

items rated by employers as least important overall.

w is_th i i whi
Marketing  Management graduates possess the skills identified? For each of
the skiil categorics on which respondents rated the importance of items, a
rating on the competence of graduates was also requested. [In particular,
respondents rated on a five-point scale (with S being "highly competent” and
1 being "limited competence") the competence of graduates with respect to
forty-cight technical skills within seven cutegories, and an additional twenty-
two general education skills within three categories. The technical skill
categories included promotions, merchandising, marketing research and
statistics, accounting, law, business mathematics and economics; and the
general education skills categories included communications, problem solving
and work habits and attitudes.

The three promotions skills for which employers considered graduates
to be most competent were the ability to stimulate repeat business, to
demonstrate product use and to determine customer nceds. Employers rated
graduates as moderately competent on these items. Graduates had limited
competence with respect to their ability to write and edit new rcleases.

Graduates were judged by employers to possess moderate to moderately
high degrees of competence in all of the merchandising skills on which they

were rated. However, they were rated as being most competent in terms of
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their ability to implement an inventory control system and, secondly, to
conduct a location analysis. Employers indicated that, although graduates
were lecast competent in their ability to handle merchandise, they were,
nevertheless, moderately competent.

For six of the seven marketing research and statistics skills on which
graduates were rated, cmployers indicated that the graduates were moderately
competent.  On the seventh skill, the ability to conduct statistical analysis,
graduates were rated as having a moderately high degree of competence. In
addition, the competence of graduates was relatively equal in terms of the
ability to understand sampling techniques, to prepare formal research reports
and to develop hypotheses; graduates were rated lowest for these three items.

While employers indicatcd that graduates were moderately competent
on four of the accounting skills on which they were rated, the competence of
the graduates was judged highest on the ability 1o understand the effect of
costs on pricing. The ability to evaluate financial performance was rated by
employers as the skill on which graduates were least competent.

The competence of graduates on five legal skills was rated by employers
as being relatively equal.  Although graduates were moderately competent on
these skills, they were rated as being most competent regarding the ability to
understand landlord and tcnant relations. Employers rated them as being only
slightly less competent in their ability to understand the jurisdiction of the
courts.

Employers indicated that graduates possess a moderately high level of
competence for only one of the four business mathematics skills on which
thcy were rated;  this skill is the ability to perform pricing calculations.
Otherwise, graduates were moderately competent on business mathematics

skills.
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The results show that graduates possess moderate degrees of competence
on each of the economics skills on which they were rated. While they were
judged to be somewhat more competent in their ability to understand price
sensitivity and the effects of supply and demand, employers indicated that
graduates were slightly less competent in their understanding of the
measurement of GNP.

Graduates were assessed by employers as having moederate to moderately
high degrees of competence in the ten communication skills on which they
were rated. The three skills on which they were judged to have moderately
high levels of competence include the ability to follow written and spoken
instructions, to present oneself well to others and to listen attentively.
Employers indicated that the communications skill for which the graduates
demonst.ated the least competence is the ability to use software.

Employers rated the competence of graduates for only two problem
solving skills and found them to possess moderately high levels of competence
for both skills.

The final category for which employers rated the competence of
graduates is that of work habits and attitudes. The findings show that
graduates were rated as having moderately high degrces of competence for
seven of these skills; for the remaining three skills, they were judged to be
moderately competent. While employers rated graduates highest on having a
strong sense of ethics, they indicated that graduates were least competent in

their ability to demonstrate intuition and sensitivity.

To__wh xten h ifferen W

mpl T | n rti itl n iv

Marketing Management graduates in performing these skills? For each of the
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seventy items included in the questionnaire, differences between the means
on importance and the means on competence were calculated using a t-test for
non-independent samples; differences were considered to be statistically
significant when p¢ .0S.

For ninc of the ten skill categories where statistically significant
differcnces were identified, the means on importance were higher than the
means on competence; an exception to this was two legal skills for which the
mcans on competence were greater than the means on importance. Overall,
statistically significant differences were observed for thirty-eight of the
seventy skills on which employers rated importance and competence.

Most of the skills on which there were statistically significant
differences between the means on importance and on corﬁpetence were within
three skill categories. The greatest number of significant t values was
identified within the category of work habits and attitudes for which there
were differences for all ten skills rated by employers. Within the category of
promotions, there were statistically significant differences between the means
on perccived competence and on importarice for nine out of fourteen items.
These included differences between the means for the five most important
promotions skills: the ability to stimulate repeat business, to determine
customer needs, to locate prospective buyers, to deliver sales presentations,
and to demonstrate product use. In addition, differences which are statistically
significant were identified for nine of the ten communications skills listed in
the questionnaire; the only item for which the difference between the means
was not significant was the ability to use software such as DOS.

Statistically significant values for t were obtained for items within six
additional skill categories. Differences between the means on importance and

competence were observed for three out of seven marketing research and
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statistics skills, two of which were rated by ecmployers io be the most important
skills within the category. Both of the problem solving skills rated by
employers had statistically significant differences between the means. In
addition, the t-value was statistically significant for two legal skills for which
the means on competence were greater than the means on importance. There
was a statistically significant differencc between the means on importance
and competence for only one skill each within the categories of ecconomics,
merchandising and business mathematics.

Although there were differences between the means on importance and
perceived competence for some skills within the category of accounting, the t-
test conducted indicated that none of the differences was statistically

significant.

What skills do _emplovers think will be important in the future? When
asked to indiéate three of the most important skills to be required of NAIT
Marketing Management graduates in the future, more than 60% of
respondents mentioned communication skills and more than two-fifths of
employers identified sales skills. Almost one-third mentioned promotion skills.
Other skills mentioned by a few employers as being imporiant for the future
include merchandising, computer literacy, marketing research and business

mathematics skills.

work? A Chi-square test was conducted in order to determine whether a

contingency exists between the importance that employers place on skills and
the size of the organization.

The results indicated that the importance of a skiill tends not to be
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rclated to the size of the organization., A contingency was observed for only
six of the seventy skills which were rated by employers, all of which were
technical skills such as the ability to write and edit news releases. For each
item, cmployers in the smaller organizations placed greater importance upon

the skill than did those in the larger organizations.

To_wh X r I i s i iv w

Marketing Management graduates who have been employved for less than one
year_and _those graduates who have been employed for one vear or longer? A

t-test was conducted to identify differences which were statistically
significant (p£ .05) between the means on the perceived competence of
graduatcs who were employed for less than one year and those who were
employed fer a longer period of time.

Differencez which are statistically significant were found for twelve of
the seventy skills rated by employers including promotions, merchandising,
marketing research and statistics, economics, communications, and problem
solving skills. In each case, the means on compeience were higher for those
graduates who had been employed for more than one year when compared to

the means on competence for graduates employed for less than one year.

wh X loyers prefer hir r
r with ral__knowl ver r wi h ili
perform specific_ skills? Respondents indicated on a five-point scale (with 5

referring to "general knowledge" and 1 referring to "specific skills") their
preference for graduatcs with general knowledge or specific skills for ten
skill categories.

The findings indicate that, although employers do not have a stroag

preference for either general understanding or specific skills for each skill
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category, they tend to prefer that graduates have general undcrsianding of
work habits and that they possess more specific skills in the arca of business
mathematics. Overall, the mean responses suggest that employers require
graduates who have both general understanding of a subject as well as specific
skills within that subject.

To what extent is_thc Marketing Management program at the Northern
Alberta Institute of Technology responding to the needs of cmployers? The
answers to the sub-problems which were discussed earlier offer insight to this
major research question. In addition, the general comments provided in the
questionnaire by twenty-three of the respondents are also revealing. The
overall attitude expressed by the respondents was positive, Employers
indicated their satisfaction with the graduates whom they employ and were
generous with their praise of the Marketing Management program. They also
offered comments regarding the particular needs of their organization by
identifying the importance of such skills as the ability to sell; other
respondents offered suggestions regarding curriculum planning. Only one
respondent indicated that the graduate hired by the organization was deemed

to be incompetent.

Conclusions

Four main conclusions may be drawn from the findings of this follow-
up study of NAIT Marketing Management graduates. Each conclusion relates,

generally, to the research questions which guided the study.

Importan f Technical an neral E i ki
While employers place varying degrees of importance on the seventy

skills which they rated, they tend to consider the large majority of these skills
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to be at least of moderate importance for positions within their organizations.
In addition, they consider some of the skills to hbe of moderately high
importance, and a few skills to be very important.

Most of the skills which employers consider to be very important fall.
within thrce categories. The items within each of these categories --
communications, problem solving and work habits and attitudes -- are general
education skills. Employers tend to consider the skills within these categories
to be more important than the skills in any of the techaical skill categories
which they rated. However, some technical promotio-ns skills are also
considered by employers to be very important.

Although employers place more importance on the general education
skills that they rated, they also consider the majority of the technical skills to
have moderate importance. An exception, however, might be the category of
legal skills, which most employers tend to consider as having limited

importance within their organizations.

lev kill

The skills which employers rated on importance are those which are
developed in the Marketing Management program. On this basis, and in
conjunction with the levels of importance which employers place on these
skills, it may be concluded that the focus of the Marketing Management
program is relevant, for the most part, to the needs of employers. On this
point, however, caution should be taken. While those employers who rated
particular skills in the questionnaire considered most of them to be at least
moderately important, there are other employers who indicated that some
skills were not applicable for the positions that they were assessing. It may be

concluded, then, that some of the skills developed in the Marketing
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Management program may have rcievance for only particular cmployers.

Differ ) w Im

For more than 50% of the items, there were differences between the
level of importance which employers place on certait skills and the degree to
which they perceive graduates to be competent in those skills. For thirty-six
out of thirty-eight items where the t-value was statistically significant, the
means on importance were greater than the means on competence.  This
observation should be neither surprising nor alarming. That employers rated
the importance of particular skills higher than they rated the competence of
the graduates with respect to the same skills reflects the difference that one
might expect to find between the ideal and the actual. In such ratings it is not
unusual for the actual to fall short of the ideal.

While employers tended to rate the competence of graduates lower than
they rated the importance of skills, the graduates were at least modecrately
competent in performing most of the skills on which they were rated. It is
perhaps also ielevant, at this point, to consider the length of service of the
graduates who were assessed by employers; 56% of graduates were employed
for less than one year and the remainder were employed from one to three
years.

Given these two factors, that the graduates have been employed for
relatively short periods of time, and that the ideal tends to be rated higher
than the actual, they have, for the most part, achieved acceptable levels of

competence in their jobs.

Employer isfacti
While employers surveyed were not specifically asked to what extent

they were satisfied with the graduates whom they cmploy, a level of
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satisfaction may be inferred from the findings of this study. Responses
regarding the importance of particular skills and the competence of graduates
on the same skills, as well as employers' general comments are informative in
this regard.

The findings suggest that the employers surveyed ‘for this study are
generally satisfied with the graduates whom they employ and with the content
and focus of the Marketing Management program and NAIT. As indicated
above, employers consider most of the skills which are developed in the
program to be at least moderately important to the positions which they
assessed. In addition, they judged that the graduates possessed moderate to
moderately high levels of competerce in those skills. The comments which
employers provided tend to reflect their general satisfaction with the
graduates as well as with the program. For instance, seven respondents had
cither implied, or stated explicitly, that they had had positive experiences with
other graduates employed in their organizations, besides the individual whom
they assessed for this study.

On this basis, it may be concluded that the Marketing Management

program at NAIT is adequately responding to the needs of employers.

Discussion

There appears to be consistency between the findings of this study and
some of the literature reviewed in Chapter II. Results indicate that employers
of NAIT Marketing Management graduates tend to place more importance upon
general education skills than they do on technical skills. In particular,
respondents indicated that the categories of communications as well as work

habits and attitudes are the two most important groups of skills of the ten
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which they rated. Some studies in the literature support this view, to the
extent that employers have been found to place considerable importance on
these areas (Alford, 1986; Crohn, 1983; Davis, 1985; and Martin & Tolson, 1985).
In addition, the findings of this study concur with those of the study conducted
by Crohn (1983) in terms of the importance of problem solving skills. Crohn
(1983) found that "many employers . . . call for the development of higher
level conceptual skills, including reasoning, analyzing, making inferences
and problem solving" (p. 3).

The relative importance which employers of Marketing Management
graduates place on general education and technical skills is supported by
employers in a study conducted by Knold (1986) who concluded that "without
employability skills, [including positive work habits, Eaglish language
comprehension, basic math skills, and problem solving skills] having a
specific technical or vocational skill will be of minimal value within the work
place” (p. 26).

Some agreement also exists regarding the most important skills
identified by employers in this study and those identified by employers in
other studies. For example, the skill on which employers of Marketing
Management graduates place the most importance is having a strong sense of
ethics. Martin and Tolson (1985) found that employers in Virginia expressed
an increasing demand for employees who are dependable and honest (p. 1353).
In addition, respondents in a study conducted by Alford (1986) indicated that
the single most important competency required for success in business is the
ability to follow written and oral instructions. Employers in this study rated
this item as the seventh most important skill overall.

In general, the views expressed by the respondents in this study are
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consistent with some of the findings of other studies discussed in the

litcrature.

Recommendations

The findings of this study, and the conclusions derived from them, lead
to a number of recommendations. Included in this section are
reccommendations for practise within the Marketing Management program

and for further research.

Recommendations for Practi
Recommendations for practise are those which have particular
relevance to program administrators in the Marketing Management program

at NAIT. Four such recommendations are presented below.

Emphasis on General Education Skills. Program planners should ensure
that the emphasis placed upon general education skills -- such as
communication, problem solving, and work habits and attitudes -- is
maintained within the Marketing Management program. This may be

achieved through individual courses within which communication skills, for
instance, are developed in students. However, the general education skills
which respondents rated as being so important are those which can, and
should, be integrated into and emphasized within each course that students
take within the program.  Accordingly, the instruments used for evaluating
students at NAIT might be designed in a way that is compatible with this
objective. In addition, program administrators might consider communicating
to instructional staff a vision, or philosophy, regarding the program which
would encourage an emphasis on the general education skills.

Regardless of the methods used to accomplish the objective,
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administrators in the Marketing Management program should strive to cnsure
that an over-emphasis is not placed on technical skills at the expense of

general education skills.

Emphasis _on Promotions. Due to the importance that employers place
on promotions skills, and given that most of the employers surveyed consider
these skills to be relevant within their organizations, administrators in the
Marketing Management program should ensure than the emphasis on these
skills is maintained.

Of the seven .tcchnical skill categories which employers rated,
promotions was clearly. identified as the most important category. This is,
perhaps, related to the fact that 58.9% of the graduates who were assessed by
employers were employed in sales positions for which promotions skills would
be particularly relevant. Since some skills within this cawegory were judged
by employers to be more important than others, it would be particularly
appropriate to maintain the emphasis placed upon those skills which were

rated most important.

r w Ver ifi kills. Employers surveyed showed
no strong preference for graduates in terms of general knowledge or specific
skills. There were, however, some categories for which employers placed
greater emphasis upon specific skills, such as in business mathematics.  For
other categories, including economics, employers prefer that graduates have a
general undersitanding of the subject. Consequently, it is important that
Marketing Management program planners strike a balance between the
emphasis which is placed upon theoretical concepts in each course and the
practical, "hands on" skills which are developed. This may require that each

course, or subject category, be examined by relevant instructional staff in
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order to establish the most appropriate blend of general and technical

knowledge or skills.

Establish a Data Base. Accessing the names of organizations that have
hired Marketing Management graduates in recent years was particularly
difficult due to the lack of an organized data base. It is imperative that a data
base be established so that, when administrators within the Marketing
Management program conduct further follow-up studies or program

evaluations, & frame may be developed in a more efficient manner.

R mendati for R I

While this follow-up study has been useful in assessing the extent to
which the Marketing Management program is meefing the needs of
cmployers, the information acquired is not complete in this regard. Rather,
asscssments cf this nature may be thought of as an ongoing process.
Consequently, a number of recommendations for further research can be

identified.

Evalyation of Individual Courses. The need to limit the length of the
survey instrument used and to focus the study on the entire program, placed
limitations on the amount and nature of information collected on individual
courses. In-depth evaluations of each course would be valuable to program
administrators and instructional staff alike because they would generate more
detailed information relevant for curriculum planning.

If studies of this nature are conducted, program planners might
consider developing a more complete list of relevant skills for each course. In
addition, respondents could be asked to identify skills which have been omitted

from the course and which are relevant to marketing positions. Evaluations
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conducted for individual courses might also be useful for determining to what
extent each course "fits" with, and is integrated into, the entire program.

Due to the findings rcgarding the limited importance which employers
place upon legal skills developed in the program, the course within which
these skills are developed might be the first for which an evaluation study is

conducted.

Survey Non-Employing Organizations. This study has been helpful in
determining the perceptions of employers of recent NAIT Marketing
Management graduates regarding their competence as well as the importance
of skills developed within the program. However, there exists a gap in the
knowledge about how representatives of organizations who have not hired
Marketing Management graduates feel about the focus of the program and the
conten: of its courses. It may be gratifying to know that employers are
generally satisfied with the competence of recent graduaies whom they have
hired. However, program administrators should be equally concerned about
the needs of those organizations within the community which require
individuals with marketing expertise but which have noi had the opportunity
to express their views through this study.

A study involving representatives of non-employing organizations
might focus on acquiring perceptions of these individuals regarding the
importance of skills developed in the Marketing Management program. In
addition, the program administrators might solicit the opinions of these
employers regarding other skills which they consider to be relevant to
marketing positions within their organizations, and which should be included

in the curriculum.

Investigate the Applicability of Skills. The findings in this study show
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that thc employers who rated seventy items on importance indicated that most
of the skills are at least of moderate importance. However, program
administrators should note that many employers indicated the skill was not
applicable to positions within the organization.

Administrators might considef conducting a study which would allow
them to examine more closely the applicability of skills developed in the
Marketing Management program. This might entail soliciting more in-depth
comments from employers regarding the reasons for their assessment. In
addition, it may be useful to determine whether there is a correlation between
the nature of the organization and the respondents’ opinion regarding the

applicability of certain skills.

Epilogue

Since this study was undertaken, some changes have occurred in the
organizational structure at NAIT. The Business cluster of programs no longer
functions as part of the unit which was known as the Business Department.
Instead, these programs have become part of the newly created Business and
Health Sciences Division. The Marketing Management program, which was
the focus of this study, has seen the following changes: the first year courses
operate as a separate program referred to as Business Administration - Year 1.
The second year courses now operate as a distinct program; for administrative
purposes, these courses, as well as the sccond year courses from the business
program previously known as Management, are now under the jurisdiction of
one Program Head who is responsible for the Management and Marketing
programs. The organizational changes provided a further basis for

recommending additional follow-up studies of graduates of NAIT programs.
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Perhaps the results of this study will help to motivate others to engage in such

research,.
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NORTHERN ALBERTA INSTITUTE OF TECHNOLOGQY

MARKETING MANAGEMENT
QUESTIONNAIRE

If your company has hired more than one Market:~3 Management graducte
in the last three years, please respond to this questionnaire in terms
of the graduate hired most recently.

Once you have completed this questionnaire, please mail it before
October 28, 1988 in the self-addressed and stamped envelop which
has been provided for you.

When you mail the questionnaire, please mail separately the self-
oddressed and stamped postcard.
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MARKETING MANAGEMENT QUESTIONNAIRE

ISIG‘I!O! | 3] Oillllb IIVOINAIIOII

& Pleans irdicate the grwinmrs's job title vhile mmployed with your orpanization:

5 Pleass Lvicate helow approximetely how lang the NAIT graduste uhm you vill be evalusting has Yoen (@s)
enmployed with your firm:
l« less than ae yasr
2, fras ane to thres yesre __
3. mpre than three years

G. Pleass ULvicats yow job title in the organization:

D, Pleass irdicate bhelow the cas ites that bemt describes the nature of the business in which your
organization is engaged:

1. Adwertising and/or Public Relations

2. Masrchmviising/Rstailing

3. Industrial Seles, Marufecturing ad Distritution

4, Servics Ssctor

S. Non=Profit Sector

5. Goverramnt Sector

7. If othar, pleans descrite

L. Plesse indicste belas how meny peopls your organization employs:

l. leas than 20
2. from 20 %o 100
3. more than 10

Beginning an page 2 is 8 List of siills, coepstencles, and lovwledge it relatad to the Merieting Meagemnt Program
Thess itews will vary in {wportence according to the nsture of the position occupied b the NAIT graduste. Plemss
Maumimmdmizpbymmmtoum“m.

Quetis Gso
In your opinion, how laporeant {s this pareiculer sicill, \mawledge, or compatency to the meition for <hich you hired

a NAIT Marusting Managamnt gradate?
Plagse circle aw nmer

remly Not Not
| laporears Inporeant __ Applicable }

5 4 3 2 l )

Qmotion B0

How competent is (was) the NAIT Marksting Msnagement gradusts, esployed by your firm, in applying this inouledge
or skill in your woriplace?
Plasss circle one rumber

Highly Limited Don't ¥now/

| Compecent Corpatence Yot Applicable}

5 4 3 2 l 0
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for axch irem, circls the cuuopwrists amber

METYNG MACET _—
How important is this How conpetent (s the NAIT gracuace
DRLEYE, WNLS 4D OYEIILTES asreicular siill, mowledge, of | (n applying this imowledge/siill
to the posicion? | | in vour wrikplacs?
gmly ot VA E;m.y Tmced Jnc Qov i
funt Gporune - CompecentGwpecercs N A
le PRONOTLION
lol locats prospective buyers ad opan the
3ales contact S & 3 2 1 ) 5 4 3 2 1 )
1.2 Dstermine Qstamr neads v wnts, ay
!dmutznlu:m:omﬂbln 5 & ) 2 1 0 S 4 ) 2 1 )
1.3 Plan, prepare and deliver & effective
uhlggggum S 4 3 2 1 Q S & 3 2 1 )
1.4 Qsmvutrate jeoduce uss 3 4 3 3 1 ) I )
1.5 Stimlacs repast tusinsas by msuging
after salep sarvics $ 4 3 2 1 0 S 4 ) 2 1 )
1.6 Undarstard the opsrstion of sales fo

" incluiing hrigeting, organization ad

lo, Flan, (wepare & implemnt @
Mﬁmﬁmﬂﬂ 5 4 3 2 1 0 S 4 3 2 1 D)
1.8 ODafiro relevent target mrists ad
salect appropriste madis to resch
gnumhn $ 4 ) 2 1 0 5 & 3 2 L 3
1.9 Dsvelop sv prepare adwercising copy |-
for varicus medis $ 4 2 2 1 0 5 4 3 2 1 D)
1,10 Evaluats &d intarprec the resilts of
ahmreis $ 4 3 2 1 0 S 4 3 2 1 0
1.11 Writs ard edit o relesses and
fasture stories $ & 3 2 1 0 $ 4 3 2 1 D]
I.lzmnntymnlmmbuc!otu
and commmicate
cltncuwlguithu- S & 3 2 1 0 5 4 ) 2 1 DK
1.13 Plan, scharule, hudget avi iwplemnt
$ and eents $ 4 3 2 1 0 $ 4 3 2 1 )
l.14 Evaluste the effeccivensas of special

promtions avi events $ 4 3 2 1 0 5 4 3 2 1 )
L MTRCEANDISING

2,1 Conduct & locstion analyeis for s

ve retail tusinsss S 4 3 2 1 0 s 4 3 2 1 b}

2.2 Prepare marchaniise buigets iviicating
AITOVETS

3 Oesign s detailed myisl stack for a
retail store indicating waristy,

assoromnt arvl depeh of mercharvise s 4 3 2 1 0 s 4 3 2 1 )
2.4 Analyrs and evaluste the effectivensas
ofu:dum.dt_sg_l.g S 4 3 2 1 0 $ 4 3 2 1 ]

2.5 Sclc:mu-.wumd
monitor v evaluate $ & 3 2 1 Q S 4 3 2 1 )
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MY HUUCEDE
DOLNE, TS 4D CETRLTYS

far enrs {rum, cirels the qprorisre anber

% ¥ERCRAUDDISING

Row competanc 1 te YA graduace
{n applying this iwwledge/skill

o v ripluce?
Y. Umited  dn'c Kow
Comperaf Canpatance

N/A

2.6 Handls mrchendise including
procamsing, sricing, taggiy, &d

stocking Lnonaming merchandise
Z7Eﬂ¢umaﬂum-m:mimumw
control system imvolving the activi

associated with hook ad physical
Lnventories

% MAREETING RESTARCE AUD STATISTICS

).l Define mariating problems ad

repities
3.2 Osvelop wochasss relsted to mris

~
—
(o] [=]
w
&
(™
—

Edmnlndgmnunuu
.3 Gsthar, sslyts and (nterpret dats

.4 Prapsre formal reasarch reports
{ncluding daseripeions of & saz of dn

Muwm«m
«5 Undsretand the difference tetumen
probahility avl nonprobability saples
ard sslect te le

3.6 Cooss ¥ carvy ait the ewroprists
stacistical gulysis wir; scaciseical
sofnare

3.7 Uviarstavd av interyret statistical
STV groerly

& ACCOUNTING

4,1 Prepare, resd, ad (nterpret finencial

statosanes
4,2 Undecetard the effect of costs ad

vamm;a;!_nlgnm
4.4 Considar the finsncisl {splicatiors of

or lines

4.5 Use capital burigeting teciviqums to
mks long=tars decisions regarding
squipmne or tusiness scquisitions
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cmpetent i3 e NALL Jraduate
{n applying this imovledge/skill

L Lin Wrkolace?
ﬁy Umted oon't Know|

tent tance N/A

DOIIYE, XS 4D GITRETS

S LEGAL

5.1 Uderstard the judicial procass

rogarding civil mecery 5 4 3 2 1 0 S & 3 2 1 )
.2 Unoretand thw organizacion and
: jurisdiceion of the courts $ 4 3 2 1 0 $ 4 3 2 1 b
.3 Udsrotand the tasic principles

tegarding tore lav S 6 3 2 1 0 S 4 3 2 | 0]
.4 Unvarscand the ingredients of & valid

contract S 4 ) 2 | 9 $ 4 3 2 | p)
T.5 Undorstand Ow tasic niles omcerning
lavlord ad tenanz relations vt lard

_Tortoages S 4 3 2 1 0 S 4 3
& SUSINESS UATEEHNATICS

[&]
—
o

6.1 Perform s veristy of pricing e

mgammum S 4 3 2 | o] S 4 3 2 | )
.2 Computs the purchsss prics of bonds

& parfors calculations of intarest
ad paymont v long tere lomw @d the

Vd\l% S &4 3 2 o} S 4 3 2 | Q
.4 _Perforn foreion cichangs calculstiony 5 4 3 2 0 3 4 3 2 i )

7. ECcosONIcCS

7.1 Underscand hew I.le. damord, &d

price influsnce peeduction $ 4 3 2 1 0 5 4 3 2 1 0
.2 Undsrstand the principles of price

Sengitivicy S 4 3 2 1 0 $ 4 3 2 | 0
.3 Undsrstamd [rice eyl oLt

dgtaruinstion uvisr pure comperition,
aonopaly, sooopolistic crmpatition,

oligopoly - S 4 3 2 1 0 5 ¢ 3 2 1 0
+4 Undarstand the influsnce of

unamployeant ratss, inflation rates
interest rutes on the health of the

7.5 Understand the functioning of fiscal

wmgggg S &4 3 2 1 0 $ 4 3 2 1 0
.6 Understand how to sassure the level of

ecorcmic activity (QP) S & 3 2 1 0 5 4 3 2 1 0
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e each itmm, cirels the qpprogrisre maber
WETNG NAUCSEY

Fow amoreant s ous J Tos cwpetent 18 e NAIT gradusce
NAYY, XIS 4D MRS particular skill, mowledge, of | in applylng this imowledge/sidll

%s_n_xg W the pogivian? | | in jour wriplace? ]
rammly ot A Hghly Umetad On't Know

rrant 122 i tant teNCe N/A

& CONNUDIGAYXIONS

8.1 Read ard comproherd written

cammicstions S & 3 2 2] $ & 3 2 o)
8,0 Follow written ard § instruetl S e 3 2 J S 4 ) 3
3.3 Write clearly avd effectively wing

|______proper rremmar S & 3 2 1 0 S 4 3 2 1 )

8.4 Engage corwtructively &l critically

in the oral of ideas S 4 3 2 1 0 5 & ) 2 | 0
8.5 Angar quastions coherancly &

concisaly $ & 3 2 1 0 S 4 3 2 1 0
W6 Covhict @ effective oral pressntation

Lo a grop S & 3 2 1 0] S &6 3 2 | 9

8,7 Pressnc cwself to othars (n & @y

‘ that refleces wll on the S 4 3 2 1 0 S 4 3 2 i 0
(5.3 Use job relstad —H'M:Mlm

approyeistely S & 3 2 Q S 4 3 2 0
.9 Listan artencively 3 e 3 2 Q 3 6 3 2 3
8,10 Uss epplicacions of husiness softuare
{ncluding 008, lotus l=2-], ad dRass
944 $ & 3 2 1 0 S 4 3 2 1 0
% PRODLEW SOLVING
9.1 Idmncify rroblews & proposs avd
‘ ealuate wys to eolve then S & 3 2 | 0 S 4 3 2 1 0
¥ MM! S & 2 1 Q 5 4 3 2 1 Q.
10, VORE BASITS AND ATTITUDRS
10,1 Dmpyweryts intucieion and eerwitivity| S &4 3 2 1 0 5 &4 3 2 | 0
10,2 willirgly tsite directions
I3} S & 3 2 1 0 S &4 3 2 1 0
10.] Work peoductivaly ummmnnL
they end S 4 3 2 |1 0 S 4 3 2 1 0
10.4 Dawvoerate flecibility by recognizing
the need to changs & adapting to
clramstoves @ red S 4 3 2 | 0 S 4 3 2 0
(105 COemorwersee willirgmass to leam J_4 3 0 3 4 3 2 9
10.6 Exhibie depandabilicy 3 4 3 2 0 S 4 3 2 Q
10,7 Ommvwersze pmctuslity avd cmplsta
assigmmnts in an accurats &d timsly
Mnney 5 & 3 2 0 5 4 3 2 1 0
10,8 Follow rules &d regulacions EN ! 0 5 & 3 2 1 D
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e axrd itam, circle the qguogrise suber

s iaporeant s Ous q] Tos competant 8 0w VALY grasuace
RN, SN A DT parctcular ddll, ovwledge, {n applytng tds imensledge/skill

%Mmmaum? | [ in yar wriplae? |
remly ot N/a Hghl Umited Om'c ew

L
reant reane Copetent  Gopaterce VAL

0, VORE HADITS AFND ATTLITOOES - Cwmcined

{10.9 Fove & scrong emes of sthic av
Tecngnize the comsequances of

‘ dishormsty S 4 ) 2 1 0 S 4 ) 2 | D]
10.10 ‘spme resporeibility for am
dacisions ad actiore $ 4 3 2 1 0 $ 4 3 2 1 Q

b
FUBCTIONS

& Listed helov are ten areas for vhich the NAIT Marusting Mansgemsnt Progran attagpts to dsvelop spseific
tidlls evi/or gearal imoviedge and uvisrstanding in gradustss. Thess aress are coreistant with those of
ssction LI, ’

Mlasse respord to the folloving question by circling the sywopriste amiwr for each itam

To vut eten & you prefer to hre s NAIT gradusts with gewml wderetamiing/mowiadgy (0 this ares werss
the adility o mrfors wpecifie resa/drills?

[ STILL aita/ Ganeral ¥noviedigs/ Specilic SALle Yot
CATEGORY Undaretarding Required  Applicable
Reqrired
Progotion

3
20 J
5

PO POy POV PO TO9Y

Rusineas Marhasstics

7o

Camnications S
Y. DProblem Solving 3
10, Work tanits sad Attitiias 3

olojolojc]ofejo]ele

P PN P8 PR P T8 Y T9Y T80 P

3 K C o o Rt R R R R Ll

1

Tor esch of the tan eizill eress/catagories balow, plasse rank them in ordsr from one to um according to
thair relative lsportance to the poaition for vhich your fimm Mred 3 NAIT Meriating Mensgamant graduate (£1
{ndicstas the woot {mportant iten and #10 iviicates the lasst importmt Ltem).

Proanticn

Marchandising
Markating Bassstch s Stacistics

€|E

|
|

I
1

Problas Solving
Work Habite and Artiruies
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Y EY ISy TV VIYVET SETIL YOIV IVE VIRUTTTNTTYy]

& [0 the space belaw, plaase ldentify 3 of the met iLwportant job siilly that your cwpaw «ill require of SAIT
Marketing Mmnagemant gradustes in the rext 5 years:

L,

2'

3'

5 Please use the space provided below if you wnld Liks to offer &y additional coments regarding the
Marketing ‘Gnagemenc Program at NAIT.

K T0 FR OSSLITT: A0S (ENTIONATEN. WIR OYSRRITYON IS LPVENCLYR.
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Nail

NORTHERN ALBERTA Phone 471 -7400

INSTITUTE OF TECHNOLOGY

11762 - 106 Street
Edmonton. Alherta
Canada, T5G 2R1

_ September 28, 1988

Dear :

In late August you wvere contacted by telephons regsrding a follow-up study
of recent NAIT Marketing Management gradustes. Since you indicated on the
telephone that you are, or have been, the supervigor of guch a graduate,
your vievs are essontial to the success of this study.

The purpose of the atudy is twofold; firstly, to determine the importance
vhich you place on the skills and Imovledge being developed in the
Marleting Mansgemant progras, and secondly, to determine the extent to
vhich you judge the NAIT graduste hired by your firm to be competent in
performing these stills. Your response is important so that the strengths
and vesimesses of the Marketing Hanagement program may be properly
assessed. Such assessment is helpful for ensuring that the progranm
continues to weet the needs of both gradustes and employers, such as
yourself. If you hsve hired more thsn ons HAIT graduats in the last three
years, plesse rospond to the quastionnsire in terms of the graduate hired
most recemtly.

The study L{s being conducted by the undersigned in order to meset the thesis
requiramants of the Pasculty of Graduate Studies and Resesrch st the
Universtey of Alberts. In wy dual capacity as an instructor in the
program; thio study has the full support of the Marketing Management
Program Usad, Ray Heath. In addition, it is being conducted in cooperation
vith the Program Developmsnt Services unit at MAIT.

Since your tims is valuable, you vill be pleased to lmov that you vwill
need only about twenty minutes to complete the enclosed questionnaire.
Once you have done so, please msil it before October 28, 1988 in the
self-sddrossed and stamped envelope which has been provided for you. In
addition, vhen you mail the questionnsire pleass mail separately the
enclosed card vhich will ensure that no further follow-up correspondence be
sent to you.

-
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In ordey te ensure that your opinions are trested vith the utmost
confidentislity, plesse refrain from indicating your name, your company
nane, and the graduate’s name on the questionnaire.

If you have any questions, you may rveach me during the day et 471-7791.
Your cooperation and support is appreciated.

Yours sincerely,

Donna Richardson

cc Ray Heath, Progras Head
Marketing Management Progran

Hilke Kennedy, coozdinicnr
Curriculum Development
Program Developuent Services
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Nl

NORTHERN ALBERTA Phone 371-7400

INSTITUTE OF TECHNOLOGY
11762 - 106 Street

Egmonton. Alberta
Canada. T5G 2R1

November 3, 1988

Dsar Sir/Madams:

Approxinately two veeks ago a questionnaire vas nsiled to you regarding a
follow-up study of the gradustes of the Marketing Management program at
NAIT. 1f you have not completed and msiled the questionnaire, I would
appreciste your taking & fev minutes to do so todsy. A second copy of the
questionnaire {e# enclosed for your convenience.

You have been asked to participate in this study since, as a supervisor of
s recent NAIT graduste, the opinions that you express will be most valuable
in an assessment of the Marketing Management progras. Your feedback is
necessary for keeping the progrem relevant to the needs of both the
graduates and employers, such as yourself.

In order to guarantee the confidentiality of your opinions, please do not
indicate your nams, your company name, or the nams of the graduate on the
questionnaire. .

Plesss complete and mail the quastionmaire as soon as possible. Whon you
do so, please msil separstely the enclosed card which vill ensure that no
further follov-up correspondence bt sent to you.

Your cosperation end support is apprecilated.
Yours sincerely,
Donna Richardson

cc Ray Heath, Program Head
Marketing Management Program

Mike Kennedy, Coordinator
Curriculum Development
Program Development Services
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N aili

NORTHERN ALBERTA Phone 471 -7300
INSTITUTE OF TECHNOLOGY

11762« 106 Street
Edmonton. Alberta

Canaga cenber 8, 1988

Dear

Tventy sinutes of your time is sll that is needed for you to provide the
clues vhich vill help to solve the purzle.

Approximately four weeks ago a duplicate copy of s quostiommaire vas msiled
to you regarding s follow-up study of the gradustes of the Marketing
Management program st N.A.I.T. You msy have sisplaced the questiomaire,
or simply been able to complete and msil it to ms.

Once agsin, your sssistance and co-operation are being sought in this
regard. Your opinions about the N.A.1.T. Marketing Hanagement progras are
fundamentsl to the success of this study. It is for this reason that dats
snalysis i{s being delsyed for a short tims so that you hsve the opportunity
to mail your completed questiommsirve.

Plesse complete and wsil the enclosed questiomaire as soon as possible.
When you do so, please msil separately the enclosed card.

Your time, patience and co-operation are sppreciated. 1f you would like s
summsry of the find{ngs of the study, I would be pleased to send you & copy
of the abstract once it is prepared.

Your sincerely,

Domma Richardson
Instructor

cc: Ray Heath, Program Head
Marketing Mansgessnt Progras

Mike Kermedy, Coordinator
Curriculum Development
Progras Development Sorvices
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Donna Richardson
NAIT, T200C

11762 - 106 Street
Edmonton, Alberta
TSG 2R1

As you requested, I have completed and mailed
to you the questionnaire regarding the most
recent NAIT Marketing Management
graduate that I have supervised.

Text used in postcard sent to respondents.
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Table C 1

Frequency Distribution of Promotions Skills Rated on

Importance and Competence

126

Skill Importance Competence

5 4 3 2 1 0 s 4 3 2 1 0
Locate prospective buyers 30 6 8 3 1 8 5§ 12 16 6 3 8
Determine customer needs 36 13 4 2 0 2 4 22 1§ 8 2 1
Plan sales presentation 25 11 9 5§ 0 7 5§ 14 13 12 2 6
Demonstrate product use 18 13 5§ 2 2 13 7 12 8 9 1 8
Stimulate repeat business 32 12 3 0 0 7 0 14 11 7 1 5
Understand operation of
sales force s 8 17 11 4 10 2 7 12 1§ 3 10
Plan promotions 7 11 10 9 8 11 3 8 14 8 4 12
Select media to reach target
market 9 9 7 8 8 15 1 10 10 11 3 14
Prepare advertising copy 6 4 4 4 12 26 3 6 6 7 2 24
Evaluate advertising 5 8 § 7 8 23 1 415 § 3 20
Write/edit news releases 2 4 1 4 10 34 1 3 4 5 1 31
Identify/communicate with
relevant publics 6 8 14 7 9 11 3 6 16 8 3 12
Plan/implement special ,
promotions 10 8 3 9 5§ 21 4 9 8 S5 S5 18
Evaluate promotions 7 810 7 4 20 2 6 13 9 2 16




Table C 2

Frequency Distribution of Merchandising Skills
Rated on Importance and Competence

Skill Importance Competence
s 4 3 2 1 0 s 4 3 2 1 0
Conduct a location analysis 2 0 7 3 4 38 1 4 2 2 0 34
Prepare merchandise
budgets s 3 7 3 4 32 2 4 5§ 4 2 27
Design a model stock 3 2 §5 4 4 36 1 4 7 1 1t 29
Analyze effectiveness of
merchandise displays 6 4 8 2 2 32 2 8 6 1 1 26
Select suppliers and
monitor relations 4 3 7 1 6 33 0 7 5§ 2 2 28
Handle merchandise 8 6 5 3 4 28 4 7 7 1 2 24
Implement inventory
control system 4 6 7 2 6 30 4 7 2 4 1 26
Table C 3
Frcquency Distribution of Marketing Research and Statistics Skills
Rated on Importance and Competence
Skill Importance Competence
s 4 3 2 1 0 s 4 3 2 1 0

Define mkting problems 11 11 16 6 2 9 2 8 17 11 2 9
Develop hypotheses 4 715 9 3 16 2 4 13 8 2 17
Gather, analyze, interpret
data 8§ 11 10 2 6 16 3 711 8 1 16
Prepare research reports 4 3 5 9 5 28 1 4 6 6 2 25
Select appropriate samples 3 3 2 6 6 33 1 2 5§ 6 1 27
Conduct statistical analysis 4 4 1 5 S5 34 2 4 3 3 0 29
Interpret surveys 4 7 8 7 3 23 1 6 9 7 0 19
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Table C 4

Frequency Distribution of Accounting Skills
Rated on Importance and Competence

Skill Importance Competence

s 4 3 2 1 0 s 4 3 2 1 0
Preparc/interpret
financial statements s 6 7 7 4 26 2 § 10 3 1 23
Understand cffects of cost
on pricing 12 9 9 § 2 18 2 419 § 2 12
Evaluate financial
performance 2 4 6 7 6 29 0 3 12 3 2 22
Consider implications of
adding/dropping lines $ 3 6 4 3 33 0 5§ 6 4 0 26
Use capital budgeting 1 1 4 4 3 41 0 1 4 2 0 34

Table C §
Frequency Distribution of Legal Skills Rated on
Importance and Competence
Skill Importance Competence.

s 4 3 2 1 0 s 4 3 2 1 0
Understand judiciary 2 3 § 7 7 29 1 3 8 1 3 26
Understand jurisdiction
of courts 0 1 2 6 9 35 0 2 5§ 2 1 30
Understand principles of
tort law 1 2 7 8 6 29 0 4 7 3 2 25
Understand ingredients of
a valid contract 6 6 10 6 4 20 1 7 9 4 3 19
Understand landlord/
tenant relations 2 0 2 5 9 35 1 2 4 2 1 31
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Table C 6

Frequency Distribution of Business Mathematics Skills
Rated on Importance and Competence

Skill Importance Compectence

s 4 3 2 1 0 s 4 3 2 1 0
Perform pricing
calculations 14 7 11 3 3 16 6 9 13 4 1 13
Perform calculations '
of interest 0 2 1 3 § 41 1 2 1 3 1 33
Evaluate using net present
value techniques 1 1 6 1 S5 38 1 2 § 1 2 30
Perform foreign exchange
calculations 2 3 4 3 3 36 2 2 2 § 2 28

Table C 7
Frequency Distribution of Economics Skills
Rated on Importance and Competence
Skill Importance Compctence

s 4 3 2 1 O 5 4 3 2 1 0
Understand supply and
demand 7 7 13 3 3 19 1 7 11§ 2 18
Understand price
sensitivity 9 13 12 3 1 14 2 815 6 2 12
Understand pure
competition, etc. s 4 9 7 § 23 0 3 10 S 1 26
Understand the influence
of interest rates, etc. 2 4 13 4 4 26 0 4 6 4 2 29
Understand fiscal/
monetary policy 3 2 7 4 6 30 0 4 4 1 2 32
Understand how to
measure GNP 1 3 9 4 8 28 0 3 6 2 3 31




Table C 8

Frequency Distribution of Communications Skills
Rated on Importance and Competence
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Skill Importance Competence

s 4 3 2 1 0 s 4 3 2 1 0
Comprehend written
communications 2821 5§ 1 0 O 10 19 17 3 1 O
Follow written/spoken
instructions 38 12 4 0 O O 13 2014 2 1 O
Write clearly/effectively 31 15 7 0 1 0 10 15§ 10 12 2 1
Engage in oral exchange
of ideas 3219 4 0 0 O 10 19 17 1 0
Answer questions ‘
coherently 36 16 3 0 0 O 12 14 16 8 1 O
Conduct effective oral
presentation 21 12 11 2 1 6 8 915 7 1 17
Present oneself well to
others 44 10 0 1 O O 14 16 16 3 2 0
Use job related terms 33 14 6 0 1 O 10 17 1§ 7 1 O
Listen attentively 43 11 1 0 O O 14 16 14 6 1 O
Use software such as DOS 6 6 9 3 3 26 s 3 9 2 3 22

Table C 9
Frequency Distribution of Problem Solving Skills
Rated on Importance and Competence
Skill Importance Competence

s 4 3 2 1 0 s 4 3 2 1 0
Identify problems and
propose solutions 26 19 9 0 0 1 7 1321 8 1 O
Think independently 3220 2 1 0 O 8§ 18 16 9 0 O




Table C 10

Frequency Distribution of Work Habits and Attitudes
Rated on Importance and Competence
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Skill Importance Competence
5 4 3 2 1 0 S 4 3 2 1 0
Demonstrate intuition 24 22 7 1 0 O 8 14 20 4 3 0O
Willingly take directions 31 18 6 0 0 0 18 16 12 2 2 0
Work productively with
others 33 17 4 0 0 1 14 20 9 4 2 |
Demonstrate flexibility 34 17 4 0 0 O 15 13 16 4 2 0
Demonstrate willingness
to learn 36 17 1 0 0 O 21 16 9 1 2 0
Exhibit dependability 3812 3 0 1 o0 19 14 12 2 2 0
Demonstrate punctuality 42 9 3 0 ¢ 0 14 16 13 3 3 0
Follow rules/regulations 34 14 5 2 0 0 18 13 1S 0 4 0O
Have a strong sense of
ethics 49 4 2 0 0 O 25 14 8 1 1 O
Assume responsibility
for own decisions 42 10 3 0 0 O 21 1S 11 1 2 0
Table C 11
Frequency Distribution of Employers' Preferences for Graduates
with General Understanding Versus Specific Skills
Skill Category General Specific N/A
Understanding Skills
5 4 3 2 1 0
Promotion 14 13 11 4 8 4
Merchandising 14 12 8 2 8 10
Marketing Research/Statistics 10 13 7 7 5 12
Accounting 9 8 10 9 3 15
Law 10 8 7 6 7 16
Busincss Mathematics 11 9 7 ) 12 11
Economics 11 10 12 3 3 13
Communications 25 6 1 4 17 3
Problem Solving 22 8 7 5 12 2
Work Habits and Attitude 31 3 4 3 14 1
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Table D 1

Cross-Tabulation of the Size of Organization and the Rated Importance of
the Ability to Write News Releases .

Importance

S&4 3 2&1

Size Small 5 0 3
Large 1 1 11

Chi-square = 7.471 p= .024

Table D 2

Cross-Tabuiation of the Size of Organization and the Rated Importance of
the Ability to Conduct a Location Analysis

Importance
5&4 3 2&1

Size Small 2 2 0
Large 0 5 7

Chi-square= 8.381 p= .015

Table D 3

Cross-Tabulation of the Size of Organization and the Rated Importance of
the Ability to Handle Merchandise

Importance
5&4 3 2&1

Size Small 2 2 0
Large 0 5 7

Chi-square= 8.381 p= .015
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Table D 4

Cross-Tabulation of the Size of Organization and the Rated Importance of
the Ability to Use Capital Budgeting Techniques

Importance
5&4 3 2&1

Size Small 1 0
Large 1 4

~N O

Chi-square= 5.958 p= .050

Table D §

Cross-Tabulation of the Size of Organization and the Rated Importance of
the Ability to Understand tiie Judicial Process

Importance
5&4 3 2&1

Size Small
Large

[\S VS
NN w
—
W

Chi-square== 7.889 p= .015

Table D 6

Cross-Tabulation of the Size of Organization and the Rated Importance of
the Ability to Understand the Principles of Tort Law

Importance
544 3 2&1

Size Small
Large

O w
19, |
—
[ S

Chi-square= 8.788 p= .013



