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Abstract

Research objectives were as foll&ws:

1. To study the appropriéteness of the 1986 Payvap
University Bachelor’s Degree Program in Marketing in terms of
objectives, content and its problems.

f 2. To study the nature of market needs.

3. To recommend a curriculum compatible with 1labor
cparket needs.

Data sources wused for this research were primary and
secondary. Primary sources included all who concerned with
preparation of the curriculum, teachers, and third_ and fourth-
year marketing studenté, graduates and their supervisors who
were gurveyed by purposive sampling nethods. Secondary data

included relevant publications. Results were as follows:



1. Appropriateness of fhe Business Administration (Mafketiyg)
Bachelor's Degree Program

" A. Objectives: The marketing program was found to be
éverage in terms of meeting.objectives based on the abilities of
gradﬁates, how curriculum objéctives match university philosophy,
the Siith National_Economic and Social Development Plan and labor
market demands. The curriculum was able to produce quality
graduétes according to curriculum specifications at an average
level.

B. Appropriateness of Content: Students and graduates
hoth desired applied work more thén theory in all academic areas.
Teachers Felt that courses should contain theory only or theory
with applied work. Most respondents felt that the current number
of core courses were appropriate.

C. Problems: First, teaching was mostly clagssroom lecture
with a  focue oﬁ theory. Second, students had limited
opportunities to express their opinion, reducing their self-
confidence and their ability to apply the theories. Third,
course codes did‘not follow a logical sequence making it more
difficult for students planning study prograﬁ%. This was
compounded by.the lack of sufficient teachers to counsel students
on their program. Fourth, the content of some courses overlapped.
Finally, supervisors of graduates felt that they did not lmeet

desired ability standards.



2. The Nature of Market Needs

Analysis of society and: labor  demands found that
“international economic competition will intersify due to improved
communications, employee turnover rates will incfease and the
distributioﬁ of wealth will become even more skewed.

To meet these conditions, graduates should have knowledge of
both theory and practical applications and be able to use the
theory. Graduates should understand others vocations and social
customs of others to achieve peaceful and efficient coordination
and cooperation. Graduates should be able to think creatively,
'devélop themselves, be willing to express their ideas, make
decisions, adopt new concepts and methods, be willing to
persevere and ‘use time efficiently and know ﬁow to act under.

different circumstances.

3. A Curriculum Which is Compatible with Market Needs

A cﬁrriculum was prepared using judgmental and consentual
procedures. Subject matter was'arranged from general to Qpecific
and in prerequisite learning order. Curriculum objectives were
improved, course numbering reordered, titles of courses changed
to better reflect course content and prerequisites nodified.

The marketing program itself was modified. From a single
pfogram, three areas of gspecialization were created: general
marketing, advertising and sales promotion, and international

marketing.



