In Good

Theme Crazy | Boomerang | Picture | What How to
People Perfect | Women | Losea Company
Want | Guyin 10 :
Days
Cosnpetitive/Cut Throat X X X X X X
Stealing other’s ideas X
Think tank X X X X X
Creative X X X X X
Researching target X X X
audience & product
Synergy X X X X
Selling X
Fun/Exciting X X X
Hierarchy X X X X
Lots of Money to be X X
Made
Somewhat mental X
{crazy}
Perfection X
Paid to party X X
Luxurious/Glamorous X X X X
Lying/Deceitful X X X
Sleazy/Slimy X X X
Flexibility/Freedom X X
Client rules/Pleasing X X X
Customers
14
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Changes in the tertiary education are making
universities and academics'more accountable to

the vatious stakeholders. This can be difficult

as there are multipie objectives from different
siakehblders, including academic colleagues,
employers, students, the university hierarchy,
alumni, the local community and govemmental
boedies: (Moore and Ortinau 1993; Young, Mc-
Intyre iand Gilbert 1994). For academics, the
objectif”ves of tertiary education could include
ensuritig that students gain a solid understand-
ing of the theory and practical skills which
are applicable to various business situations,
as well as maintaining appropriate “academic
Siandai‘ds” within their subjects and discipline
(Polon;
businegs and advertising-related education, this
is oftep criticized by the community, with sug-
gestions that Universities teach theory that is br-
relevant to industry practice and do not equip
students with skills that are applicable to jobs
in the marketplace (Peters 1980; Henke et al.
1988; :Magner 1993; Conant [996; Hughes
2006).; Obviously, students who are the re-
cipients of this education and become future
practitioners in the business/advertising envi-
roament are important stakeholders. Students
have their own views and expectations regard-
ing what may be relevant for their advertising
education. Consegquently, it is importan{ that
acadernics have an understanding of students’
expectations of work skills and attributes re-
quired:in industry, as this could lead academics
to be Hetter at managing their learning expecta-

sky and Waller 1998). In the case of

Advertising Students' Perceptions of
Skills and Attributes for Future Employment

David S. Waller, University ofTec]pHo]ogy, Sydney
Anurage G. Hingorani, Universitf of Technology, Sydney

tions, encouraging their engagement with cur-
ricular and extra-curricular activities, and pre-
paring them for their working life. This coujd

ultimately enhance, and increase satisfaction
of, students’ university education experience.

Literature Review

Business Skills

Management education in general has been
changing over the years from a traditional “chalk
'n’ talk™ classroom approach o more innova-
tive, practical approaches (Raelin 1993; Vicere
1996; Polonsky and Waller 1998), Yet there is
concern that there is still a “gap™ between what
business practitioners want and what academ-
ics are providing (Lewis and Ducharme 1990,
Levenburg 1996; Davis, Misra, and Van Auken
2002; Stern and Tseng 2002). To bridge this gap
it has been suggested that there should be more
emphasis on teaching particular skills, such as
communication or analytical skills (Malhotra,
Tashchian and Jain 1989; Shipp, Lamb, and
Mokwa 993; Tapper 2000; Tanian and James
2001; Duke 2002), particularly for enfry-level
positilons (Deckinger et al. 1990, Gault, Reding-
ton and Schlager 2000; McCorkle et al, 2003),
According to Shipp, Lamb, and Mokwa (1993)
a “skill” is “an underlying ability that can be
refined through practice, such as communica-
tions, analysis, creativity, infuition, leadership,
decision making, and planning” (p. 2). They
further suggest that skills can be shaped, must
be exercised to be effective, and are often per-
formed at the same fime. There are a number
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of skills that various researchers have indicated
are important for business siudents, including
problem selving, analytical, and computer/
work skills, but it is communication skills (writ-
ten and oral) that has been regularly cited as an
important but underdeveloped skill (Malhotra,
Tashchian and Jain 1989; Gault, Redington and

Schlager 2000; Tanian and James 2001). Table
} provides various skills identified fiom studies
that have utilized ecither a particular sample of
respondents, such as academics, practitioners,
and/or students, or previous literature. All the
studies listed identified Communication as g
major skill.

Reference

Categories/Items

Sample

Business Skills

Malhotra,
Tashchian
and Jain (1989),

communication skilis, problem solving, critical thinking,
analytical skills, computer skills, ethical dimensions, inter-
personal skills, managerial skills and real-world skills.

Literature: Ap-
proaches to teach-
ing marketing

Lewis and
Ducharme
(1990)

Recruiting criteria, including communication skills, ana-
Iytical skills, exiracurricular activities, work experience.

135 acadentics,
60 practitioners

Shipp, Lamb,
and Mokwa
(1993)

Communication skills, creativity skills, intuition skills, and
computer usage skills

70 marketing
aducators

Levenburg
(1996)

cighteen “Skills and Abilities” to the respondents, which
included oral communication, written communication, pre-
sentation skills, mullimedia presentation skills, teamwork,
diversily or multicultural appreciation, problem analysis
skills, statistical analysis skills, computer skills, decision-
making skills, leaderships skills,

165 practitioners
218 academic
faculty members

Gault, Red-
ington and
Schlager (2000}

Communication skitls (oral presentations, proposal
writing, and written communication); Academic skills
(analytical skills, computer applications, creative thinking,
information search, and problem solving); Interpersonal
skills (leadership/camwork and relationship buiiding); and
Job acquisition skills (resume writing, job interviewing,
and job networking).

144 business
major alumni

Tanian and
James (2001)

oral, written, organisational and employment communica-
tion skills, inchuding practical warkplace skills such as
eritical and creative thinking, working in a team, reasoning
and problem solving.

Literature: Skills
identified fora
student-centred
subject

Davis, Misra
and Van Auken
(2002)

1 “skills and knowledge” including (echnical preparation,
oral communication skills, written communication skills,
quantitaiive skills.

66 alumni

Dake {2002)

45 items with 9 Learning outcome categories: Leadership
Skills, Communication Skills, Interpersonal Skills, Ana-
Iytical Skills, Decision-Making Skills, Technology Skills,
Global Economy, Ethics, and Business Practices.

502 students

Hyman and Hu
(2005)

2§ iqulls, in_c_luding oral communication, written commu-
nication, critical thinking, problem solving and decision
making, The original items were then reduced to 17 iftems

US based
marketing faculty
133 respondents

forming five factors: Management, Cognitive, Communi- | 1995, 215
cations, Bridging, and Interpersonal skills respondents 2002

Berman and 17 skills included in four factors: Managing self, Com- Business

Ritchie (2006) municating, Managing people and tasks, and Mobilizing students
innovation and change
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Mathotra, Tashchian and Jain (1989) used
previous research to assist in identifying various
skills to be included in business courses. These
meluded the following: communication, prob-
jem solving, critical thinking, computer, inter-
personal, managerial and real-world skills, The
study encovraged the use of the project method
approach as a form of assessment and suggested
that projects would assist in developing and fos-
tering these action-orientated skills.

Unlike the Malhotra et al. (1989) study
which was based on secondary rescarch, there
are other studies that have conducted primary
research to identify skills that should be de-
veloped and advanced in students undertak-
ing business courses or programs. Some stud-
ies have surveyed the views of academics
(Shipp, Lamb, and Mokwa 1993: Hyman and
Hu 20035), and others have compared academ-
ics” views with those of industry practitioners
(Lewis and Ducharme 1990, Levenburg 1996).
Shipp, Lamb, and Mokwa (1993) encouraged
markeling educators to develop and enhance
marketing students” skills by identifying their
importance and giving teaching tips, and sefect-
ed four main skill areas: communication skiils,
creativity skills, intuition skills, and computer
usage skills. No ranking of the skills occurred
but cach skill was described as important. Hy-
man and Hu (20035), on the other hand, asked
marketing facully members about the impor-
tance of various job skilis. In descending order
of importance, the various job skills were oral
communication skills, written communication
skills, critical thinking skills, problem-solving
skilis and clecision-making skills. A factor anal-
ysis was run which resulted in 17 items forming
five factors ranked in the following order: man-
agement, cognitive, communications, bridging,
and interpersonal skills. So, although communi-
cations as an individual item was important, as
a group of items in a factor, management skilks
were perceived as more important. This study
follows a similar analysis method as Hyman
and Hu (2005) but analyzes responses from stu-
dents rather than faculty members.

Lewis and Ducharme (1990) compared
samples of acadermics and practitioners 1o deter-

ming if there was a gap in academic/practitioner

expectations towards a number of educational

objectives for undergraduate business students.
The main skills identified as important included
problem-solving skills, analytical skills, and
the ability to apply to business, subjects such
as forecasting, personnel management, report
writing and statistics. When it came (o criteria
for recruiting new staff, both groups indicated
grades, communication skills and personality as
the top three criteria. Communication was also
identified by Gault, Redington and Schlager
(2000} who discussed career skill preparation
and grouped items into four career skill catego-
ries: conmyunication skills (oral presentations,
proposal writing, and wrillen communication);
academic skills {(analytical skills, computer
applications, creative thinking, information
search, and problem solving); jeadership skills
{leadership/teamwork and relationship build-
ing); and job acquisition skills (resume writing,
job interviewing, and job networking). '
Levenburg (1996} alse compared samples
of academics and practitioners to observe the
importance of various general mianagement
skills, The study offered eighieen “Skifls and
Abilities” to the respondents. The items ana-
tyzed included oral communication, writfen
comumunication, presentation skitls, multimedia
presentation skills, teamwork, diversity or mul-
ticultural appreciation, problem analysis skills,
statistical analysis skills, computer skills, deci-
sion-making skills, leaderships skills, self-ini-
tiative, honesty and integrity, reliability (taking
responsibitity}, project management, technical
report writing, research/library skifls, and glob-
al awareness. The study found that there were
significant differences belween practilioners
and academics. General management skills like
oral and written communication were perceived
as very important, with orai skills ranking first
in the practitioners’ responses, bat third in the
preferred skills by academics; the latter ranked
problem analysis skills and written communica-
tion skills, first and second, respectively. While
Levenburg (1996) presented eighteen “Skills
and Abilities”, this study expanded the research
by observing a larger number of business skills
and attributes, and analyzing them separately,
A number of studies have used student sam-
ples to analyze attitudes towards various busi-
ness skills (Davis, Misra and Van Auken 2002,
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Duke 2002; and Berman and Ritchie 2006). Da-
vis, Misra and Van Auken (2002) asked alumni
about the importance of particular skills and the
degree of preparation provided by their studies.
The sample was presented with eleven “skills
and knowledge”, including technical prepara-
tion, oral communicafion skills, written com-
munication skills, quantitative skills. Oral com-
munication skills was rated by the respondents
as the most imporiant item in relation to their
current esnployment, but was rated third in terms
of how well they felt that they were prepared by
the marketing program they completed.

Duke (2002), who analyzed 45 items pre-
sented to students, found that oral conymunica-
tion, in the form of “ability to speak effectively
in groups” was ranked first, followed by “ability
to communicate electronically™ and “ability to
use word processing”. Again, communication is
seen as a highly important skill. Duke’s (2002)
analysis of items also resulted in the identifica-
tion of nine tearning outcomes: leadership skills,
communication skills, interpersonat skills, ana-
Iytical skills, decision-making skills, technol-
ogy skills, global economy, ethics, and business
practices, Further, he suggested that an analysis
of student perceptions of learning outcomes
would assist in the implementation of a learning
outcomes approach to curricuiar design.

Based on the previous literature review on
husiness skills, it is evident that there is a lack
of research relating specifically to advertising.
This research addresses this gap by determin-
ing the general business skills perceived as
important to students studying advertising for
their future employment. Additionally, an ex-
amination of prior literature revealed that cer-
tain items assessing business skills occurred
repeatedly, This research wtilizes these repeated
items in developing the list of items for analy-
sis. Other gaps in the literature on business
skills pertain to methodology issues, such as,
sampling as well as scale development and
analysis. For example, although this research
follows a similar analysis method as HMyman
and Hu (2005), it analyzes responses {rom stu-
dents rather than faculty members, and while
Levenburg (1996) presented eighteen “skilis
and abilities”, this study expands the research
by analysing a larger number of business skills

and attributes, and analyzing ther separately.

Business Attributes

Compared to business skills that have been
studied by several researchers, business atiri-
butes that might be important for employment
has been under-researched (see Table 2). In this
study “business attributes” are personal char-
acteristics or qualities that are associated with
work. Deckinger et al. (1990} looked at ways
to better prepare students for entry-level adver-
tising agency jobs by comparing teachers’ and
agency practitioners’ views regarding the im-
portance of various atéributes. They suggested
that the attibutes analyzed are “more native
than teachable” (p. 39). The attributes included:
can defend a point of view, team player, sira-
tegic thinker, leader, punctual, interviewability,
neat appearance, personable, well-spoken, per-
suasive, among others. While the two groups
held similar views, there were some perceived
differences that indicated that there was a gap in
expectations.

Academics and practitioners were also
compared by Lewis and Ducharme (1990) and
Levenburg (1996). This comparison was made
by Lewis and Ducharme (1990) to determine
if there was a pap in academic/practitioner
expectations towards a number of educational
objectives for undergraduate business students.
Their rescarch investigated both skills and at-
tributes; skills have been addressed in the pre-
vious section, The main attributes identified by
hoth academics and practitioners included the
following: personality, motivation, drive, matu-
rity, and character. Like Lewis and Ducharme
{1990}, Levenburg (1996) investigated both
skills and atributes. However, she found the
main attribues to be the following: self-initia-
tive, honesty and integrity, reliability {taking
responsibility), and global awareness.

Afler reviewing the literature relating to
business attributes, it is believed that the idea
of connecting skills and abilities, or atfributes,
is a valuable development as it can give more
insight into which items are perceived to be im-
portant for working in business. Also, the ma-
jority of the studies that used student samples
utilized business or marketing students. There-
fore, this study presents the results of a survey
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Reference

Categories/Htems

Sample

Busincess Skills

ture, and right chemistry.

Deckinger et al. | can defend a point of view, team player, strategic thinker,
(1990) leader, punctual, interviewability, neat appearance, person- 32 agencies
able, well-spoken, persuasive, ambitious/striver, keeps big
picture in mind, qualitative, detail demen, hard worker,
creative, informed on my company, informed on my in-
dustry, understands adverlising, preblem solver, wanls job
very much, “sireet smarts™/savvy, organized, will stay with
us, fits in, persuasive, sense of humor, good references,
school projects, experience, writes well, dependable, ma-

132 academics

Lewis and

Recruiting criteria, including communication skills, ana-

135 academics,

Ducharme lytical skilis, extracurricular activities, work experience. 60 practitioners
(1990}
Levenburg eighteen “Skills and Abilities” to the respondents, which 1G5 practitioners

(1996) included self+initiative, honesty and integrity, reliability
(taking responsibility), project management, technical re-
port writing, researchilibrary skills, and global awareness.

218 academic
facully members

of advertising students to determine which
skills and attributes are perceived to be inypor-
tant for their future work. From the responses,
a number of new categories, or factors, were
generated that will be of interest to advertis-
ing academics, looking to enhance students’
engagement and learning experience in the
classroom, and at the same time enabling their
transition from the classroom to the workforee.

Methodology

“To determine advertising students’ perceptions

of the importance of various skills and attributes
required for working in the future, a question-
naire was distributed to a sample of undergradu-
ate and graduate advertising students at a Jarge
urban university. Although the aforementioned
studies have surveyed academics and practitio-
ners, the rationale for using universily students

as subjects follows from the rescarch studies of

Duke (2002) and Berman and Ritchie (2000)
which have emphasized the importance of stu-
dents as a stakeholder for business education,
and indicated that it will assist in understanding
student expectations and developing a student-
based learning outcomes approach to business
education.

Based on previous research discussed above
(including Deckinger et al. 1990; Gauit, Red-

ington and Schlager 2000; Davis, Misra, and
Van Auken 2002; Duke 2002; McCorkle et al.
2003: Hyman and Hu 2005), a number of skills
and atiributes were identified to be inciuded for
the survey instrument to determine which ones
the students perceive would be imporiant for
their future work. The researchers discussed the
items Tor inclusion in the survey instrument and
a questionnaire was developed and pre-tested
with a group of undergraduate students. Eventu-
ally, a decision was made to use eighteen busi-
ness skills items and sixteen business attributes
items, as the main business skills and attributes
to be tested for this study. After agreeing on the
final instrument, the questionnaire was distribut-
ed to students studying introductory advertising
subjects at the undergraduate and graduate level
in a classroom setting and took approximately
10 minutes to complete. The respondents were
anonymous and they voluntarily completed the
questionnaire.

The main section of the questionnaire present-
ed & five-point impottance scate that was used to
oange students’ perceptions of business skills and
attributes. In this two part question (Part A: skills;
Part B: atiributes) they were asked;

“To what extent do you believe thaf these
skills (attributes) are important to your future
work? Where I means that you believe it is
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not at all important to your future work and 5
means that you believe if is extremely important
fo your futire work.”

Adier distributing the questionnaire to the in-
troductory advertising classes, a (otal of 283 stu-
dents were sampled (95 male and 188 female).
Theaverageageofthetotal sample was23. 2 years
and ranged from 19 to 42 years, The sample was
made up of primarily second and third year un-
dergraduate and second year graduate students.
Results
Business Skills
The mean score for cach “skills” item is found
in the second columm of Table 3. In refation to
the eighteen individual ftems chosen for the fi-
nal analysis, all the skills were perceived 1o be
important, as they obtained a mean score above
the midpoint value of “3” on the 5-point scale,
with the top five skills being: oral communica-
tion (4.53), teamwork skills (4.50}, relationship
building {4.46). decision-making (4.42) and

objective 1.

The second and fourth objectives aim to dis-
cover what factors underlie work skilis/attributes
accarding to advertising students. This recog-
mizes that to further understand the constructs
of skills and attributes, it is needed to group the
large number of items into factors which help
explain what they are. Following the approach
used in Duke (2002), Hyman and Hu (2005),
and Berman and Ritchie (2006) in the area of
business skills, this research factor analyzed
the individual items, A faclor analysis, using
varimax rolation, was performed on the items
relating to business skills. As shown in Table 4,
the analysis of business skills resulted in six fac-
tors, which were labelled as collaboration {iead-
ership skills, project management, teamwork
skills, and relationship building), research (in-
formation search, research skills, understanding
theoretical concepts, and technical report writ-
ing), communication (presentation skills, oral

problem-solving (decision-making skills, cre-
ative thinking, and problem solving), technical
(analytical skitls, and statistical analysis skills),
and practical skills (computer skills, and waork
experience), Based on the category mean scores,

~the most important skills category as chosen by

the students was collaboration (4.36} followed
by problem-solving (4.33), communication
(4.27), practical (3.96), technical (3.80) and re-
search (3.604). These resulls address objective 2.
Business Attributes

The mean score for each “attributes” fem is
found i the fourth columm of Table 3. Of the
sixteen individual items analyzed, all the atiri-
butes were perceived to be important, as they
obtained a mean score above the midpoint value
of “3”. The top five atiributes were: reliability
(4.50), being hardworking (4.42), honesty &
inlegrity (4.41), showing initiative (4.36) and
strategic thinking (4.30). These results address
objective 3,

The 16 business atiributes items presented
were also factor analyzed, using varimax rota-
tion, and the analysis resulted in four factors
(Table 3). The business attributes factors were
labelled as self~focused (showing initiative,
nice personality, honesty & integrity, reliability,
and ethical understanding), work-oriented (fit-
ting in with the company, commitment to stay
with the company, attention to detail, depend-
able, industry knowledge, and being hardwork-
ing), management-oriented (ambitious, keeping
big picture in mind, and strategic thinking), and
world-focused (diversity or multicultural ap-
preciation, and global awareness). Based on the
category mean scores, the most important attri-
bute category was sell-focused (4.30), followed
by management-oriented (4.18), world-focused
(4.06), and work-oriented (4.05). These results
address objective 4,

problem solving (4.36). These results address  communication, and written communication), ]“b]e"
Business Skill
SKILLS

: - - i i 1y 0TS 2L as 5 Mean 1 H 11 v \Y% vl
| Skills — Mean | Attributes Mean COLLABO- | Leadership skills 430 | 762

Oral Commul'ucauon 4.55 Re?labxhly . 4.50 ;}{A]l?];lﬁ Project management 119 | 756

'I‘eam‘\mrk‘skiﬂé ‘ 4.50 | Being hardworking 4.42 = Teamwork skitls 450 | 723

Rcla.ll.(mshlp b‘ulldm.g 4.46 1-{0|1es.;ty alnfi ‘ini.cgrily 4.41 Refationship building 446 | 666

Decmlon-malfmg skills 442 Si]owm.g mft]afwe 4.36 RESEARCH Information search 373 811

Problem SO]Vll.’lg 4.36 | Strategic thinking : 43¢ Mean=3.64 Roseareh skills 379 R

Leadership skills 4.30 | Nice personality 4.28 Understanding fheoreti- 357 503

Presentation skills 4.29 | Dependable 422 cal concepts

Analytical skills 4.28 | Ambitious 4.18 Technical report writing 3.53 532

Creative thinking 4.22 | Industry knowledge 417 COMMUN]I- Presentation skiils 4.29 852

Project management 4.19 | Attention to detail 4.13 I\Cdi‘?;i??? Oral communication 4.55 137

Computer skills 4.00 | Diversity of multicultural appreciation | 4.09 Wrilten communication 397 606

Written commmunication 3.97 | Keeping big picture in mind 4.06 PROBLEM- Deciston-making skills 4.42 675

Work experience 3.9t | Global awareness 4.02 _ i?:;ﬂ?g Creative thinking 422 661

Research skills 3.79 | Fitting in with the company 4.00 Problem solving 4.36 601

Information search 3.73 | Ethical understanding 3.94 TECHNICAL | Analytical skills 4.28 806

Technical report writing 3.53 | Commitment (o stay with the company | 3.36 Mean=3.50 Statistical analysis skilis 3.32 651

Understanding theoretical concepts 352 PRACTICAL | Computer skills 4.00 828

Statistical analysis skills 3.52 Mean=3.96 Work experience 391 571
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Discussion

In relation to skills, all the 18 items were per-
ceived to be important, with the top five skills
being: oral communication, teamwork skills,
relationship  building, decision-making and
problem solving; and the 18 items formed six
factors which, in decreasing order of impoz-
tance are: collaboration, problem-solving, com-
munication, practical, technical and research.
For atiributes, all the 16 items were perceived
to be important, with the main attributes be-
ing: reliability, being hardworking, honesty &
itegrity, showing initiative and strategic think-
mng; and the 16 items formed four factors which,
in decreasing order of importance are: self-fo-
cused, management-oriented, world-focused,
and work-oriented.

Comnunication was seen as an important
skill, which confirms previous studies, in-
cluding Malhotra, Tashchian and Jain (1989),
Lewis and Ducharme (1990), Shipp, Lamb, and
Mokwa (1993), Gault, Redington and Schlager
(2000}, Tanian and James (2001), Duke {2002),
and Hyman and Hu (2005). The items that

represented communication were: oral com-
munication, preseniation skills, and written
communication, As individual items, oral com-
munication was ranked as the most important
skill for students” future work, with presentation
skills ranked seventh, and written communica-
tion ranked tweifth. Therefore, although oral
communication was perceived as very impos-
tant, presentation and written communication
skills were not perceived to be as important in
the workplace. Alsa, with respect to the skill
factors, communication was ranked third after
collaboration and problem-solving skifls. This
condinms the results of Hyman and Hu (2005),
which found that even though in terms of indi-
vidual items, communication was found to be a
very important skill, overall, based on factors,
management and cognitive skills were per-
ceived as more important than communication.

These results can be of concern o those
who teach in the advertising and communica-
tion disciplines, as well as employers. 1t can
be a problem if students assume that oral com-
munication is the primary communication skifl

ATTRIBUTES
Mean H i1 nm | 1y

SELF- Showing initiative 436 | .786
FO ED : .
;\‘,,eaf.ﬂ%o Nice personality 428 1703

Honesty and integrity 441 665

Reliability 4.50 | 622

Ethicat understanding 394 | 616
WORK- Fitting in with the company 4.060 697
ORIENTED S - :
Mean—4.05 Commitment to stay with the company 3.36 678

Atlention (o detail 4,13 649

Dependable 422 599

Industry knowledge 4.17 580

Being hardworking 4.42 540
MANAGE- Ambitious 4.18 789
MENT- - T T
ORIENTED Keeping big picture in mind 4.06 719
Mean=4.18 Strategic thinking 4.30 571
WORLD- Diversity or multicultural appreciation 4.09 727
FOCUSE .
Meanrltjl.so‘(nl) Global awareness 4.02 665
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in the workplace and that presentation, and
particularly, written skills, are of much lesser
importance. How then are those in a workplace
able to communicate? Are students indicating
that they assume that oral communication is the
main way to send messages in the workplace?
At a time when the importance of email as a
method of communication is growing, it scems
incongruent that students do not perceive writ-
ten communication to be of particular impor-
tance. Possibly this may indicate an emphasis
on courses in some advertising degrees which
foster skills like teamwork, relationship build-
ing, decision-making and problem solving.
These skilis cannot be advanced solely by rely-
ing on email and other writlen means of com-
munication, because they are also affected by,
or dependent on, oral communication, Perhaps
students have witnessed situations in their aca-
demic or advertising environment where a lack
of good oral communication skills has resulted
in miscommunication, confrontation or conflict,
which has ultimately impacted the successful
completion of a project.

It has been also suggested that an analysis
of student perceptions of learning outcomes can
assist in helping academics meet student expec-
tations and make changes to curricular design
(Duke 2002). From the students’ responses,
academics can try fo ensure that assessment and
teaching methods used in advertising subjects
are able to develop skills in areas like leader-
ship, project management, teamwork, and rela-
tionship building, as well as written, oral and
presentation skills. Self-focussed and work-
orientated attributes could also be emphasized
when discussing what is required in work situ-
ations.

This research is significant as it is one of few
studies, along with Lewis and Ducharme (1990)
and Levenburg (1996), which have observed
both skills and attributes as items for future em-
ployment, Unlike the majority of studies that
have observed business or marketing students,
this study has concenirated on students who
were studying advertising. Although it might
be reasonable to assurne that many advertising
students would go on to work in the advertis-
ing industry, they could, however, enter into a
number of industries. There is no puarantee that

the findings from this study wili only relate to
graduates” future work in the advertising indus-
try. Additionally, because the respondents were
studying advertising within a business school,
there might be differences with respect to how
business skills and attributes might be perceived
by those studying advertising in a humanities/
communications school.

As mentioned carlier, understanding student
expectations could assist in providing curricula
that can fulfill their expectations, and also as-
sist in providing practical subjects relevant
for their future work. While it is important to
know the students’ expectations towards what
they feel is important in the workplace, it is also
important to match this with what skills and at-
tributes emuployers perceive as being important
for new employees to possess. Therefore, there
should be further research where employers are
surveyed. Future research could also involve
surveying acadensics or reviewing degree pro-
gram course outlines to determine which skills
and/or attributes are mentioned in subject de-
scriptions. Clearly, it is important to research
attitudes towards skills and attributes vital for
the workplace to assist in providing universities
with information that can help them fulfiil the
expectations of hoth students and employers.
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While the concept of lntcgrate;gi,Mérketiug Com-
mumnication (IMC) has gained significant ground
among practitioners-in public relations, adver-

tising and marketing over the past 15 years, its
success in assimilating into academic programs
at universities has been less clear. Some depart-
ments,ischools, and colleges of journalism, mass
communication and business have integrated
their ciu'ricula or built new programs based on
IMC @oncepts. However, othiers have retained
traditignal walls between the disciplines or
simply added IMC units info existing courses.
Educators’ academic backgrounds, ranging from
aC&del']::'liC discipline and educational level to
years of academic or professional experience,
may influence their perceptions of the value of
curricular integration.

Ovir the last decade, only a limited number
of stud:ies have focused on the topic of curricular
integration in journalism and mass communica-
tion programs, and on educators’ perceptions of
its val@le. In 2005, Charles Patti threw down a
pedagogical challenge to all JMC educators. He
underscored the need to find ways to integrate
the sotial and behavioral sciences with mar-
ketingiand business i the classroom. He also
called on educators {0 acknowledge that IMC is
an emeérging discipline worldwide, and to make
the effort to bring current thinking about IMC to
students everywhere.

Some educators have echoed Patti’s call. The
2006 Report of the Commission on Public Rela-
tions Hducation calls upon educators to provide
their stidents with an education that is broad and

JIMC and its Integration into
Programs of Joumnalism and Mass Communication

Andrew Lingwall, Clarion Universgiy of Pennsylvania

interdisciplinary in nature. Notably, the com-
mission’s list of necessary knowledge and skills
includes marketing and finance, uses of research
and forecasting, management concepts and the-
ories, strategic planning, and technological and
visual titeracy. “More than ever, this knowledge
base must be interdisciplinary,” the réport noted.
“Principles of public relations and management
must be intertwined with and related to business,
behavioral science, technology and other disci-
plines. Changes in the field of public relations
demand integration of the knowledge and skills
of these disciplines.” Among other items, the
comumission recommended more emphasis on
the integration of messages and tools, and inter-
disciplinary problem solving.

This study builds upon the demonstrated
need for a better understanding of the level and
nature of curricular integration in university pro-
grams in 2009. Because facully backgrounds
and attitudes play a major role in how curri-
cula are integrated, this study also attempts to
gain a clearer understanding of their influence.

Review of Literature

IMC Defined

By definition, IMC is a combination of diverse
disciplines. Duncan and Mulhern (2004} write
that IMC (a) is more strategic than executional;
(b} is about managing or influencing all brand
messages, not just those sent by marketing com-
munication functions; (c) combines two-way,
interactive communication with one-way mass
communication, (d} focuses on relationships
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