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INTRODUCTION

THE NEED FOR PROFESSIONAL EDUCATION IN MARKETING
by Donald R. Longman

Efficient marketing has become extremely complex in the
modern world, a result in part of the large scale of operation
necessary to efficient production. In general, low unit costs
of output in manufacturing depend upon the use of expensive
and intricate equipment designed for high-speed operation.

It is generally adaptable to permit variety in the end product
and yet assure uniform, high quality. It is designed

(or redesigned) and directed by men of sufficient scientific and
engineering skill that specified production objectives as to
quantity, wvariety, and quality can be modified as required and
be achieved with speed and economy. Under these circumstances,
the necessarily smaller scale local producers (or artisans)
simply cannot survive. 1In any one country, therefore, we find
a relatively small number of large-scale producers of any given

product.

The geographic area which any one producer can serve has
very greatly increased in recent decades as a result of more
efficient and varied means of communication and transportation.
It is possible for any one manufacturer economically to communi-
cate the special merits of his products to prospective buyers
hundreds or thousands of miles away (and en masse) by use of
such media as TV, radio, magazines, and the like, and to serve

the markets promptly by plane, train, truck, barge, or in other

ways. A multitude of new institutions have developed to facilitate

such marketing: public warehouses, chain retail and wholesale
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organizations, selling agents, credit agencies, etc.
Manufacturers, therefore, market quite successfully far, far

from their manufacturing sites.

This works both ways. Manufacturers now able to compete
in markets hundreds (even thousands) of miles from their home
location also find that their home locations are successfully
invaded by distant competitors. The very conditions which open
opportunity for a manufacturer generate new problems. Competition

has become more intense.

Intense competition to serve mass markets at a distance

creates a multitude of new problems.

l. The producer must find ways of becoming intimately
acquainted with the markets he would like to serve.
He must understand their habits, their attitudes,
their retail institutions, their prejudices, their
uses of his products. He can only expect to win
their preference for his products if he can serve
their interests efficiently. Hence, he must devise
a system of intelligence to guide him in his decisions.

2. He must design the kind of products that will win the
interest of prospective buyers, including suitable
packages or containers.

3. He must exert pressure upon his sources of supply
(who compete for his business) to give him the
kinds and quantities of superior materials he
finds it necessary to embody in his end products,
and he must be prepared to modify his production
operations to use these materials efficiently.

4. He must find ways of communicating to his prospective
buyers the special merit that he has now built into
his products for their benefit.

5. He must adapt his supply system so that he can
transport, warehouse, and distribute his merchandise
in efficient and timely fashion.
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6. He must develop an efficient distributive
system of wholesalers and retailers (or of
company representatives) to bring his
products to the ultimate buyers quickly and
economically and find ways to motivate his

distributors to do so.

7. He must price his products in a logical and
consistent fashion (as between different
items in his line), at a competitive level,
and do so with due regard to legal limita-
tions on his price freedom (price controls,

tariffs, etc.).
8. He must direct his total operation in a
manner that permits efficient coordination
between employment, manufacturing, finance,
and marketing.
How acute these problems are depends essentially upon
the degree of competition faced. In any larde nation such
as the United States, they are present in virtually all

industries, for the market is huge and accessible in most

cases not only to a multitude of U. S. manufacturers, but to

many abroad as well. In a small country which bars outside

suppliers, small scale, local manufacture, even local artisans
may survive. Broadly speaking, however, this is a passing
phenomenon, and at any given time in recent years has not been

significant in the world's marketing operations. Quite the

contrary, a multitude of forces have been at work enormously
expanding the world's markets and competitive access to them

by producers based thousands of miles apart.

The fact is that the world's population has grown with
unprecedented speed in recent decades. This population has
exyerienced increused per capita income and spending power as
productivity has increased with the spread of modern technology.

Moreover, free and speedy communication, movies and pictures,
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and the flow of ideas and men have created a veritable
"revolution of expectations." Men everywhere wish to acquire
more goods and services, more and better food, clothing, and
shelter, more medicines and health supplies, more education,
more of the things that bring joy to daily life. As the world's
markets grow, as trade barriers diminish, suppliers compete over
an ever broadening area. American, Swedish, English, German,
Spanish,and Japanese firms may all compete with one another

and with local firms in Argentina or Brazil. This world
competition may be facilitated by establishment of local or
regional manufacturing, assembly, or marketing centers. Market=-
ing is no longer local, even regional; it is increasingly
rational, continental, worldwide. And as markets expand, com-
petition intensifies. Efficient marketing is the foundation of
efficient competition, just as efficient competition is at the

base of economic progress.

It must be obvious that the individual enterprise, as it
extends its area of operation and as it encounters increasing
competition, faces ever more numerous and complex problems. And
they must be given the most serious attention, for competitive
success or failure controls the fate of the company. At the
same time, scale of operation provides the means whereby

marketing experts can be employed.

Real "experts" in marketing are still relatively few in
number. The scale of industrial operations has increased so
fast and the need for marketing experts has developed so rapidly
that we have not yet developed facilities to meet our needs.

To this extent marketing is today much less efficient than it

might be. By the same token, it is still very possible for
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one company to gain enormous advantage over competitors

simply as a result of superior marketing skills.

To illustrate even in a simple way what may be involved
in "superior" marketing, it may be rewarding to refer to a few

of the problem areas mentioned above.

For example, the problem of becoming intimately acquainted
with the markets one would like to serve may involve an enormous
variety of approaches requiring a superior general education
and the application of highly sophisticated techniques. Thus,

a manufacturer of watches to be sold exclusively within the
United States in competition with a multitude of domestic and
foreign producers must recognize at once that he has a multitude
of related yet different markets—-among men, among women, among
children; among the wealthy, the middle class, the relatively
poor; among those who regard watches as jewelry and those who
regard watches as simple time pieces. There are markets for
pocket watches, wrist watches, novelty watches. There are
semi-industrial markets involving precision, night visability,
presence of a sweep-second hind, etc. for people in special
occupations. The attitude voward watches varies in different
segments of the population--the teen-age set, Negroes, the
foreign born, the "plain people," thae sophisticates. Watches
can become laden with jewels, in platinum, gold, silver, or baser
metals. They can be of all sizes and prices. They can have a
multitude of features--"water-proof," "shock-proof," with wrist
alarm, self-winding, plain,or with days of the month and phases

of the moon.

Clearly a manufacturer of watches, even one who chooses in

advance to specialize in watches of a given kind, has a serious



-
problem of determining just how his watches ¢ be best

designed, planned, and priced to achieve maximum competitive
success. The same kind of problem can be presented for the

manufacturer of radios, of lighting fixtures, or grinding

wheels (or other abrasives), of insulatincg material, etc.

Understanding a giant national or international market
today--accurately and objectively--is possible only by resorting to
some of the multitude of technigques of market research developed
just for this purpose. These techniques may involve extensive
knowledge of social psychology, social anthropology, and
advanced statistics, at the least. Market studies can be
initiated by the unskilled only at their peril; for there are
a multitude of pitfalls that lead to error, and to business

judgments that will fail.

Consider another illustration of the problems of present-
day, large-scale marketing--the problem of how to communicate
efficiently to the target audience of prospects so that they
will know the merits of your product and prefer it to others.
This mass communication by TV, radio, magazine, and the like,
involves very heavy commitment of funds and will be rewarding

only if efficiently done.

This involves first an identification of the prospects—--
where they are and in what numbers. Second, it presumes a
knowledge of the various media which will reach them=-and a
determination of the optimum combination of media to reach the
given audience at the least cost, or to reach the largest
possible share of the audience at a fixed cost. This is a
complex calculation, indeed, which today is likely to involve
knowledgeable use of a computer. Third, it is necessary to

devise an effective, influential way of presenting the
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communication so that it will be heard or read, believed,
and acted upon. The preparation and testing of such advertis-
ing executions again involves a variety of special skills.
Finally, judgments on advertising strategy must be devised in
the context of competition and in the framework of efficient
timing.

Still another illustration may apply to the issues of
developing and maintaining an efficient logistical system of
supply, including the selection, engagement, and motivation of

channels of distributions.

Galaxies of complex issues are involved here. For example,
determination of the optimum number and location of warehouses
to use--giving due regard to prospective demand by area, trans-
portation costs, warehouse costs, inventory costs, order handling
costs, etc. To solve these problems, it is common today to employ
the advanced mathematical tools of operations research. Deciding
upon channels of distribution involves complex considerations of

discounts, service problems, credit problems, dealer motivation, etc.

Books can be (and are) filled with the listing of marketing
problems and with the facts, logical systems, research methods and
tools appropriate to them. It is pertinent here only to illustrate
the existence of an enormous variety of problems and indicate that
they are solved today by application of a multitude of scientific
and technical methods. To be blunt, an "expert" in marketing
today must have a body of knowledge and skills never before
required-~even as the successful doctor or electrical engineer

must have much more knowledge and skills than ever before.

The increasing number and complexity of marketing problems

led in the first instance to the development of specialists,
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both within concerns engaged in marketing and as independent
consultants. Within the past few decades, we have seen the
development of specialists in marketing research, in opera-
tions research, in media analysis, in store location and layout,
in sales pnromotion techniques, in group (or cooperative) buying
(or selling), in distribution cost analysis, and the like.
Older, specialized organizations, such as advertising agencies
or credit ag.ncies, freight forwarders and factors, expanded and
refined their activities. Their very number and their variety
of operations, however, made it necessary for general marketing
managers to broaden the scope of their own knowledge and thinking
just to be able to understand and use them well. Indeed, in most
countries, marketing is held back in efficiency less by lack of
basic skills in the population than by lack of comprehension of
them and effective use of them by marketing management. The
problem is compounded in three ways:

1. Market opportunities (and the intensity of

competition) continue to expand with great
rapidity.

2. Market (and competitive) conditions change
with bewildering speed. The growth of the
population and its composition by age, income,
buying interests, etc., does not pursue a steady
uniform pace; some markets grow much faster than
others; and the tastes and interests change
faster still.

3. The explosion of knowledge about marketing
processes and the practicability of applying
the fruits of other disciplines (psychology,
mathematics, etc.) to marketing make it ever
harder to be a "currently qualified expert."”

The growing number and complexity of marketing problems

led also to the foundation of professional marketing associations,
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similar in character to the professional societies long since
established among lawyers, doctors, architects, etc. Like them,
the associations were founded by highly educated men, dedicated
to the proposition that the management of the marketing function
would increasingly require the skill, the thoroughness, the
objectivity, the scientific address found in the other professions.
In every case, it was a basic objective of the association to
help its members understand the full scope of marketing, locate
the basic sources of useful marketing facts, understand the tools
available for the solution of marketing problems (and how to use
them), and insure the maintenance of a high standard of integrity

among all who entered marketing as a profession,

The achievement of these high purposes necessarily involved
each association in one or more forms of educational activity on
behalf of its members. All have held regular meetings, seminars,

conferences of a high professional order. Many have established

formal short courses in marketing, or in some specialized aspect
of marketing, for the benefit of members. Still others have
provided personnel to independent agencies or general business
organizations (such as a Chamber of Commerce), interested in spon-
soring such education. A few have exercised significant influence
on universities or other educational institutions to induce them
to plan and offer organized courses in marketing. Education

is a central objective of the professional association.

It is hardly surprising, therefore, that when the professional
marketing associations of the world joined together in 1961 to
form the International Marketing Federation, the Federation's
Constitution listed the furtherance of marketing education
among its basic objectives. At the first formal meeting of the

Federation's Assembly (Board of Directors) in Evian, France,
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an IMF Committee on Marketing Education was established with : ;
the following basic program: ;

1. To determine the attitudes toward prevailing
marketing education programs in each country
on the part of (a) professional marketing
men; (b) officials of colleges and universi-
ties, both those which provide education in
marketing and those which do not; (c) officials
of institutes or other management training
centers; (d) leaders in the general business
community; (e) government officials.

2

RSV R Ty e o

TR B e T AL

2. To appraise the need for marketing education
in general, and the particular needs by subject
matter classification of different regicns or
countries depending largely upon the extent of
economic development and probable tendencies

in economic expansion.

5

B
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3. To prepare and issue an analytical and objective
report on marketing education throughout the world.
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4. To hold conferences or seminars on marketing
education in appropriate locations in the world
to stimulate the introduction of courses of study
in marketing in colleges and universities, in }
management institutes and other organizations '
devoted to the improvement of business management.

The committee began its work shortly afterwards under the

Chairmanship of Professor D. Maynard Phelps, of The University ;
of Michigan, a past President of the American Marketing Associa-
tion and an outstanding leader in the field of marketing education.
A decision was quickly reached that a necessary first step toward
achieving the Federation's larger objectives would be to carry :
out a comprehensive survey among IMF association countries and

a representative scattering of others to determine as accurately :

as possible the current state of marketing education in each and

the educational trends evidently at work.
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Hearing of Federation plans, and in the firm conviction
that their implementation would contribute significantly to
the progress of marketing worldwide, the Marketing Science
Institute generously offered its support. This has been
invaluable, not only because of the considerable financial
contributions made toward the project by MSI, but because
its President, Wendell Smith, and its Director of International
Studies, Bertil Liander, are so uniquely qualified to contribute
to it=-Dr. Smith by virtue of the exceptionally broad scope of
his experience as a university professor of marketing and as a
marketing leader in business, Mr. Bertil Liander by virtue of
his years as a marketing leader and consultant in Sweden, in
France (with the Organization of European Economic Cooperation)
and in Italy as a marketing executive. Mr. Liander became the
project director of the survey under Professor Phelps' overall

direction. All IMF associations pledged participation as

required.

This volume presents the findings of the IMF survey in
simple, condensed, readable form. Twenty-one countries are
covered. In respect to each one, there is a brief discussion
of the characteristics of the basic educational system, to
provide a frame of reference for understanding the educational
activities in the field of business generally and in the field
of marketing in particular. There follows an extensive listing
of the types of institutions and the types and levels of formal
educational instruction offered with respect to marketing. Much
of this requires written explanation throwing light not only on
the nature of the courses themselves,but on their purposes and
results. Finally, reference is made to current trends in educa-

tion with particular reference to marketing. Developments at
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present are so rapid in certain areas that this report must

in some respects be obsolete before publication.

It is anticipated that the basic findings of this study
will be presented formally at national and international
marketing conferences in the months following its publication.
This is planned both by the International Marketing Federation
and by its constituent associations. There is need in each
country for all concerned with the advancement of marketing (or,
indeed, with the economic progress of their countries) to
reexamine the adequacy of the basic training in marketing there
available. It will be evident that there are great disparitieg
"as between countries in this respect. In most countries there
is ample room for improvement. It is particularly urgent that
close collaboration be established between business, education,
and government on a continuing basis. The constant participation

of university professors in business, as consultants, and the

adjustment of marketing course offerings to business requirements,

both for students and for management personnel returning to
universities for "refresher" courses, have been major factors

in developing efficient, competitive enterprises in the United
States. The value of marketing training is equally attested

by the most successful enterprises everywhere-~by Lever Brothers,

by Nestlé, by Dentsu, by those who do most to contribute to

national economic progress.

To facilitate further inquiry about marketing education in

individual countries and of activities being undertaken to improve

it, there are listed below the names and addresses of the associa-

tion members of the International Marketing Federation:
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INTERNATIONAL, MARKETING FEDERATION

American Marketing Association
230 North Michigan Avenue
Chicago, Illinois 60601

American Marketing Association
(Canada) same

Marketing Research Society of

Australia
Box 582D, G.P.0O. Melbourne

Australia

Marketing Executives Association
54 st. Katelijnevest
Antwerp, Belgium

European Society for Opinion and
Market Research
18 Avenue de 1'Orée, Rhode St. Genese

Brussels, Belgiun

Dansk Markedsanalyse Forening
26 Skovtoftebakken
Virum, Denmark

Market Research Society (Great Britain)
39, Hertford Street
London W. 1, England

Markkinointiseura
Runeberginkatu 14-16
Helsinki, Finland

Association pour le Dévelopment
des Techniques de Marketing (ADETEM)

36 Rue de Penthieévre
Paris 8, France

Vereinigung Deutscher Marktforscher

Bramfelderstrasse 128
Hamburg 33, Germany 2000

Greek Management Association
Marketing Division

6, Filellinon Street

Athens 118, Greece
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INTERNATIONAT, MARKETING FEDERATION

Indian Marketing Association
Post Box No. 5560
Bombay 14, India

Marketing Research Society of Ireland
c/o Irish Tam Ltd.

21 Lower Baggot Street

Dublin 2, Ireland

Associazione Italiana per gli Studi
di Mercato

Via Piemonte, 26

Rome, Italy

Japan Marketing Association
Ginza Studio Building

No. 13, 2 Chome, Ginza-Higashi
Chuo-ku, Tokyo, Japan

Asociacion Mexicana de Mercadotecnia

Paseo De L.a Reforma 35
Mexico 1, D. F.

Nederlandse Vereniging Van Marktonderzoekers
Keizersgracht 586
Amsterdam—-C, Netherlands

Market Research Society of New Zealand
c/o Survey Research Company, Ltd.

P. 0. Box 3685, Wellington

New Zealand

Philippine Marketing Association

P. 0. Box 4314
Manila, Philippines

South African Market Research Association
P. 0. Box 1, Sanlamhof C.P.
Bellville, South Africa

Swedish M-Group (M-Gruppen)
c/o Forssell

Trappvagen 1 A

Stocksund, Sweden
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INTERNATIONAL MARKETING FEDERATION

Asociacion Argentina de Marketing (not yet member)

c/o Nestlé
Paraguay y 9 de Julio
Buenos Aires, Argentina

Korean Marketing Association (not yet member)

123. 2=KA Namdaemun~ro. Chung~Ku
Seoul, Korea

Spanish Marketing Association
Calle Antonio Acuna 19
Madrid, Spain

(not yet member)

_15_

. _t,&a,; cied saney

PO IR - A

e

s A S b B e WM e < (K M

Yt

G- U, T e VR

% g K o S b e

R Y N L P

RN

SER L TR e s e AT et b

ERCTRURRCNS -3 AL

e s
R Qe TS e

T R A e

W s as ey,

e

Ine

SN Gt P LT E e iy T

I =T e,

R -



T T o Ty e ppvepn v et + v o s gy
T T e x|

" -
Raamm R
\

I. ARGENTINAl

A. GENERAL EDUCATION SYSTEM

Argentina has one of the most developed educational systems

in Latin America and her literacy rate of 90 percent is the highest

on the entire continent. But educational expenditures of the

federal government--which controls and supports over 80 percent of
all educational activities in Argentina--represented only 1.4
percent of GNP in the years 1959-63. This compares with 4.6
percent in the United States and 4.2 percent in Great Britain.

For the period 1965-69, however, the Argentine National Develop-

ment Plan visualizes a step-up to 2.4 percent.

Primary and Secondary Schools

Education is free and compulsory for the seven years between

the ages of six and fourteen. During the elementary period all

pupils study identical programs. Prior to this, two free pre-
primary grades are available on an optional basis. After
completion of the elementary level, admission to secondary school
is gained by presentation of the elementary school certificate,
and in some cases, by an entrance examination (See Table 1 for

educational ladder). BAbout two-thirds of the students drop out

before finishing the primary level. This problem is especially
serious in the low income sections of the interior where trans-~

portation is difficult, and where the compulsory education law

cannot be enforced readily.
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TABLE 1

ARGENTINA

i Medicine
—_ Engineering
j 23 Law & Social Sciences

22 Economic Sciences

HIGHER Philosophy & Letters
21 ,

EDUCATION (Tncluding Education)

20 Salected Subjects of Study
Listed Above

19

18

17

16  SECONDARY SCHOOL

15 (Second Cycle)

14

13 (Basic Cycle)

NORMAL STUDENT AGE

12

1l

10 ELEMENTARY
SCHOOL

 E— KINDERGARTEN
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The public school system is maintained through coowmeration

of the national and provincial governments. Primary education

is under the jurisdiction of the National Council c¢r Education,
while secondary education is supervised by the ¢General Directorate
of Secondary, Normal and Special Education. Both these organi-
zations are responsible to the National Ministry of Education

and Justice. The National and Provincial Ministries of Educa-

tion establish standard curricula for the primary and secondary

schools, both public and private.

Career choices are made at the secondary level where four

principal types of schools are available: colegios (for boys
but sometimes coeducational) and liceos (for girls), normal schools,

commercial schools, and technical schools.

The colegios and liceos, patterned after the French lycées,

consist of a first cycle of three years in basic studies, and a

second cycle of two ye rs in specialized studies.

The bachillerato degree, which is granted graduates of the

colegio, qualifies holders for direct entry to professional
university study of either law, medicine, engineering, or colegio

teaching. It is roughly equivalent to the sophomore level in most

United States colleges.

The commercial schools offer various programs for careers

in business; the most rigorous training leads to the diploma of

perito mercantil (commercial expert). The program runs five years,

with the three-year, first cycle closely paralleling that of the

colegios and the two-year, second cycle consisting of commercial

studies. Marketing is not taught as a separate subject in

either cycle.
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The normal schools, also of five years, prepare students
for careers as teachers of elementary school (secondary school

teacher-training is received in the "superior" schools).
P

Technical schools offer vocational training for a period

of six years.

Graduates of normal, commercial, and technical schools are
qualified to enter direclily some of the faculties of universities;
but they may be required to take an entrance examination or

extra courses.

Private schools in Argentina are an important element and
account for ten percent of all primary school pupils and fully
41 percent of all secondary school pupils. Many of these are
significantly better than public schools, and also provide

special religious education unobtainable in the public system.

The Roman Catholic Church maintains over 1,000 schools with
an enrollment of over 300,000. Protestant and Jewish groups also
sponsor a number o @ private schools. United States, British,
French, and German communities all maintain schools which
prepare for university study in the respective countries. To
be accredited, all these schools must maintain the full Argentine

curriculum up through the sexto grado. Certain private schools

are associated with a neighboring public school adscriptos:
faculty ﬁembers of the public school give all official examina-
tions and are paid for this service by the private school.
Pupils of the private school graduate with diplomas issued by
the public school.

Escuelas nacionales are supported entirely by the federal

government, through the National Ministry of Education. Escuelas

provinciales are supported primarily by the provincial governments,
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but often receive additional subsidies from the National Ministry.

Tuition is free in public schools and the national universities,

but both school children and university students must pay for

their own books and supplies. University students pay small fees

for matriculation, physical exXaminationsg and for issuance of a

diploma. Those failing a course must pay a nominal fee to repeat

the examination.

A diploma from a recognized national or private accredited

secondary school is a minimum prerequisite for admission to the

universities. Because of the great number of applicants, however,

many faculties of national institutions now also require entrance

examinations.
dating

In

Higher education has a long tradition in Argentina,
back to 1613 when the Jesuits founded Cérdoba University.
addition to the 15 institutions listed below in Table 2, there

are about 100 specialized schools registered with the Ministry

of Education as institutions of higher learning.

Enrollment in Argentine universities increased from

155,000 in 1960 to 192,000 in 1962. Fully 30 percent of all

Latin American university students were enrolled in Argentina

in that period. Yet the proportion of registered students who

never finish their studies is 80 percent--one of the world's

highest dropout rates at university level. While tuition is

large numbers of students are
Because

free in national universities,
part-time since they must work to support themselves.
presence in class is not required, many students rarely attend.

As a result, only one out of every five enrolled in the freshman
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TABLE 2

NUMBER OF UNIVERSITY STUDENTS AND TEACHERS,
BY UNIVERSITY, 1960

e R e —————————————— ===

Students Teachers Number of
University ,ﬁgggl;gggg
Per Per and special
Number Number
ent ent schools
é Public universities:

Buenos Aires University 65,068 42.0 1,807 30.9 11
National University of La Plata 36,188 23.4 651 11.2 12
National University of cdrdoba 15,505 10.0 565 9.7 )
National University of Tucuman 6,228 4.0 545 9.4 16
National University of Litoral 19,361 12.5 515 8.8 9
National University of Cuyo 4,075 2.6 440 7.6 11
National University of the

South 552 .4 115 2.0 9
National University of the

Northeast 2,892 1.9 166 2.8 10
National Technological

University 2,215 1.4 325 5.6 9
University of La Pampa 31 coe 10 .2 2

. Private universities:

Argentina Catholic University 805 .5 145 2.5 8
University of the Salvador 1,252 .9 218 3.7 7
Technological Institute of

Buenos Aires 43 cooe 15 .3 1
Catholic University of Cordoba 509 .3 220 3.8 9
Catholic University of Santa Fe 214 .1l 88 1.5 12

Total public 152,115 98.2 5,139 88.2

Total private 2,823 1.8 686 1l1.8
Grand total 154,938 100.0 5,825 100.0

 Source: Ministerio de Educaciédn y Justicia, Estadistica Educativa,

Ano 1960, Buenos Aires,

1961.
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year obtains a degree. Those who do complete their studies
generally require two years more than the program schedule

calls for. Similarly, due to extremely low salaries, most
professors teach on only a part-time basis; and thus there is
often little or no time for class discussions or conferences
with students. This situation of part-time students and faculty
is made even more difficult by outdated and inadequate lecture
halls, libraries, and equipment--all by-products of the runaway
inflation which has plagued Argentina since the end of World

War II (the cost of living rose 28 percent in 1965 alone).

Further, support from alumni, business firms, and legacies

is meager since Argentineans basically view higher education as

a government responsibility.

Public universities are autonomous bodies governed by
superior councils. Administrators, faculty, alumni, and students
are elected to superior councils in a prescribed ratio. Thus,
among the total 156 members in 1963 who sat on the superior
councils of the seven major national universities, 51 were
deans, 42 professors, 36 students and 27 alumni. The active
election campaigns result in much internal political activity,

a process which often overshadows the academic purposes of the

universities. For better or worse, professional or internal

student politicians tend to f£fill in the decision making vacuum

created by part-time deans and faculty.

Most universities are concentrated in the northern and central

Argentine regions which have been populated for as long as four

centuries. Few institutions of higher education are in the

sparsely populated south.
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The public school year usually extends from about March 15
to November 30, with a short midwinter vacation. Each university
fixes its own academic year (since all national universities are
theoretically autonomous) which generally begins early in April
and terminates early in November, then until about the middle of
December. All educational institutions close for the summer
holidays in January and February. Summer sessions are practically

unknown.

Argentine universities offer courses in the following
subjects: ancient and modern languages, literature of Spain
and Latin America,law, philosophy, logic, mathematics, economics,
sociology, social welfare, architecture, medicine, pharmacy,
chemistry, biochemistry, physics, atomic physics, meteorology,
biology, geology, geography, several branches of engineering,
agronomy, and veterinary science. Graduate work as known in the

United States exists in law, philosophy, and economics.

Until 1958 practically all higher education in Argentina
was a state monopoly. A National Law of 1958 authorized creation
of private universities with privileges of conferring academic
degrees. Graduates of private universities must pass supervised
state examinations in order to obtain licenses to practice pro-
fessionally. Although these universities are not eligible for
financial assistance from the government, they nevertheless are
required to submit their programs and plans of study to the
Ministry of Education for approval. In this way, the government
insures that the standard and content of education will approximate

those of the national universities.

Other than supervision of the curriculum of private
universities, the government has no jurisdiction over the

administration of Argentine universities, either public or private.
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Each university faculty sets its own entrance requirements,
plans of study, and program length. There is no formal
coordination between universities; for example, the architec-

tural degree at one university requires five years, while at

another, six years.

B. MARKETING EDUCATION

National Universities

National University of Buenos Aires

The National University of Buenos Aires (UBA) was
founded in 1821 and became a national university in 1880. It
is now one of the largest (if not the largest) universities
in the world, having an enrollment of over 74,000 students.
In 1259 the School of Business Administration was established
in the Faculty of Economic Sciences. It offers a five-year

program leading toward the Licenciado en Administracién, which

is equivalent to a U.S. Bachelor of Business Administration.

In 1964 phusiness enrollment totaled about 1,070.

One five~hour marketing course was included in the
27 subjects required for the licenciado. In addition, students
must take a minimum of eight hours of optional courses in fields
of their specialization. Although marketing is not established
as a formal field of specialization, three of the 24 elective
courses deal with this subject (marketing research, advertising
and publicity management, and international business). Details
of the business school curriculum are shown jin Table 3. An
introductory course in agricultural marketing had been taught

in the Faculty of Agronomy and Veterinary Sciences, but in
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TABLE 3

UNDERGRADUATE BUSINESS ADMINISTRATION CURRICULUM,
FACULTY OF ECONOMIC SCIENCES,
National University of Buenos Aires,

1965

A. Cycles of Core Courses

PRZET

()
~

ate 2 F
AL R AN SO S G i Ty T T BTN Yy ~,..3a,;ri o

A L - N S

Y . ,omic:

Sub Accountlng Hours Sub inistrati ours Sub eclEconomlcsHours
General Accounting 4 General Organization Principles of f
. and Administration 2 Political 3
Accounting and Economv I 3 i
Administrative Control and Public 4 ¢
Organization 2 Relations in Idem. II 3 §
Cost Accounting Business 3 Economics of é
(Elements and Marketing 5 Enterprise 3 :
ethod . . .
Methods) 2 Planning and Control Public Finance 3 §
of Production 2 . d
Economic :
Personnel Adminis=- Geography of :
tration and Argentina 4 :
Industrial g
Relations 3 g:) :
General Management é
and Financing 5 b
%
Public Administra=- 3
tion 3 £
i
Total 3 8 7 23 5 16 :
p
Mat ) w ) aniti 3
Subijec t__;hgmgziggﬂ urs Subject Law Hours Subijec umant lesHours :
Flements of Mathe- Public Law 3 Economic and So=- §
matical Analysis Private Law 4 cial History: :
I i
3 private organi- General 4 :
II 3 zations 4 Argentina, and S
: I
Statistics 4 American 4 i
Labor Law Lod i d Scien- g
Financial oz}g.anM tﬁlen §
Mathematics 2 1ric HMetho ¢
dology 3 i
Sociology 4 ) 1

(‘
Total 4 12 4 13 4 15

ks o o -
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TABLE 3 (CONTINUED)

UNDERGRADUATE BUSINESS ADMINISTRATION CURRICULUM,
FACULTY OF ECONOMIC SCIENCES,
National University of Buenos Aires, 1965

L — —— —— ——— [
<

“

H

B. Electives
Subiject Hours Subiject Hours
1. Mechanicals Systems 3 13. Business Policy and
2. Administrative Law 5 Economic Conditions 3
3. Public Accounting 2 14. Linear Programming 3
4. International Economics 4 15. Quantitative Techniques
in Management ‘ 3
5. Time and Motion Studies 2 ) ) )
16. Financial Planning and
6. Industrial Technology 4 Control 3
7. Bank Management 2 17. International Business 3
8. Insurance Management 2 18. Personnel Training 3
9. Management of Public 19. Business Forecasting 3
Services and State _ _
Enterprises 2 20. Business System Analysis 3
10. Economic Geography 3 21. Human Relations 2
l1. Marketing Research 3 22. Business Finance 2
12. Advertising and 23. Operations Research 3
Publicity Management 3 24, Statistical and
Mathematical Methods
for Business Decisions 3

W-

* Number of lecture hours per week throughout the academic year.
About equal to two units in a United States college with a

two semester system.
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1965 the lecturer left and the course is not presently 4 J

being offered.

PSR ER by 5o e

The business school has received considerable aid

et S atte AP i apitoat -

from United States educators. Under a USAID (U. S. Agency for ;
International Development) contract, Columbia University in

? the United States was to aid in "developing a first-rate school
of business administration to help meet Argentina's need for §

trained managerial resources, encourage research and the

A Taer T Tpmaa LS

; preparation of case materials, establish a modern library :
in business administration, stimulate interest and support in
Argentine business circles, and further develop business admin- :

istration programs in other Argentine universities."

I e
.

; Columbia University faculty members have spent time
. in Buenos Aires on short-and long-term assignments to teach

courses (in English) in administration and marketing management.

.

P
Sy IR e SRS RS ae T

Some 20 Argentinian students have been sent to Columbia University
to obtain their M.B.A's, but the University of Buenos Aires has
been unable to offer regular faculty membership to any of the

returnees. Most of them are, however, doing part-time teaching

ST en R My Vet e SRy A A

at UBA and at management development schools.

R A T

Thus, all three marketing professors have obtained

San S

their M.B.A. from Columbia University. One als~ attended the one-
year marketing course of the International Center for Advancement
of Management Education, held at Stanford University in 1963-64 ﬁ

under grant from the Ford Foundation.

There has been some controversy over the way the

Columbia University contract has been administered. Still, i
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the program can be justifiably considered a bright spot in
business education, because returnees have contributed new
subject matter, new teaching techniques (including the case
method), and new interest in the school. Employers seem to be
pleased with the output, as witnessed by the fact that the
Business School has received financial support from the business
community: some 33 important Argentine firms have joined the
council of Enterprises to actively ccoperate with the Economic
Sciences Faculty. Recently the Cocuncil contributed 1.5 million

pesos (approximately $100,000) for training teachers in management.

National University of COrdoba

This University's Instituto Economico y Financiero,
originally aided by a Ford Foundation grant, offers two basic
marketing courses in its five-year, 36-course program. Intro-

duction of a business administration curriculum is under

consideration.

National University of the South

The University in Bahfa Blanca offers one introductory

course in marketing.

Private Universities

Catholic University Santa Maria de los Buenos Aires

The Pontifical Catholic University Santa Maria de los

Buenos Aires, in addition to their five-year, undergraduate program,

offers a seven-year, graduate program (the only graduate program
in Argentina at present), leading to doctorates in economics and
in business administration. The first three years are common to

both programs, with specialization beginning in the fourth and
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fifth years. Satisfactory completion of the 32 prescribed
courses (Table 4) leads to a professional degree (Carrera de
Administracion de Empresas), which is roughly equivalent to

that which would be between a United States bachelor's degree

and a Master of Business Administration.

An additional two years of seminars and a doctoral
thesis are necessary for the doctor's degree, which is equiva-
lent to what would be between a U.S. Master and Ph.D. in Business

Administration degree from a leading university.

Offerings in marketing are confined to one course in
the fourth year: Marketing Research and Sales Organization.
Price and Distribution Theory offered in the second year has
primarily a macroeconomic focus. No survey course in marketing

is offered.

e

Catholic University cf Cérdoba

An almost identical situation exists at the Catholic
University of Cérdoba; it has the only undergraduate provincial
school with a program in Busines= Administration (Escuela de
Administracidon de Empresas), established in 1960. The degree
requires a five-year study of 3. subjects. Two of the courses
pertain to marketing: one is a general introduction, the other

a rather vocationally oriented sales promction course.

Salvador University of Buenos Aires

The Salvador University of Buenos Aires, founded by
Jesuits in 1960, is the largest private university and has on
its faculty some of Argentina's leading economists and management

consultants. Total university enrollment for 1964 reached about

~30-




TABLE 4

UNDERGRADUATE COURSE REQUIREMENTS IN ECONOMICS AND
BUSINESS ADMINISTRATION, CATHOLIC UNIVERSITY OF
SANTA MARIA DE LOS BUENOS AIRES, 1964

———

Year Economics

Business Administration

Introduction to Economics
Economic Geography of the World

Accounting
Mathematics

Philosophy I

Introduction to Theology

Price and Distribution Theory
Economic Geography of Argentina

Private Law

11 Statistics

Philusophy II

Social Doctrine of the Church

Theory of National Income and Employment
Money and Credit
III Social Labor Policy

Theology 1

Special Assignments in Philosophy

Economic History of ‘the World

Administrative and Accounting
Organization of the Firm

Economic History of Argentina
Economic Cycles

International Ecconomics
Public Law

Production Planning and Control
Marketing Research and Sales Or-
ganization

Personnel and L:.or Relations
Taxation

Costs and Budgets

Financial Mathematics

Theology II

Political Economy
Public Finance

V Economics of the Firm
Sociology

Economic and Financial Manage-
ment of the Firm

Business Psychology and Sociology
Public Relations

Financial Analysis

Economic Legislation

Theology 111

History of Culture and Professional Ethics
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3,000. At least four marketing courses were offered in that

year, but no detailed information on these is available.

Marketing Courses in Other Universities

In addition to these few university courses, marketing
concepts enter into the programs of many other departments and
faculties. For example, the law schools analyze public regula-
tion of business practices and social welfare; in architecture,
product design is discussed; in economic geography, size and
structure of commodity markets; in the engineering faculty,
transportation. No attempt is made here to index these widely

spread and unsystematic offerings.

Management Development Institutes

Association of Sales and Marketing Executives--ADVC
(Asociacidn de Dirigentes de Ventas y Comercializacidn)

July 5, 1942, is an important date in the history of
Argentine marketing education: the ADVC was founded with 134
members, whereupon educational activities began with a cycle of
lectures for salesmen. Ever since then, ADVC has pioneered
dissemination of better sales and marketing management practice
in Argentina, as well as in some of the other Latin American
nations. Formal courses for salesmen were set up in 1951, and
some 525 students were enrolled during the period 1951-56. 1In
1957 a School for Salesmen (Escuela Superior para Vendedores)
was established. Table 5 shows the enrollment trend for the

education activities of ADVC.

In 1964 the School for Salesmen was expanded and
renamed the Jniversity of Commercial Sciences (UCS), with two

faculties: 1) Marketing, and 2) Human and Public Relations.
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ENROLLMENT AT THE SCHOOLS FOR SALESMEN OF THE ASSOCIATION OF
SALES AND MARKETING EXECUTIVES
BUENOS AIRES, 1951-63

TABLE 5

Year

Number of Students

=33~

37
124
34
73
115
142
212
237
309
499
715
1,117
1,613
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The two diplomas (Carrera de Licenciado en Comercializacién)
granted by the University are roughly equivalent to an A.A.
(Arts Associate), or to a diploma of a graduate technician of

a Unitéd States junior college. UCS has applied for accredi-
tation of the Ministry of Education. In December, 1965 the first

group of 12 Licenciados en Comercializacidn was graduated.

The program consists of four 15-week periods spread over
two years. For the marketing diploma 31 courses are obligatory
and four are elective: Role of Marketing in Economic Development,

Marketing of Agriculture, Consumer Products, and Industrial Products

(See Table 6).

Qualified for admission are high school graduates;
school teachers; graduates of vocational, industrial, and business
schools; alumni of ADVC Vocational Training Curricula; and
practicing junior executives (with some exceptions). All
candidates who have not completed secondary school are required

to pass an entrance examination.

Apart from the University of Commercial Sciences,
the ADVC also offers 22 vocational courses grouped into five
programs. These programs include four or five courses, each
of which consists of 18 lecture hours and two examination hours.
Topics cover sales training and management, as well as public

relations.

Some of these courses are available outside Buenos
Aires through regional training centers attached to some of
the nine sister associations? and correspondence arrangements
with individual participants. One of the largest of the
regional training centers is the Institute of Higher Studies
of Marketing and Sales in Cordoba. Founded in 1960, it offers
400 hours of vocational courses arranged into four programs of

studies. Topics include sales training, supervision, management,
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TABLE 6

CURRICULUM FOR PROFESSIONAL LICENSE IN MARKETING,

BUENOS AIRES, 1965

UNIVERSITY OF COMMERCIAL SCIENCES,

Semester Year
I IT
First 1. Principles of Economics 9. Social Psychology
2. Introduction to Psych- 10. Economics of Enterprise
ology (20)
3. Qualitative Analysis ll. Organization and Admin-
for firms (22) istration of Sales (15)
4. Introduction to Market- | 12. Inferential Experimental
ing: I (I) Statistics (24)
5. Argentine Economy 13. Marketing Research (21)
6. Introduction to Socio- 14, Business Finance
logy 15. Organization and Admin-
7. Introduction to Market- istration (15)
ing: II(I) 16. Sales Promotion (1)
8. Economic Statistics (24)
Semester Year
III IV
First 17. Theory and Practice 25. Product Development
of Decision Making (28) and Policy (l6)
18. Advertising (18) 26. Distribution Channels
19. Price Policy (6) (25)
20. Introduction to Costing | 27. Elective Seminar (27)
(25)
Second 21. Group Dynamics 28. International Marketing
22. Public Relations (28)
23. Applied Commercial Law | 29. Motivation and Behavior
24. Cost of Distribution of Consumers (18)
(25) 30. Elective Seminarl (31)
31. Professional Practice (33)

1Ma.rketing of Agriculture, Consumer or Industrial Products,
Economic Development and Marketing.

N.B.

Course fees are $100 per year, 8 classroom hours per week.

There are about 20 lecture hours in each course.
Figures in parentheses refer to subject classifications in
Table 10.
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and public relations; and, interestingly enough, many of the

4
programs at Buenos Alires and Cordoba include courses 1in

psychology and sociology.

Aside from the courses listed above, ADVC conducts
many one-day conferences, seminars, and lectures, in addition
to supplying personnel to conduct "in-firm" training within
many of Argentina's leading enterprises. ADVC also extends
technical assistance to other Latin American countries in
setting up salesmen schools of the Argentine type. So far,
Peru, Colombia and Ecuador have received such aid. A

subsidiary of ADVC publishes books and course notes related

to topics in the training program.

In 1965 ADVC created a Hall of Fame for Great
Argentine Enterprises (Grandes Empresas Argentinas). The
objective of the award is to make the public conscious of the
great contribution made by outstanding entrepreneurship to

social and economic progress of the country.

The first list, published in a special supplement
to Ventas, the official ADVC monthly, contained the following
names: Agrest, Bosch Motors, Canal 13, Cyanamid, IBM, IOA
(Industrias Ort0pédicas Argentinas), Lowe, Mayon, Ralba, and
Anglo-Argentine General Electric. The short write-ups included
with each citation could serve as useful points of departure

for subsequent development of marketing cases.

Argentine Productivity Center (Centro de Productividad
de la Argentina--CPA)

In 1960 the Argentine government signed a five-year,

technical aid contract with the United Nations Special Fund.

B
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Under the terms of the agreement the ILO, executing agency

for the United Nations, would provide experts to train
Argentine counterparts in methods of improving productivity

in all sectors of the Argentine economy. The Argentine govern-
ment designated the Centro de Productividad de la Argentina as
the executing agency. The marketing program officially began
in August, 1963, with the arrival of the first (International
Labor Organization) ILO marketing expert. The objective of the
work is to improve efficiency in marketing Argentine products
and services by introducing more sophisticated methods of
promotion, training, consulting, and research. In the 1964

training program ten courses were offered for a total of 273

hours, with 224 students enrolled. Details on these courses are

given in Table 7.

In 1965 the ILO expert was assigned as Marketing
Consultant to the Secretary of Commerce to help get underway
a long-range Marketing Action Program for Argentina (MAPA),
designed to put into effect the policies outlined in the

National Development Plan for 1965-69.

Institute for Development of Executives in Argentina

(Instituto para el Desarrollo de Ejecutivos en la Argentina--

IDEA)

IDEA was founded in 1960 by a group of 20 Argentine
companies. Its objective is development of middle and top
executives in all Argentine companies. Since its inception,

IDEA has received limited financial aid from USAID to bring in

United States lecturers. IDEA administers a scholarship program,

financed by AID, that sends Argentine executives to Harvard and

Columbia for participation in summer programs.
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In 1964 IDEA offered about 80 short courses (attended
by some 2,500 executives), of which 18 dealt with marketing
subjects. Five of the lecturers were visiting United States
specialists (See Table 8). 1In 1964 and 1965 IDEA administered
a USAID scholarship program, which enabled four young Argentine
executives to participate in the summer grogram of the Inter-

national Marketing Institute held at Harvard University.

Other activities of IDEA include a Ford Foundation-
sponsored Business Research Division and a program of seminars for

businessmen, politicians, and the military, designed to promote

communications between the groups.

Argentine Enterprise University (Universidad Argentina de 1la
Empresa-UADE)

In 1958 the Society of Corporations (Camara de Sociddades

Anonimas) sponsored establishment of the Foundation for Higher
Enterprise Studies (Fundacion de Altos Estudios de la Empresa-
FAEDE). In 1964 the institutiom was renamed Argentine Enterprise
University (UADE). Although it carries the name "university,"
\ﬁADE is a private management institute; and the only entrance
requirement is graduation from either a secondary schocl operating

under the Ministry of Education's supervision, a university, or
a military school.

Unlike many Argentine management institutes, UADE
offers courses presented in a series of three-year curricula leading

toward licenciados in individual fields of business administration.

As of 1965 UADE had four departments: Human Relations, Production,

Finance, and Marketing.
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TABLE 8

TITLES OF MARKETING COURSES, INSTITUTE FOR THE
DEVELOPMENT OF EXECUTIVES IN ARGENTINA
(INSTITUTO PARA EL DESARROLLO DEa)
EJECUTIVOS EN LA ARGENTINA),b 1964

Number of
hours 1in

Number Title classroom

and 15 Sales Forecasting (27)

f)

cwooNooUlbdbWNH

14

16
17
18

[
NMNONDOONUEOCO

N

Marketing Via Concessionaires (8)
Distribution Costs (25)
The Marketing Manager (14)
Prices (6)
International Marketing (12)
Marketing Goods and Services of the Heavy Industry (1l1)
Coordinated Marketing Plans (14)x
Argentine Exports ( 12)
Coordinating Marketing Plans (14)
Marketing Research,as the Foundation of Marketing
) % C)

Planning (14)
Production and Marketing Coordination (14)
Procurement Administration as a Management Problem (5)
Modern Marketing: Research ang)Planning of Marketing,

Pricing and Advertising (21)

N

[

® b)

(&
o 0N
Ny

e) 40

Marketing and Advertising Research (23)f) 15
Forecasting Demand (27) 8
Product Development and Introduction (21) 8

—

—— —

Short lectures, not included in Table 10.

Numbers in parentheses after course titles refer to classifications
in Table 10.

Dr. Alfred N. Watson, Columbia University.

Dr. George B. Simmons, Columbia University.

Edward C. Bursk, Harvard University.

Dr. Frank Meissner, Senior Marketing Expert of the International
Labor Organization's Productivity Mission to Argentina, and
Ing. Pedro R Lungwitz, in charge of the Marketing Area of the
Argentine Productivity Center. Course offered three times
during 1964, twice in 1965, and scheduled twice for 1966.

Paul Lyness, McCann Erickson.

=40-

TS PRNE S E < g

Wiz ol T e e B ST T et ST

e TR e~ TR SR A e TS

. By

e AL

O I NT PR



The Marketing Department offers three types of

licenciados: Marketing, Marketing Research, and Advertising.

All students have a common first year consisting of 260 hours in

basic core courses. Specialization is introduced during the

second and third years.
given in Table 9, note that the total number of hours required

Referring to the details of the programs

for the marketing diploma is 704; for the marketing research,

740; and for advertising, 750.

In 1966 a new licenciado in International Trade was

to be added.

In addition to the marketing courses offered at the
management development institutes just discussed, scattered
courses are taught at a number of other institutes. See Table 10

for a more complete summary of courses.

INTA (Instituto Nacional de Tecnolog{a Agropecuaria--

Agricultural Experiment and Extension Service) offers an

agricultural marketing program, which was developed in cooperation

with the Texas Agricultural and Mechanical College.

Argentine Marketing Association (Asociacion Argentina de
Marketing-AAM)

Founded in May, 1965, AAM aims to:

l. develop the marketing management profession
in Argentina,

2. promote exchange of ideas, experiences, and
knowledge among marketing managers,

3. investigate, develop, and improve application
of systems and techniques of marketing,

4. stimulate education and extension of marketing
in cooperation with universities, private and
public organizations in Argentina and abroad,
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CURRICULA FOR LICENSES IN MARKETING, MARKETING RESEARCH AND

TABLE 9

ADVERTISING, UNIVERSIDAD ARGENTINA DE LA EMPRESA
(ARGENTINE ENTERPRISE UNIVERSITY) 1965

N ————————— ~—

l

—— —— —

First Year (Basic Core Course)

Marketing

Studies of the Firm
Human Relations

Marketing Research

Philosophy and Sociology
Mathematics

Advertising

Accounting

Subtotal Basic Core Course

-42-

Hours Hours

70
60

30
50

50

260

s
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CURRICULA FOR LICENSES IN MARKETING, MARKETING RESEARCH AND
ADVERTISING, UNIVERSIDAD ARGENTINA DE LA EMPRESA

—n

‘TABLE 9 (CONTINUED)

(ARGENTINE ENTERPRISE UNIVERSITY) 1965

— —

Marketing
Hours
Subtotal Basic Core Course
Second Year
Economic Theory and Economics of the Firm 30
Macroeconomics 3C
The Argentine Economy 40
Law 60
Statistics (24) 30
Marketing Research (21) 40
Subtotal o
Third Year
Marketing Institutions (7) 20
Commercial Policy (16) 40
Marketing Management (4) 2C
Personnel Training and Administration 16
Control Presupuestario 30
Credit Policy 16
Advertising 16
Public Relations (1) 16
Electives (32) 40
Subtotal
TOTAL

-43~
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CURRICULA FOR LICENSES IN MARKETING, MARKETING RESEARCH AND
ADVERTISING, UNIVERSIDAD ARGENTINA DE LA EMPRESA
(ARGENTINE ENTERPRISE UNIVERSITY) 1965

a7

EEgE 4 ARe aaie! (L3
A4

Marketing Research Hours
260

Subtotal Basic Core Course

Second Year

Economic Theory
Marketing (I)

The Argentine Economy
Sociology

Statistics (24)
Psychology

L A i SR S o

Subtotal 240

Third Year

Applications of Marketing Research (21)
Research Techniques (21)
Work Methods (1)

@
AR S AR Y U R R b P R R BT P AT

Special Investigations (21) :
Practice (33) :
Subtotal 240 ﬁ
TOTAL , 740 4

B R S R DR MNP
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TABLE 9 (CONTINUED)

v gy

CURRICULA FOR LICENSES IN MARKETING, MARKETING RESEARCH AND

ADVERTISING, UNIVERSIDAD ARGENTINA DE LA EMPRESA

(ARGENTINE ENTERPRISE UNIVERSITY) 1965

bt
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Advertising
Subtotal Basic Core Course

Second Year

Role of Advertising in the Economy (1)
The Agency (1)

Advertising as a Tool of Marketing (1)
Organization and Advertising Services (1)
Creativity I (1)

Media Analysis (1)

Psychology

Economics

Economic Geography (21)

Subtotal

Third Year

Creativity II (21)
Techniques
Marketing Research
Social Psychology
Budgeting

Planning

Subtotal
TOTAL

Hours

3C

60
60
20
30
30
10

60
60
40
40
2C
20

Hours

260

250

750

i Note:

N

i

3

1 o

=LERIC

] e e SR
K OBt Ml iy R,

IToxt Provided by ERI

Figures in parentheses refer to subject classification in

Table 10.
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TABLE 10

PRELIMINARY LISTING OF UNDERGRADUATE MARKETING OFFERINGS AT

UNIVERSITIES AND MANAGEMENT DEVELOPMENT INSTITUTES,

ARGENTINA, 1964 AND 1965

Offeringa

Universities

National

uBa® unc® uns

d

Catholic

sMa® cérdobal

Total

I.
II.

III.

Iv.

Basic Courses

Functional

1.

b wiN

.

Advertising and Sales 1

Promotion
Salesmanship

Traffic Management
Sales Management

Purchasing or

Procurement

Pricing

Industry and Institutional

7.
8.
9.
10.
11.
12,

13.

Marketing Planning or

Institutions
Retailing

Retail Advertising

Wholesaling

Industrial Marketing

International

Marketing

Food Distribution

14.
15.
16.
17.

Administration

Management
Organization
Policy
Stragegy

TRERTIRS W T @
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TABLE 10 (CONTINUED)

PRELIMINARY LISTING OF UNDERGRADUATE MARKETING OFFERINGS AT

UNIVERSITIES AND MANAGEMENT DEVELOPMENT INSTITUTES,
ARGENTINA, 1964 AND 1965

Offeringa UBA

Universities

National

b

uNc® UNS

d

Catholic

sMBA® cdrdoba’

Total

V. Theory

18. Consumer Behavior
19. Theory cf Marketing
20. Price Theory

VI. Marketing Research

21. Marketing Research

22. Analysis

23. Advertising Research
24. Statistics

25. Distribution Cost (20)
26. Operations Research
27. Forecasting

28. Decision Making

VII. Seminars and Independent
Studies

29. Theses

30. Doctoral Dissertations

3l. Current Problem
Seminars

32. Independent Reading

33. Professional Practice

34. 8Single Events

1

[

P =1 1

=

TOTAL
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: PRELIMINARY LISTING OF UNDERGRADUATE MARKETING OFFERINGS AT :

UNIVERSITIES AND MANAGEMENT DEVELOPMENT INSTITUTES,
ARGENTINA, 1964 AND 1965

iy
iroey FENOTER FY

P ] ATl b

:
; Management Development Institutes !
% Others Total ;
i . . ;
1 ' a h b4
§ offering apvc? uvabe” cpa' 1pEa’ 1ape® rpOEF! |
% I. Basic Courses 2 1 1 1 5 %
§ II. Fuynctional é
E 1. Advertising and §
: Sales Promotion 2 7 9 ;
. 2. Salesmanship - :
/ 3. Traffic Management - :
: 4. Sales Management 1 1 |
; 5. Purchasing or :
! Procurement 1 1 §
: 6. Pricing 1 1 2 é:}%
III. JIndustry and :
! Institutional §
% 7. Institutions 1 1 i
: 8. Retailing 1 1

9. Retail Advertising
: 10. Wholesaling
{ 1l. Industrial Mktg. 1
? 12. International Mktg.
13. Food Distribution
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=
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| IV. Marketing Planning or
3 Administration
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% 1l4. Management 2
15. Organization 2
1l6. Policy 1
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TABLE 10 (CONTINUED)

Neps
Ry,

PRELIMINARY LISTING OF UNDERGRADUATE MARKETING OFFERINGS AT
UNIVERSITIES AND MANAGEMENT DEVELOPMENT INSTITUTES,
ARGENTINA, 1964 AND 1965

N ARSI Y SRR A, reRa e

B m NI, grapadiels
1

Management Development Institutes

Others Total
1

Offering® apve? uape® ceal 1pEal 1ADEX THOEF

V. Theory
18. Consumer Behavior 1 1
19, Theory of Marketing
20. Price Theory 1 1

VI. Marketing Research

21. Marketing Research 1 8 1
22. Analysis 1
23. Advertising
Research

24. Statistics 2
25. Distribution Cost 3
26. Operations Research
27. Forecasting

28. Decision Making 1

R R U B Y et SRR TR S R et ST A, b gt
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1
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VII. Seminars and
Independent Studies

29. Theses
30. Doctoral
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Dissertations
31l. Current Problem

Seminars 2 2
32. Independent

Reading 1 1
33. Professional

Practice 1 2
34. Single Events 25t 25 %

TOTAL 21 24 6 15 2 1 25 94 |
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FOOTNOTES TO TABLE 10

The breakdown is based on: David Luck, Marketing Education

in the United States, (Philadelphia, U.S.A.: Marketing

Science Institute, November, 1964), p. 56.

I.

II.

III.

IV.

VI.

VII.

The

Courses desgigned to acquaint the student broadly with
the field of marketing. In some cases, the first term
of marketing management may be appropriate for this
category.

Deals with tasks, functions, or subfunctions of
marketing that are performed in a wide variety of
businesses and industries. For instance, transportation
is performed by most manufacturing and merchandising
enterprises. ILikewise, the subfunction of traffic
management will be found among chain retailers,
wholesalers, and manufacturers.

Admittedly, two distinct divisions of marketing

subject matter are included in this grouping. Industry
oriented courses are vertical segmentations, while
institutional are horizontal treatments within the
scope of certain classes of firms. For convenience,
these two forms of segmentation are combined.

Detailed analysis of marketing management, policy
planning, or strategy formulation; organizing,
directing and coordinating marketing activities.

Included are specialized courses in marketing theory
(not to be confused with general survey and principles
courses) .

Courses dealing with the problems and techniques used
in securing both qualitative and guantitative informa-
tion for use in decision making,

Informal studies for which credit is given, including
courses whose subject matter varies from year to year.

If a seminar has a fixed subject matter, however, include
it in one of the above categories.

listing includes all university courses, plus offerings

in excess of three hours that were given at least once by private
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management development institutes and that were rescheduled

for 1965:

National University of Buenos Aires (Table 3)
National University of cérdoba

National University of the South (Bah{a Blanca)
Pontifical Catholic University Santa Maria de los
Buenos Aires (Table 4) .

Catholic University of Cordoba

Sales and Marketing Executives' Association--
Asociacidn de Dirigentes de Ventas y Comercializacidn
Argentine Enterprise University--Universidad Argentina
de la Empresa (Table 9)

Argentine Productivity Center--Centro de Productividad
de la Argentina (Table 7) Numbers 12, 13, 21, and 25
scheduled for first time in 1965
Institute for Development of Executives in Argentina
Instituto para el Desarrollo Ejecutivos en la
Argentina (Table 8)

Argentine Institute of Enterpr%se Management--
Instituto Argentino de Direccion de Empresas
Institute of Financial and Economic‘Management
Orientation--Instituto de Orientacion Econdmico--Financiera

The Operations Research Society (Sociedad Argentina
de Investigacidn Operativa-SADIO) has sponsored

lectures on marketing
Other Management Development Institutes, both members

as well as nonaffiliated ones.

of CADOC,
.
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5. contribute, as a professional group, to the Y
improvement of laws and regulations pertaining }
to marketing.

AAM is a candidate for membership in the International

Marketing Federation.

In the first stage of development, membership is
limited to marketing managers. Later on all individuals with
professional interest in marketing management, reséarch, and

education will be eligible for membership.

The following nine topics were suggested for.

the 1965-66 workship and research program of the AAM:

1. marketing and economic development,
2. sources of marketing information,

3. marketing legislation,

v ot |

4., role of marketing in establishment of the ' -
Latin American Common Market, L

e
o

5. education in marketing,

6. the‘marketing function in a modern enterprise,
7. Jjoint marketing research,

8. marketing definitions and terminology,

9. sales forecasting techniques.

During 1965 AAM activities focused on workshop
seminars and publication of a newsletter. Four topics were

chosen for a series of workshops:

l. Organiczation of Marketing Department
(job description, authorities, res-

ponsibilities, planning, execution,
and control),

2. Distribution Channels,

Price Policy in an Inflationary Economy,

4. Measurement of Advertising Impact.
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Proceedings of workshops and seminars are being

reproduced and made available. Some 20 major companies with
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sales representing ten percent of the Argentine Gross National

Product have contributed marketing organization charts to the

first workshop of 1965.
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In cooperation with the Servicio de Informaciones

% del Mercado Argentino AAM plans to develop statistical indexes

f that would be specifically tailored for short-range sales

g

i forecasting.

? There is a close working relationship between AAM and the
: Instituto para el Desarrollc de Ejecutivos en la Argentina--

IDEA (the Argentine Management Development Institute). The
different AAM functions are usually held on premises of IDEA

and several AAM members are on its marketing committee.
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Latin American Center for the Study of Marketing

(Centro Latino Americano de Estudios de Marketing--CLADEM)

CLADEM was founded on May 24, 1964, by participants

in the International Center for Advancement of Management

Education (ICAME) at Stanford University. ICAME is a Ford

Foundation financed project aimed at training teachers of

of good marketing management practice in Latin American countries.

The objective of CLADEM is to help advance the use

This is to be achieved by such means as:

inviting all Latin American universities and
colleges to participate actively in CLADEM,

exchanging of information and experience
among members,

developing and distributing teaching materials
(articles, cases, surveys, research findings,
textbooks) throughout Latin America,

encouraging personal contact by sponsoring
periodic meetings, symposia and congresses,

inviting to membership outstanding marketing
practitioners, and assembling a Who's Who in
the Latin American marketing profession,

coordinating and aiding in curricula developments
at different universities and other teaching

institutes,

eventually perhaps broadening CLADEM into a
Latin American Marketing Association (LAMA).

The 16 founding members of CLADEM were all participants

of the ICAME Marketing Program of 1963-64. Several non-ICAME

candidates have since been approved for membership and others

have been nominated, a number of whom are IMI alumni.
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i) Business executives may also be brought in; they
by would each pay $20 to help defer some of the expenses of

i

! the executive secretary but would not be required to do any

writing. Some invitations have already been issued.

Within the first year of its existence, CLADEM,
with professional and moral help provided by ICAME, has made

remarkable progress.

The following materials have been prepared:

1. A survey of Marketing Terminology in
Spanish speaking countries, which was
published jointly by ICAME and CLADEM.

2. Spanish translations from English
originals of 51 Readings in Marketing

Management.

3. About 40 Spanish originals or translations
of Cases in Marketing Management. The
majority of the cases are '"native" to Latin
America; all have been previously tested

in the classroom.
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Translations of Cases and Readings in
Marketing Research.

T Wi

CLADEM coordinates translations of
articles and cases; members have morally

N
Ul
.

! committed themselves to provide at least
! two substantial items per year. CLADEM
3 encourages wrxiting of original articles

on marketing in home countries of individual

j

; members, materials that would form a basic

i input to a future book on marketing in Latin
; America.

% 6. CLADEM plans to become a Depository of

; Marketing Cases for Latin America.

f 7. Also contemplated is ar Adaptation to

i Latin American Conditions of several classic

textbooks in major fields of marketing.
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8. 1In order to keep its members posted W,

Newsletters of CLADEM are being published.
Future issues might be broadened so as to
help further active cooperation between
associations and insti*tutes such as IMI,
that have similar objectives.

9. Periodically CLADEM intends to co-sponsor
regional marketing meetings; the first
will probably be held in Mexico City in
1968.

Conclusions

The majority of Argentine business managers have had no
formal business educaticn. Few have had university education;
in 1960 only about one-third of the 250 most influential
businessmen attended institutions of higher learning. Half of
these were immigrants who received their training in the United

States of America or Europe. Business administration is there-

O

fore a new profession while training in the subject..is newer
still. The marketing concept is only now infiltrating into

business circles.

. . . 4 . .
Busliness administration is usually taught in faculties
of economics. There are a variety of arrangements. ranging

from five-year undergraduate to two-year graduate programs.

S AL N AN T I SR S B e S 4 gl iy P TS 08 T b, SR B3 o bod o e IR T W 47 00 5 e i Y 3 e G NIRRT B O ) A, AR AR RS R R

Generally, almost exclusive reliance is placed on
lectures, an instruction method which does not always promote

independent inquiry and objective problem analysis.

With a few exceptions--such as at the University of Buenos

OIS LR B s Pty

Aires--contacts with the business community are not close. This
is partly due to the desire of universities to remain independent
and not let themselves be influenced by outsiders. 2aAnd vice-versa,

businessmen might, to some degree, lack confidence in the university;

—
\.}
4
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yet, their advice and financial help are badly needed.
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The progress made in marketing education since 1960

has been remarkable. 1In 1964 more than 80 marketing courses

were available. A very small percentage of these courses

were offered in state or catholic universities, while the bulk

was given by various management development institutes (almost

all situated in Buenos Aires) as long or short courses for

part-time students.

Judging from course titles (reading lists and course
notes are generally not readily available), the marketing
curricula are by and large modern in outlook. The quality
of courses does, however, ultimately depend on the quality

of the faculty, the content of teaching materials, and the

adequacy of the libraries.

A stepped-up rate of development of high quality

marketing programs at the university level will largely

depend on the ability of the Argentine academic and business

communities to:

l. select capable students,

2. overcome the shortage of qualified and
experienced teachers,

3. provide local educational materials, and

4. facilitate local basic as well as applied
research in all sub-areas of marketing.

In order to reduce the exceedingly high dropout rates,

more rigorous screening and entry examinations are needed.
Perhaps tuition and fees for auxiliary services should be

introduced, along with public and private scholarships for

promising students. To discourage continuance of the species

of "perpetual students the number of repeats of failed

examinations should be severely limited.
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Full-time marketing teachers--as a rule and not as an
exception--are needed not only for classroom instruction. An
equally important part of normal duties is availability for
student consultation, development of teaching materials with
an Argentine setting, and conducting of applied research with
focus on issues of public marketing policy. In order to reach
this stage, the salary structure of teachers should be separated
from national civil service payroll regulations. A framework
of systematized appointments, promotion, and tenure--all based

on merit--should be established.

One of the most pressing academic needs is an elementary
marketing textbook in Spanish, with theoretical and institu-
tional materials drawn from the Argentine environment rather
than from abroad. Given the alleged scarcity of readily
available information, this would be a most difficult book to
write. To obtain existing case materials, intimate relation-
ships with the business community will have to be fostered.
This should be based on more effective professional (as opposed
to political) leadership by the internal administration of the
universities. Nonetheless, some highly reassuring progress

is now being made in some of the above mentioned areas.

Course offerings are going through a natural evolution
in which the best tend to survive. This makes it possible to

use more efficiently the slowly growing body of experienced

teachers.

The Latin American Center for Study of Marketing (CLADEM)
in Santiago de Chile is doing an increasingly effective job of
facilitating interchange of Spanish and Portuguese teaching

materials, both translated and original. Argentine instructors
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have contributed to, as well as benefited from, these

CLADEM activities.

The Argentine Secretariat of Commerce has been charged
with the responsibility of putting into effect some of the
marketing policies laid down in the National Development
Plan for 1965-69. A substantial agenda of basic research
has been outlined within the framework nf the Marketing Action

Program for Argentina (MAPA).

Finally, as a preview of things to come, it should be
mentioned that in 1965 the Ford Foundation made a grant to
the Argentine Management Development Institute for the purpose
of undertaking a feasibility study for a graduate school of
business administration. This survey should help to define
specifically the need for teéchers, literature, and research

in marketing, as well as outline an action program aimed at

systematically solving the problems.

t
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I. FOOTNOTES

This chapter was prepared by Dr. Frank Meissner,
International Labor Organization, I.L.0O Buenos Aires,
Argentina.

Among the three main economic sectors of the economy,
commerce has the highest enrollment in vocational
training: one student for each ten employees. The
ratio in industry is 1:16, in agriculture 1:500. 1In
other words, agriculture--which is responsible for over
90 percent of foreign exchange earnings--has practically
no vocational training facilities.

In 1965 there were nine ADVC "chapters" (run independently
of Buenos Aires) in: Bahia Blanca, Cordoba, Mar del Plata,
Mendoza, Rosario, San Juan, San Rafael, Santa Fe, and
Tucumén.

For a broad overall description and evaluation of
business education see: A. N. Jorgensen, Manuel Vera,
John W. Tierney, Garnet Beazley, Higher Education in
Argentina, (Council on Higher Education in the American
Republics (CHEAR)--Special Report to USAID, October, 1965
p. 84.
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II. AUSTRALIA1

A, GENERAL EDUCATION SYSTEM

e st ST 0o B G per s agp PR LT reom, gy e B

Primary and Secondary Schools

The Australian educational system is best understood as a

R Ot SO R

projection of the main features of the English system. Compulsory

pr

education to the age of fourteen was introduced in the 1880's,
mainly on secular lines; and this pattern has continued to the
present. Today education up to the age of fifteen, or in some

states sixteen, is compulsory for all children and is largely

e S P, 1 WIS S MR b

provided by the state governments. (See educational ladder

for the organization of a typical school system.)

W iy aim

At age fourteen or fifteen, children take the Intermediate

il

Certificate examination;and those who go beyond this level take

the Leaving Certificate or Higher School Certificate at sixteen

Tt Tt Pt by Bz s

or seventeen. These latter examinations conclude the secondary
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; school stage. By passing these examinations in an approved
range of subjects, the student gains matriculation status, !
which is a prerequisite to entry into a university. 4
, Students in high schools and private schools do not go i
¢ deeply into such areas as applied economics, sociology, or 5
: subjects which might be described as business-oriented. 1In g
{ &
. some of the vocational schools, they study such subjects as 1
{ typing, business principles, and elementary accounting. §
: « . « . ;
: Approximately 76 percent of all children in Australia !
. are educated in schools financed and staffed by state s
;
¢ 3
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governments. The remaining 24 percent attend private schools
owned and financed, in the main, by different religious orders.
The curricula in these schonols closely follow the patterns

established in the state system of education.

Universities

Until after World War II, there were only six universities
in Australia--one in each state--each having been established
by an act of the State Parliament. These early universities
were very much an offshoot of the Oxford-Cambridge-Edinburgh
axis, adopting the philosophy, attitudes, and standards of

these long-established universities.

But since World War II, with the increasing industrialization

and subsequent education needs, nine additional universities

have been founded, bringing the total number of Australian

universities to fifteen:

Pre-war

1850 University of Sydney (New South Wales)
1853 University of Melbourne (Victoria)

1874 University of Adelaide (South Australia)
1889 University of Tasmania (Hobart)

1909 University of Queensland (Brisbane)

1911 University of Western Australia (Perth)
Post-war

1946 Australian National University (Canberra)

1949 University of New South Wales (Sydney)
1954 University of New England (New South Wales)

1958 Monash University (Melbourne)
*1964 La Trobe University (Melbourne)
*1964 Macquarie University (Sidney)

*1964 Flinders University (Adelaide)

1965 University of Newcastle (New South Wales)

1965 Townsville University College (North Queensland)
*Not yet operational.
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Prior to 1945, a university education in Australia was a
relatively expensive commodity. Few scholarships were available
and the vast majority of students was okliged to pay fees, which
in those days were sufficiently high to preclude attendance by
many of the well qualified. And even though the conviction that
"higher education should be open to all young people cof ability,
irrespective of wealth or class" has always persisted in Australia,
it was only in the postwar era that egéensive financial support
programs were developed. Th; mosp'iﬁportant of these is the Common-
wezalth Scholarship Scheme begun in 1951 and administered and

suppcrted by the federal government.

Today nearly two-thirds of full-time students receive
some form of outside financial dssistance; but very little is

sponsored by business firms, in contrast to American practice.

The federal government, initially taking little or no
part in the financing of university education in Australia, has
recently moved into a position of equal importance with the
individual states and now provides an average of about 42
percent of Australian universities' revenue. The federal
government itself has even established a university: the

Australian National University.

But the recent scholarship schemes, the effects of the
"birth-bulge" of the mid to late 1940‘'s and the sustained
immigration rate of 100,000 pecple a year have caused substantial
overcrowding in Australian universities. Not only is there a
severe shortage of buildings and equipment, but also a critical
lack of teachers. Consequently, many universities have found
it necessary to establish quotas and introduce part-time study.

Of the total number of students attending universities in 1963,
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34.8 percent were part-time and 9.1 percent were non-resident.
Unfortunately, the dropout rate is rather high--a problem in

every country where pressure on educational facilities is

great.

Undergraduates make up about 90 percent of the total
student body. The remaining ten percent are students preparing
for either postgraduate diplomas or master's and doctoral degrees,
mainly through research theses. Only a few take formal course
work:as, for example, for master‘s degrees in such new fields as
business administration. However, postgraduate education in

Australia in terms of students enrolled is of minor importance.

Bachelor degree programs are offered in a wide range of
subjects, including economics and commerce, but not in business
administration nor any allied subjects. The Faculty of Commerce
curriculum consists of courses in economics, accounting, political
science, statistiés, and industrial relations. The great majority
of students working for the bachelor degree takes a three-year
course leading to a pass degree; only a minority (probably
fewer than 20 percent of full-time students) attempts the

more specialized four-year -~ourse for an honors degree.

Technical Colleges

g There are a number of sub-university bodies in Australia
known as technical colleges. These are state-financed; but
unlike the guasi-independent state universities, they are
often an integral part of the state public service system.
The technical colleges provide, at the post-secondary level,
vocational education to students who, for one reason or

another, are unable to attend the universities. Most of
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these colleges have comparatively low entrance standards--some
previous employment in the appropriate occupation being one
essential. Heavy reliance is placed upon part-time and

evening education, and in the curriculum emphasis is given

to the practical application of skills.

B. MARKETING EDUCATION

Universities

The University of Svdnevy

At Australia's oldest university, some marketing is
taught as part of the curriculum in agricultrual economics
within the Faculty of Agriculture. (It is not offered as a

subject in the University's Faculty of Economics.) The

specific subject is entitled Agricultural Marketing and Prices,
with a curriculum similar to that of the University of New
England (see below); and the instructors are agricultural

economists,usually with American higher degrees. It runs
for 18 weeks, comprises about 50 lectures, and is attended
by about ten students each year. As a compulsory subject,
it counts toward the Bachelor's degree in Agricultural Science.

Some postgraduate work of a research nature is being undertaken

in this particular field at Sydney.

The University of Melbourne

At the University of Melbourne, marketing concepts
are introduced in two main educational areas: the Faculty of

Agriculture where agricultural economics is taught, and the
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Faculty of Commerce where marketing is taught in the
undergraduate program. Again the course in the Faculty of
Agriculture approaches marketing in much the same way as does
that of the Faculty of Agricultural Economics at the University
of New England. On the other hand, the Faculty of Commerce

at the University of Melbourne has offered a course since 1964
which is at present the most comprehensive to be found in any
Australian university. Offered as an elective subject in the
final year of the Bachelor of Commerce degree course, a total
of 60 hours of lectures is required, plus additional tutorials.

About 80 students regularly attend the course.
The syllabus includes the following topics:

The Marketing environment
Primary and selective demand concepts

Demand elasticity
Economic, competitive, and buyer behavioral forces

affecting demand.

Marketing elements
Analysis of the nature and complexity of

marketing problems
The structure and interrelationships of mix

elements
Product policy, pricing, distribution channels,

promoticon and advertising sales organization

and management '
Marketing strategy, planning, and evaluation.

Data collection and analysis
Marketing research techniques and applications

Quantitative analytical techniques

Marketing organization theory
Social responsibilities of marketing
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Prescribed textbooks are:

Marketing Management, Analysis and Planning
by J. A. Howard (Irwin, rev. ed., 1963).

Problems in Marketing by M. Brown, W. England,
and J. Matthews (McGraw-Hill, 3rd ed., 1961).

Innovation in Marketing by T. Levitt (McGraw-Hill,1962)-

Reference Books used include:

Marketing and the Behavioral Sciences by P. Bliss
(Allyn and Bacon, Inc., 1963).

Product Strategy and Management by T. Berg and
A. Shuchman (Holt Rinehart and Winston, 1962).

Marketing Research--Text and Cases by H. Boyd
& R. Westfall (Irwin, 1956).

Marketing Management--An Imaginative Approach by &;}
F. Charvat and W. Whitman (Simmons-Boardman,

1964).

A BRI A 2 A e b T SR . . . s S . i . 3 .
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The course relies heavily on case studies to

jllustrate problems and to provide an opportunity for solving

marketing problems in a practical environment. Students are

TP BTG NS A S

required to prepare six to eight written analyses of case

studies.

The two instructors for this course have Master's

R TR O et S TR A ¢

degrees in Business Administration from Harvard University.

e

One has had experience as a marketing manager with one of

o "

g,

the major automobile companies, and the other as a departmental

o AT

manager in a large department store chain.
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The University of Melbourne is one of three
universities in Australia to have introduced in recent years
postgraduate courses in business administration, the other
two being the University of New South Wales and the University
of Adelaide. The three new schools of business administration
have initially been placed within the jurisdiction of Faculties
of Commerce or of Economics. Marketing is taught as part of
the M.B.A. curriculum at Melbourne in its new Department of

Commerce and Business Administration.

All M.B.A. candidates are required to undertake
the basic course entitled Marketing Management. The course
requires 52 hours of class work;and, in addition, students
are required to prepare several written analyses of case
studies. The course relies heavily on American (mainly
Harvard) and Australian case studies as the teaching medium.
In addition, M.B.A. candidates who wish to pursue further
study in marketing may undertake two further courses, each
reguiring approximatley 52 hours of class work--Marketing
Theory Seminar and Integrated Marketing Strategy. 1In the
Marketing Theory Seminar students discuss marketing theory
in its various aspects (e.g., buyer behavior theory, price
theory, etc.) and evaluate the utility of these theories in
decision making situations. Integrated Marketing Strategy
has the following syllabus: £field investigation of a selected
industry and of a specific company with that industry, analysis
of strengths and weaknesses of the industry and the firms,
identification of marketing problems and opportunities, and
development of an appropriate marketing strategy. Students
work in small teams and at the end of the course submit a

written report.
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The three marketing courses in the M.B.A. program
are taught by the same instructors who teach the undergraduate

course in marketing.

The University of Adelaide

At the University of Adelaide no course specifically
called"Marketing"is offered, not even in the Faculty of Economics.
Where the concept is introduced, it is regarded as part of
accounting analysis, business statistics, and decision making.

At Adelaide these latter subjects are a required part of a
recently introduced postgraduate Master's degree program in
Business Management, which runs for one year on a full-time

basis, or two years on a part-time basis.

University of Tasmania

At the University of Tasmania, no course in marketing

is offered.

University of Western Australia .

In the last few years at the University of Western
Australia, economists have made a gesture toward marketing by
briefly discussing it in a course entitled Economic Organization
and Business Administration. The following topics are included:
marketing tactics and strategy, product design, packaging and
pricing problems, and the economics of supermarkets. Texts

used are Marketing Behavior and Executive Action by Wroe

Alderson, Competition and Price Marketing in Food Retailing

by R. Cassidy, and Marketing--Its Role in Increasing

Productivity by J. C. Abbott. The course is optional in the

Bachelor of Commerce curriculum and consists of four lectures
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students enroll in this course. The professor in charge

says of marketing: " . . . the topic is also frequently
mentioned under other readings, for example, monopolistic
competition, demand analysis, business finance, and specific
industry studies." To a certain extent, these words indicate

Australian economists' attitude toward marketing.

University of New South Wales

At the University of New South Wales in the School
of Accounting, an undergraduate school, a one-year,60-hour
optional course in marketing is offered. This subject counts
toward the Bachelor's degree in Commerce, with a major in
Accounting. On the average, about 55 students enroll for
the course each year. Taught by a visiting lecturer who
had been a practicing advertising manager, the course is
strongly oriented toward advertising. It places little or
no stress on behavioral aspects of the marketing situation,
quantitative methods, mathematics and statistics as tools

of analysis, and economic theory. Since this university

has just recently (1964) appointed Australia's first marketing

professor (to the Graduate School of Business Administration),

the future of the course is uncertain.

At the undergraduate level in Australian Faculties

2 e 2 " " > Py . - - » o
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of Commerce or Economics, it is unusual to find subjects with
business administration orientation and, specifically, marketing.
Only at the Universities of Melbourne and New South Wales have

business subjects, such as marketing, production, and industrial

B P

R SN

administration, been in existence for a number of years.
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In the recently established Graduate School of
Business Administration at the University of New South Wales,
a seminar in marketing policy is now offered. The course is
compulsory and extends through 20 hours in the second year of
the course. The program is strongly case-oriented, and in-
structors are Australians who have completed a master's or
doctoral program in business administration at Harvard or
Stanford. With the appointment of a marketing professor,
it was proposed that the marketing curriculum be substantially

increased in 1965 and future graduate programs.

In the School of Economics the marketing function
is treated as an integral part of the economic theory of
distribution and is touched upon in a number of economics
courses, but the treatment can scarcely be regarded as a
course or part course in marketing. Indeed, this is the
situation in most Australian university schools or depart-
ments of economics. Some Australian senior teachers of
economics would deny that marketing, especially at the
university level, is a discipline in its own right. They
see it as an incidental part 6f the general corpus of economic

distribution theory or of demand analysis.

Australian National University

There are no courses in marketing, per se, taught

at this university, the emphasis in economics being placed

on theory and econometrics.

University of New England

The only section of the University of New England

in which marketing is at all stressed is in the Faculty of
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Agricultural Economics. This field is a well established

academic discipline in a number of Australian universities;
and the courses, or parts thereof, are directed toward the

theoretical, applied, and institutional aspects of agricul-

tural marketing. Nevertheless, what agricultural economists

call marketing is often far removed from the modern business

school's concept.
The agricultural economist in Australia normally

approaches marketing from the standpoint of economic theory.

More often than not, he is concerned with commodity marketing,

price support schemes, and government intervention. These

are areas of continuing interest in Australia, a country

whose economy is much given to organized agricultural marketing.
The course in agricultural marketing at New England is composed
of 40 lectures given throughout 13 weeks of the year. It is

part of a Bachelor's degree course in the Faculty of Agricultural

Economics and is given in the final year. Since the course is

optional, only about 12 students take it each year.

Monash University

Monash University in Victoria offers a course in

marketing to final-year undergraduates in the Economics

Department. As at Melbourne University, a total of 60 hours

of lectures and case-study discussions is required, plus

additional tutorials. The University will introduce an

M.B.A. course in 1967. Marketing will be one of the options

in the second year of this course.

Summary

In the past three years several universities in

Australia have introduced marketing as a major subject in
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their undergraduate or graduate courses. The two largest
of these have the services of American-educated marketing
instructors. The Department of Commerce and Business Ad-
ministration at thé University of Melbourne has engaged
Harvard Business School graduates, and the Graduate School
of Business Administration at the University of New South
Wales has acquired a senior American educator as Australia's

first professor of marketing. Although several instructors

in agricultural economics and agricultural marketing have
American Ph.D.'s, these were not obtained in the marketing
discipline. It is not altogether surprising, therefore, tha
marketing education in Australian universities has been
neglected. Only during the last two years has a serious
beginning been made and work undertaken to £ill the gap;
and, other than at Melbourne and New South Wales, it will

be a few years before much progress in either more effective

teaching or research can be reported.

University Summer Schools

Three Australian universities now run summer schools

in business administration. In order of establishment, they

are the University of Melbourne, the University of New South

Wales, and the University of Adelaide. The summer school

at Melbourne has existed ten years; the University of New
three years. All

South Wales', four years; and Adelaide's,

three courses are noncredit in that students do not receive

any kind of degree. At Melbourne and New South Wales courses
are residential; run six and four weeks, respectively; and
resemblie the integrated, intensive, residential college-
spbnsored programs in business administration widely

available for executives in the United States. In these
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courses some attention is paid to the teaching of marketing
policy, the most popular means of exposition being the
marketing case study with Harvard case work as the model.
Students, having been exposed to the main concepts of be-
havioral science, organization theory, financial and accounting
management, marketing, and operational research, are required

to apply these tools to marketing situatiomns.

These courses are essentially practical and aim to
apprise the practicing manager of modern marketing concepts.
Instructors are either practitioners or academicians with

American experience in marketing education and research.

Non-University Institutes

Australian Administrative Staff College, and
Australian Institute of Management

Beyond the university perimeter, two other privately
financed educational organizations in Australia make a real
contribution to marketing education. These bodies are the
Australian Administrative Staff College and the Australian
Institute of Management, both financed almost exclusively by
business. Australian state governments make no direct
financial contribution to the work other than ordinary course

sponsorship of selected government personnel.

In the executive educational program at the Staff
College some attention is given marketing; but since the
students are practicing managers, subject matter is essentially
practical and without much academic depth. Marketing courses given

are also of very short duration.
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The Australian Institute of Management offers a
number of courses, many spread over several months, to which
such titles as Salesmanship, Marketing, Advertising, and Product
Development are attached. Large numbers of businessmen from
the lower and middle echelons enroll, fees wusually being paid
by their employers. Some of these courses are good and provide
real background; but, without exception, all qf them lack
academic rigor and concentrate on vocational issues in
marketing. In a word, they are essentially "how-to-do-it"
courses rather than "why-to-do-it." Instructors are drawn

from the ranks of practicing managers.

Neither the Staff College nor the Institute of
Management bestows degrees upon their "graduates," nor give

terminal examinations.

Market Research Society of Australia

Australia has no equivalent to the American
Marketing Association. Indeed, until recently the word
"marketind' was seldom used outside of agriculture, with
industry and commerce preferring the words "salesmanship’and
"selling." Only since the war have boards of directors, general
managers, and other senior businessmen begun to use the word
and to see in it more than the time-bhonored practice of learning
on-the-job selling. As a consequence, more and more firms are
looking for educational programs calculated to improve the
efficiency of their marketing personnel and to raise the status

of the marketing function, as well as the caliber of instructors.

One manifestation of these changing attitudes has been

the establishment, by a few dedicated businessmen, of the
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several months,
behavior, and forecasting. Applied psychologists, both in

business and in some of the larger university schools of

Australian Market Research Society, with chapters in Victoria,
New South Wales, and South Australia. Its sponscrs have been
executives concerned with one or another aspect of the market-

ing function, either in industrial firms, advertising agencies,

Through its state branches this

organization sponsors lecture programs, some extending over

in such areas as motivational research, consumer

applied psychology, are playing a part in its educational

program, as too are economists and statisticians.

Eighty percent of the Society's 500 members are
university graduates, and it is probably true to say that
the Society has played an important role in promoting the

concept of more soph.sticated research-based and systematically

planned marketing in Australia.

Institute of Sales and Marketing Executives

The Institute of Sales and Marketing Executives, a

long-established private body, conducts examinations and offers
a diploma upon successful completion of the course. However,

the Institute itself does not have a teaching program; students

undertaking the course must do so either by private study,

through coaching colleges, or technical colleges. The Institute

of Sales and Marketing Executives, which recently added the word

"Marketing"to ics title, was founded in the 1930's and is designed

for men and women in business who are seeking some formal training,

as well as status in salesmanship. The syllabus is strictly

vocational and reflects earlier ideas about the selling and

-77 -

M e ar T Nt mn b e e Ve aweggee 1w .
) sl B TV e sgdutte MUV T e dhmt S es i e o e Tendtn © ot CYTIEECN ok X et F e gpier o “
e T Tt e K = ¥ NS F el L g Wi

T CRAMEDAD o VT B e N R« st S et e e iz;nﬁ" o i SR

S T T N R = SY U P

BRI RIS i AT AR BTG e pefyi et o et

Tgh ™ R fonon Wb P pRigoes Sty

e S B Sty ey

.
et

i3

BB P NS o S R et e et

ey I G

33



1

?.-‘3’ %
i

e

SR B B e gt o 1 aen G TS

‘o i,

£

L
W% ettt

B N

Y

M R A e i UM I P

e Al ey T

marketing functions. Open to anyone who can pay the fees,

the course has no official educational standing, although
possession of the diploma no doubt assists individuals seeking
new positions or promotion. Subjects studied include commercial
law, accounting principles, principles and practice of sales-

manship, economics of commerce, and economic geography.

Institute of Business Administration

While the Institute of Sales and Marketing Executives
and the Market Research Society of Australia are reasonably
well know.. to Australian executives, the newly established
Institute of Business Administration (1963) is relatively
unknown. It claims to be Australia-wide and to provide in
its courses "an education in the principles and practices of
business administration and to grant certificates to members
who pass its examinations." As part of its program of study
for the certificate. a subject entitled "Marketing," followed
by an examination, is required. The syllabus lists economic
background in marketing, limitations, aids, market research,
sales policy, organization of sales department, sales budgets,
distribution costs, relation of stock-turn to distribution
costs, speeding up stock-turn, recruitment selection, and

training of salesmen, dealer, and dealer relationships.

While not itself providing instruction in either
macketing or other business subjects, this Institute appears
to have an arrangement with another organization called Inter-
national Correspondence Schools (Aus.) Pty. Ltd., which offers
the instruction. This latter organization alsn provides

courses for those taking the Institute of Sales and Marketing

Executives courses.
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Admission to the Institute of Business Administration
", . .is open to all who are engaged in, or have an interest
in, the general field of administration." There is no

minimum educational qualification.

The creation of these bodies is possibly an attempt
to provide some kind of framework for training for the mass
of men and women who, while seeking careers in business, lack
the basic educational requirements which would admit them to

university degree or technical college diploma courses.

Australian Institute of Export

Of a similar nature is the Australian Institute of
Export, with chapters in Victoria and New South Wales. After
an examination, the Institute also offers a diploma in export
to students successfully completing two years of part-time

study in a number of areas, one of which is marketing.

Possible weaknesses of these privately sponsored
training programs in marketing are the lack of academic
training in marketing on the part of the instructors and

the absence of uniform educational standards for participants.

Technical Colleges

As in Australian universities at the present time, the
technical colleges offer a number of courses in modern
marketing. While the standard varies, the work is done
remarkably well at the higher levels of the better schools.

Some of these courses are discussed below.

Svdnevy Technical College and Its Equivalent in other
Towns in New South Wales

In the third and fifth years of the five-year

diploma course in management at the Sydney Technical College,
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a subject called Marketing Management is taken by all students.
In the lower level and more abbreviated management certificate

course, Marketing Management is also given. A minimum of 45

ety B A e G o L AGFERn et

weeks of lectures is required for the diploma student; and a
minimum of 30 weeks, for the certificate student. THe syllabus

includes marketing functions and policies, market analysis,

ey St P AT SR et R e
° T

sales promotion, sales organization, and statistical techniques.
None of the instructors has a university degree or academic
qualifications in marketing; all, however, are described as

having experience in this field. Approximately 350 students

o BEeg v SR AR T

take these courses each year, the vast majority at the lower

or certificate level.

o Fe s b 2SRt N9 ey S S

The Gordon Institute of Technology, Geelong, Victoria ;

STl

At this technical institute a four-term subject

LA N

called Sales and Marketing is given in the third year of the £w>
commerce diploma course. The syllabus embraces budgetary

control, markets and marketing methods,and is very largely

geared to the needs of students working for the diploma of

the Institute of Sales and Marketing Executives, previously

A eI a0 B PR e

described. About 15 students take the course each year, with

examinations being prepared by the Institute of Sales and

e =wndlle B VTRl

Marketing Executives.

Footscray Technical College, Victoria

e A )

Lome ade

Here, Marketing Management is given as part of the

R R BTt P LA AR T AR R s T S ey S S Yt S R R U T B 59 o

management certificate course of the Management Department.

LA AP XS L V-1

The curriculum includes topics such as marketing functions and
organization, channels of distribution, marketing research,

consumer surveys, and advertising research. It runs for one
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—
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management certificate.

instructors do not have academic qualification; but great

year and is compulsory for all students entered for the

As 1s usual in such courses, the

stress is placed on their practical experience.

Perth Technical College, Western Australia

At the Perth Technical College in Western Australia

two associated courses are offered: Sales Management and

Advanced Sales Management. They are part of the curricula

leading both to the diploma and the certificate in management

The subjects

" AT R S S A s e e PR e i fr i e

PUEET I LG TR BN T R R e e e Db 5 SR

S e N USRNSSR S P B TR e e,

awarded by the Department of Management Science.
are compulsory in the certificate course, but optional in the

diploma course. Syllabus includes statistics, marketing

policies, channels of distribution, marketing research,

industrial design, packaging, and case studies, and appears

’ to be somewhat ahead of equivalent courses in the technical

A SO N v

o e

colleges so far mentioned. About 30 students take the course

each year.

The Royal Melbourne Institute of Technology, Melbourne,
Victoria

At the Royal Melbourne Institute of Technology
marketing is offered in two areas of the general curriculum:
in the School of Management's management certificate course as
a one-y=ar optional subject entitled Marketing Management, and
in the higher level management diploma course as a one-year
required subject called Marketing Administration. The syllabus
for Stage III Marketing Management of the management certificate

course includes marketing research, growth trends, consumer

survey and advertising research, product planning and development,

-8]1 -

“a IR .
- Ery gt S N oa b - e

¥ ! o TR o dg et I PN " “ “ N “ Y e
AR S R BB e duetts e b kL s it BE % r el el Lo s e s o

IR BB U N B 1 5 Vbl el g ey A e L Gt
6 T Gt

s AL L - 9 ” . -
SRR Tt LRt e 404, SR TR e Ly

N

e g3 . .
N T AN By g ey JEUE At v o

B,



= &XA

e

g

PRS-t

'

PRY-CN

B e

¢ 1S s e

B W PETRE DY e Y oL v mtg S a

et S ek a e F L Fae o

B R oy

3

Ly P SNSae

aaE

=N

B A S TP 2

CINN. % SR AN L e I v o

< TAE e M v T R AT

o

[ S T i

1 gmae ety st aeea 2™, e

o P M o By T P

s W S i

L e

ERIC

Prorc rovicrn cne R e - o g R e I g e T R

packaging design and development, pricing policies, advertising
and sales promotion, selection, training and managing salesmen,
sales forecasting and budgeting, marketing expenses and their
control, marketing aspects of public relations, marketing
methods, studies and case histories, marketing functions and
organization, and channels of distribution. Textbook used is

Principles of Marketing by Tousley et al., (Macmillan

Co., New York).

The syllabus for the subject Marketing Administration
in Stage III of the diplima course is marketing in administration,
marketing functions and organization, economic and social factors
affecting consumption and policy formation, consumer behavior
and motivation, marketing research, product planning and
development, marketing strategy, trade risks, overseas trade
and exporting, pricing policies, channels of distribution,
advertising and sales promotion, planning appropriations,
media, scheduling, agencies and measuring their effectiveness,
packaging displays, demonstrations, after-sales service,
governmental marketing agencies, sales forecasting and budget-
ing, marketing expenses and control, remunerating and managing
salesmen, promotional credit, debt discounting and factoring,
warehousing, physical distribution, and marketing aspects of

public relations. Textbooks are Principles of Marketing by Tousley

et al., and Marketing for Profit by Leonard Hardy (Longmans,

Green and Co.).

About 25 students per year complete each of the
two courses. In both cases instruction is given one evening
per week throughout the teaching year, and instruction is

provided by visiting "specialists" on a panel system. Each
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panel attends to its particular area of expertise; for example,

managers of advertising agencies teach advertising, and industrial

market research managers teach market research.

In addition to these two, Royal Melbourne provides
two other certificate courses specifically concerned with the
marketing and advertising functions: Marketing Administration
and Advertising. Admission to the former is gained by either

a degree or diploma or an accounting qualification or, alter-

natively, five years' practical experience. The course runs

for four years and the syllabus is briefly as follows: Stage
I, Economic Backgrouhd for Management, Statistical method I

and II, Marketing Part I; Stage II, principles of management,

psychology for marketing, marketing part II; Stage III, legal

aspects of management, marketing finance, marketing part III;

Stage IV, economic geography, marketing and society, marketing

thesis.
The advertising course, extending through three

years ,embraces the following broad areas of study: market

research, product research and development, packaging research,

distribution, pricing policy, sales policy, sales training,

campaign planning including media research, advertising creation,
test marketing, advertisement testing, and consumer research.
About 100 students take this course each year, with instruction

being providedlargely by visiting practitioners in the
various areas.

It would appear that at the technical college level

Royal Melbourne leads the Australian field in marketing and

advertising education. This Institute has developed, it seems,

both the most comprehensive and intensive offerings in marketing
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and related subjects. If the capabilities and qualifications %;

of the panels of outside instructors could be determined, as
well as the general educational level of the students, it
might be safe to assume that Royal Melbourne has advanced

farthest in the effective teaching of marketing in Australia.

Consulting Firms

gy RGN IO TR I T TR ST R B B A g I FRIT R L M e s R e S

This leaves the private business and management consulting
firms, the largest of which are P. A. Management Consultants
Pty. Ltd. and W. D. Scott and Co. Pty. Ltd. These and other
companies run special marketing courses from time to time for
the benefit of their clients' employees. Those provided by
P. A. Management Consultants Pty. Ltd. are typical in that
ground covered includes the marketing function, marketing

strategy, market research, product development, sales organi-

O

ok T T A P o kel i M e 0 ik e T M i g S s, -0

zation, distribution, promotion and the financial aspects of
marketing. The course runs for 15 weeks twice a year, and

those attending are required to take written examinations. é
Instruction is provided by P. A.'s own senior consulting %
staff, all of whom have university degrees combined with §
practical experience. %
General Comments §
i
It is clear that the major responsibility for teaching §
introductory marketing presently lies with the technical §
colleges and a number of privately owned and manned in- %
stitutes, especially through their schools of management. %
These have taken on the task of management education in %
;
general and marketing education in particular, which the %
SO &;Z
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universities until very recently have eschewed. And this

they have done on a shoestring, in both the budgetary and

staffing sense. Needless to say, so far as research into

marketing problems is concerned and publications arising

therefrom, there is as yet little to report.

And in spite of the enthusiasm and energy of these
educational bodies, marketing education will not develop in
depth, acceptance, or value until the universities fully accept

it as a discipline and take the lead in its further development.
That there has hitherto been reluctance in Australia to do

this may stem partly from the long-entrenched academic position

of economic theory. This has created reluctance on the part

of commerce faculties and allied university departments to
countenance marketing as a discipline in its own right, a

reluctance which has not been diminished by the discipline's

distinctly American origin and flavor. After all, British

universities, the source of many an Australian social scientist,

have for long given the cold shoulder to business administration

in general and marketing in particular.

Fortunately, though, this attitude now appears to be
changing, not only in Australia, but also in Britain. With
the establishment of a number of marketing courses, both at
college and university level, it appears that a new era in

Australian marketing education might well be ahead.
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APPENDIX

According to estimates prepared by interested members
of the Market Research Society, Australia's 800 largést
companies employ some 40,000 managers. Of this number
between 8,000 and 9,000 deal directly with marketing. The
number of senior executives in the country's 250 advertising
agencies is more than 1,000. In addition, there are some 500

management consultants and nearly 500 commercial researchers.

Of the approximately 10,000 executives directly concerned
with marketing,less than ten percent are known to have degrees
from universities or major institutes of technology. Nearly
2,000 of these, however, have completed the three-year,part-
time course provided by the Institute of Sales and Marketing
Executives and over 90 percent possess some planned training
in sales, merchandising or marketing management. Many others
have received individual training in various phases of marketing

from management consultants.

P

It is important to realize that the number of business
consultants in Australia, excluding those employed in the
management services of accounting firms and finance companies,
is 40 per million of population--a proportion exceeded only in
the United States and Canada and roughly the same as that
quoted for the United Kingdom.

This is mentioned because in Australia, where large

scale industrialization did not start until 50 years ago,
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both the modern management practices and the integrated

marketing concept were first pioneered by consultants,

affiliates of overseas companies and so-called "semiprofessional"

organizations,

like the Australian Institute of Management, the

Institute of Sales and Marketing Executives and, more recently,

the Market Research and Operations Research Societies.

All these

organizations were strongly influenced by U. S. experience, and

the instructors used American texts and cases extensively in

the training of the various aspects of marketing.

The marketing training provided by the local affiliates

of overseas companies has been of immense importance.

the National Cash Register Company, Heinz, Unilever, and many

others found it relatively easy to modify their American orx

British training programs to Australian conditions.

As a

result, a high proportion of the country's top marketing men

Kelvinator,

gained their formal marketing training with such "overseas firms."

Quoting some of the historical business dates may throw

some light on the evolution of the "marketing takeoff" in a

young, vigorously developing economy.

1915:

1920-1930:

1930's:

The first major heavy industrial plant
was established.

Tariffs and other government support
encouraged major overseas manufacturers

to set up plants and marketing organizations.

A number of companies started training in
selling and market planning. The steel in-
dustry introduced a scheme allowing one day
off a week for people working for part-time
degrees.

The National Cash Register Sales and
Merchandising courses became well known.

A number of Australian companies began
sending their staff to N. C. R.'s mer-
chandising courses in the United States
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1940-1945:

1949-1956:

1956-1961:
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and to management courses at major
American business schools.

The Institute of Sales Management
introduced its first training courses

in salesmanship, merchandising, and sales
planning.

Major management consulting firms estab-
lished systematic training courses in sales
planning and sales management for client
companies.

The Institute of Industrial Management

was formed in South Australia, under the
chairmanship of Mr. William Queale,
Kelvinator's Chief Executive.

Several institutes of technology and
technical colleges introduced management
courses covering finance, production, and
the basic elements of marketing.

The Australian Institute of Management
organized in all State capitals a number

of courses in sales, sales training.and
advertising.

Melbourne Universitv's Summer School for
Business Executive. was established.

The Market Research Society started with
ten members.

The Australian Administrative Staff College
and the University of New South Wales' In-
stitute of Administration commenced courses
for advanced management training.

Well over 100 companies and advertising
agencies established separate commercial
planning and market research departments.
The number of university graduates joining
marketing companies, consulting firms, market
research service bureaus, and advertising
agencies increased tenfold in ten years
from an estimated 50-60 a year in 1945-50
to over 400 per annum in 1955-60.

The Australian Institute of Management,

the Market Research Society and the Institute
of Sales and Marketing Executives started to
press for the establishment of university
graduate courses in business administration
and marketing.
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1962-1963: The first prostgraduate cct rses in business
administration were initroduced at three
universities and in a number of institutes

cf technology.
The Australian Institute of Management's

N. S. W. Division introduced (1) "skill
courses" for executive-trainees with evening

lectures lasting eight months, (2) functional
courses in marketing, retail trade, etc., for
young managers, and (3) a four-week residental
management program given by visiting faculty
members from Stanford University (U. S. A.)
for potential general managers.

1964-

present: Institutes of Technology offered a number

of diploma courses in business administration

and marketing administration.

The first local M.B.A.'s appear. There is a
serious temporary bottleneck in filling the

staff needs of expanding business schools.
This will not be overcome until larger
numbers of graduates become available in

two- to three years' time.

Major overseas companies have generally found that
Australians with the "University Entrance Level Certificate"

obtained usually at the age of 17 to 18 are remarkably adaptable,

good "training material." Some of the American training managers

attribute this to the fact that many Australian schools aim to

t rach methods of inquiry rather than memorizing of detailed

facts.

As for the next decade, it seems certain that demand

for training in marketing will remain stronger at the non-

university tertiary level than at university level. The

majority of those marketing managers to be appointed in the

late 19260's will have at least a diploma from an institute of

technology, a business college, or from the Institute of Sales

and Marketing Executives. Inevitably, the going is becoming

increasingly rough without these basic qualifications.
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As a result many schools of accounting in the institutes
of technology and technical and business cclleges have or plan
to set up departments of business studies, offering two— three
year,full-time or four-to six-year,part-time courses. The
pattern of these new courses seems to consist of one~-third
basic disciplines in humanities and sciences, and two-thirds
business subjects with particular reference to elective functional

studies such as production, finance,and marketing.

Regarding university education for business careers,
many Australian business leaders believe that students at
the undergraduate level are best trained for future managerial
posts if working towards the traditional degree courses in engin-
eering, accounting, economics, science,and the liberal arts.
It is claimed that gqod quality graduates can acguire the necessary
management skills with extension courses and in-company training
schemes. The latter are often designed and carried out by con-
sultants ¢.. the staff of university schools of business administration.
The four to 16 weeks' residential courses offered by a number of
universities in Australia, the United States,and Britain remain

popular, too.

As for the tertiary education in marketing, Australian
universities may not wish to develop the same kind of graduate
marketing courses provided by many American universities which
train their men for the jobs they will hold on graduation.

The value placed on "traditional disciplines," such as accounting,
theoretical and applied economics, and psychology.,is greater in

Australia. It is equally unlikely that local business courses
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Hence, Australian students are less likely

11 emulate London
program.

wi
to face the same number of discontented years until they reach

the top as some of their English counterparts.
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A. GENERAL EDUCATION SYSTEM

Primary and Secondary Schools

The most unigque feature of Canadian education is that

there is no educational system as such. According to the
provisions of the British North America Act of 1867 (Act

of Confederation), maintenance and operation of schools

is the responsibility of the individual provinces. 1Indeed,
no federal ministry or department of education exists for
coordination purposes. And since the nation is bilingual
with two cultural and educational traditions as well,
examination of education in Canada becomes further complicated.
Therefore, rather than describing each of the individual
provincial school systems, an overall summary of both
English and French patterns will be presented. (See Tables

1l and 2 for diagrams of both systems.)

Under the English system students usually begin elementary
school at six years of age and remain there for eight years.
This is followed by four years of secondary education, with
students usually reaching the level known as junior matricula-
tion at the age of seventeen or eighteen. A further year of
secondary schooling in most provinces leads to senior matricula-
tion standing. For clarification purposes, approximate equivalences

of these two levels are shown in the chart below:
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CANADA

ELEMENTARY SCHOOLS
KINDERGARTENS
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PROFESSIONAL
COURSES
UNIVERSITIES
SENIOR HIGH
SCHOOLS
JUNIOR HIGH
SCHOOLS

24
23
22
21
20
19
18
17
16
15
14
13
12
11
10
9
8
7
6
5

Typical English-Language School System in Canada
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NORMAL STUDENT AGE

TABLE 2
CANADA

French-Language School System in Quebec

|

24
UNIVERSITIES

23 &
PROFESSIONAL

22 SCHOOLS

21

20

POLYTECHNICAL

INSTITUTES

19
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CLASSICAL

16 COLLEGES

NORMAL
SCHOOLS
&
SCHOLASTICATES

SPECIAL
TRADE
&
INDUSTRIAL

AGRICULTURAL
&
TRADE SCHOOLS

SCHOOLS
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% Canada England United States

§ Junior Matriculation G.C.E. "O" Level High School Diploma
5{

Senior Matriculation G.C.E. "A" Level First Year of College

The French pattern of education (found mostly in the

Province of Quebec) differs from the English in the following

LES PRI SRR W I R W R T D

three respects:

5, -

1. Language: French is, of course, the language of
instruction.

2. Curriculum: aside from following a more classical
orientation than the English system, the most
important difference is the larger percentage
of time devoted to Roman Catholic religious
instruction.

3. Organization: after completing six or seven years
of elementary education, a student enrolls in one
of three types of programs:

SN PSR A AR RS ab £ S e Bl SRR I R

a. a two-year agricultural or trade school.

b. a two-year program known as "complementary
classes," similar to the English system's
junior high school but with a narrower
curriculum scope. Upen finishing this
program, the student may enter either a
"superior class," a normal school (teacher
training institution), or a special trade
school.

P Ao D e Y R N

c. an eight-year college classique (under the
auspices of the Roman Catholic Church), which
combines high school and first-year university
programs into an integrated whole. The program

e, Tt A BB g D s

2 e TP

agyl e

MerB vn

/ leads to the baccalauréat exam, which qualifies
/ for entrance into higher education. Each

1 college is affiliated with a university, which
% confers the baccalauréat. There are 41

: colleges classiques for boys, and 17 for girls.
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Universities2

As with elementary and secondary education in Canada,
universities and other institutions of higher learning have
been modeled after both the English and French traditions.
Until 1763 Canada was a French colony, and the first institu-
tions of higher learning were established by the Roman
Catholic Church. After 1763 the Anglican Church took the lead
in providing higher education, while Baptist, Methodist, and
Presbyterian Churches also established colleges. The first
nondenominational institution was founded only as of 1821--
McGill University in Montreal. As a result of the strong
influence of the church in higher education, it was not
until the middle of the ninteenth century that college

curricula permitted instruction in areas other than the arts

and theology.

Following confederation in 1867, efforts were made to
consolidate existing institutions and to establish monopolistic,
degree-granting, provincial universities. State-controlled
universities were founded at Toronto and New Brunswick in
1850 and 1859, respectively; and by 1915 each of the western
provinces had a state-controlled university. It must be
realized that large universities with numerous faculties
which provide for graduate study in various fields are a

comparatively recent phenomenon in Canada.

Depending on both province and university, admission
requirements vary. Some provinces (such as Saskatchewan
and Alberta) and certain universities (such as most of those

in Ontario) require senior matriculation standing for entrance.
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Students with junior matriculation standing may enter other
universities. The Bachelor of Arts degree usually requires
three years cf study after senior matriculation and four
years after junior matriculation, depending upon the institu-
tion's entrance requirements. An honors bachelor's degree
usually requires five years, and a master's degree can
usually be obtained one year after an honors degree (or two
years after a pass degree). A doctorate requires at least

two years' further study after a master's degree.

The French-language universities mainly follow the
pattern of higher education in France. (Canada is unique
in that it is the only countyy within the British Commonwealth

which has universities patterned after non-British traditions.)

Courses leading to the Baccalauréat des Arts (Bachelor
of Arts) degree are usually offered in the colléges classigues,
each of which is affiliated with one of the major French-
language universities. The degree, a general one, is
conferred by the parent university, which also exercises
control over the program. This consists of eight years'
study, the first four being on a secondary level and the
second four at university level. Those students wishing

to obtain a bachelor's degree in a specialization, such as

engineering, commerce, science, education, physical education,

etc., may enter courses directly from secondary school.

To obtain a master's degree (licence or magtrise),
two years' study beyond the bachelor degree are required.
Students must follow certain lectures and usually prepare

a written thesis. The doctorate normally requires at least
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two years beyond the master's degree and includes formal
class work, lectures, seminars, and written exams, as well

as a published and publicly defended thesis.

As there is no federal wministry of education, national
planning for higher education has been handicapped; and several
problems facing Canadian universities today have not been
solved. First and foremost among these is the pressure on
facilities caused by increased enrollment. This situation,
faced also by many nations, has been caused not only by the
baby-boom after World War II, but also by increased postwar
immigration and by greater numbers of students enrolling
in both undergraduate and graduate programs.3 Although the
federal government provides about 20 percent of the operating
income of Canadian universities (largely through per capita
grants to the provinces), the trend.is toward further
provincial responsibility for their maintenance. "...the
federal government's opportunity to influence the course
of higher education was being lessened by further devolution
of taxing powers to the provinces...."4 However, one way the
provinces are attempting to meet their problems is by creating
a number of two-year institutes of post;secondary educaticon

similar to the junior colleges found in the United States.

In conclusion, it should be noted that graduate studies
in Canada have been sericusly limited by Canada's reliance
on the extensive graduate facilities in the United States.
Prior to World War II "there were no graduate study programs
in Canada of any great consequence outside the universities

of Toronto and McGill."® However, progress in establishing
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graduate programs has been made in the last decade (especially
in commerce and business administration), and the present
ratio of undergraduate degrees to graduate degrees (7:1)

now compares favorably with that of other countries.

B. BUSINESS EDUCATION

Universities

As in the United Kingdom, but to a lesser degree,
Canadian universities have been somewhat reluctant to
recognize the academic respectability of business education
per se. The first course in "commerce" was, however, offered
by the University of Toronto in 1901 and ended with a diploma.

The first university to grant a degree in commerce was

£

Quebec in 1920, when eight students wexe awarded a bachelor's
degree in this field. Soon thereafter other universities
followed; and thus in 1926, 76 degrees had been conferred;

in 1936, 202; and in 1964, about 1,200 (Table 3 and 4). The
Bachelor of Commerce degrees conferred, however, represent

only approximately five percent of total first degrees granted

by Canadian universities.

Table 5 shows that virtually all major universities in
Canada today offer a business education program, but course

requirements for a degree may vary considerably from university

to university.

Within the last four years, four graduate business schools

have been added to the six previously existing; and the first

-100~-
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TABLE 3

STATISTICS ON ENROLLMENT AND DEGREES
AWARDED IN CANADIAN UNIVERSITIES

19€2-63 1963-64

Total university enrollment 141, 388 158, 270

Total first degrees awarded 25,221 25, 000+
Enrollment in Commerce and Business Adm. 7, 655 8, 645

First degrees awarded in Com. & Bus. Adm. 1,102a 1,186b

a) for 196l1-62

b) for 1962-63

Source : Canadian Universities and Colleges, Reference Paper
No. 106. Ottawa: Department of External Affairs,

1964, p. 9-10.
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School Year Ending

1921
1926
1931
1936
1941
1946
1947
1948

. 1955

1956
1957

TABLE 4

TOYAL STATISTICS FOR ALL FACULTIES OF COMMERCE

IN CANADIAN UNIVERSITIES

Enrollment of Full-time
Undergraduate Students

372
580
883
786
1,190
3,367
4,735
5,178
N. A.
N. A.
4,422

B.Comm. or Equivalent
Awarded

12
73
169
202
263
338
668
1,127
697
733
N. A.

L)

.o . o o Eoazo AT
e R TR e e YRS g AT P e SR #L.dkﬁ:‘rii-'“f‘?“ e
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} 1958 4,856 N. A.

% 1959 4,994 1,007

? 1960 N. A. N. A.
1961 6,323 1,110
1962 7,069 1,102
1963 7,655 1,186

§ 1964 8, 645 N. A.

Sources: For figures for year 1921 through 1948: Canada. Bureau
cf Statistics. Education Division. Survey of Higher

‘ Education: 1946-48, Ottawa, 1950, p. 49 and p. 56.

: For figures after 1948: Adapted from various issues

; of the Commonwealth Universities Yearbook.
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STATISTICS OF SELECTED DEPARTMENTS
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TABLE 5

OF CANADIAN UNIVERSITIES*

Department

Student
Numbers
1962-63

1963
Teaching
Staff

Acadia

Alberta

Bishop's

British Columbia
Carleton
Dalhousie

Laval

McGill

McMaster
Manitoba
Memorial
Moncton
Montreal

Mt. Allison

New Brunswick
Ottawa

Queen's

St. Dunstan's
St. Francis Xavier
St. Mary's
Saskatchewan
Sherbrooke

Sir George Williams
Toronto

Western Ontario
Windsor

YA T et e e gt

Commerce

Commerce

Business Admin.

School of Comm. & Bus.
N. A. (Faculty of Arts)
Commerce

Commerce

Commerce

N. A. (Faculty of Arts)
Bus. Adm. & Finance
Commerce

Commerce

Adm.

School of Higher Com.Studies

Commerce
Business Administration
Business Administration
School of Business
Commerce

Commerce
Business Administration

Accounting & Commerce
Business Administration
School of Business
School of Business
School of Business Adm.
Business Administration
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3 129

17 491

3 34

41 616
n. a. 142

6 n. a.
49 1,183

7 n. a.

6 n., a.

8 197

4 n. a.

n. a. 144

80 934
4 n. a.
4 170
2% % 354

11 128
2 42
4 214
1 197
14 501
3 262
39 1,970
26 n. a.
20 130
8 n. a.
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TABLE 5 (CONTINUED)

. e e
e S A S, LIS BRI 1 J}*’ B

STATISTICS OF SELECTED DEPARTMENTS
OF CANADIAN UNIVERSITIES*

S XAt b gt

2 FRAL! A ! g K TR BN AL > et

s Aoyt = S o (e SRl 2 SESIS

R R e ————

P RN R T ot 3l TR T A SRS AT e B 20 e 1 e

e
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Commerce Degrees Commerce Degrees
University Awarded 1961-62%%* Awarded 1962-63
Acadia 7 . 16
Alberta 22 31
Bishop's n.a. n.a.
British Columbia 110 151 + 2 (M.B.A.)
Carlton 19 26
Dalhousie 15 29
Laval 160 + 138 M.Sc.Com. 159 + 201 M.Sc.Com.
McGill 55 72
McMaster 5 4 +5 (M.B.A.) 5
Manitoba 30 40
Memorial 3 3
Moncton 20 B.Sc.Com 3 M.Sc.Com (n.a. on
B.Com. )
Montreal 73 B.Sc.Com. + 34 49 B.Sc.Com. + 46
L.Sc¢c.Com. . Sc.Com,
Mt. Allison 10 16
New Bruiiswick 18 B.B.A. n.a.
Cttawa 84 87
Queen's 13 24 + 18 (M.B.A.)
St. Dunstan's 7 4
St. Francis Xavier 40 28
St. Mary's 23 18
Saskatchewan 43 67
Sherbrooke 15 + 27 M.Com. .4 + 28 (M.Com.)
Sir George Williams 150 162
Toronto 56 B.Com. + 65 M.,B.A. 57 B.Com. + 34 M.B.A.
Western Ontario 59 B.A. (Bus.Adm.) + 81 65 B.A. (Bus. Adm.)
M.B.A. + 98 M.B.A.
Windsor 14 14 + 3 M.B.A.

N AP PRI s b o g
SRR Tl SRS R B e w0

*Adapted from: Commonwealth Universities Yearbook, 1964, London:
Association of Commonwealth Universities
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** (8 in econ.)

***These are B.Comm. unless otherwise noted.
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doctoral program has been initiated. Some coordination

of ideas between universities is provided by the Canadian

Association of Schools of Business Administration.

The ratio between undergraduate and graduate degrees
in business programs is roughly three to one (compared with

seven to one) for all degrees awarded in Canada.

Management Development Programs

Several hundred evening courses are organized annually
by all the universities and the nine institutes of technology.

Some of these are undertaken in conjunction with trade

associations. Two problems’'faced by these Canadian management

schools are 1) American teaching materials are used while
Canadian business practices differ greatly, and 2) patterns

of management differ between the English-and French-speaking

companies.

C. MARKETING EDUCATION

As for marketing as a subject area within business
programs, of the 25 universities returning completed question-

naires (26 were sent out), four stated that marketing was

not included (at all) in their programs. For the remaining

21, data are summarized in Tables 6, 7, and 8.

It is interesting to note that in 1962-63 eleven of

these 21 universities offered only one marketing course

(basic) in their total undergraduate day school program.

Another four offered two courses each; and the rest, 5, 5,

6, 7, 8, and 13, respectively.
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