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CREATING LIFELONG LEARNING THROUGH 
SERVICE-LEARNING 

Farideh A. Farazmand, Lynn University 
Robert D. Green, Lynn University 

Philip Miller, SCORE 
 

ABSTRACT 
 
Challenges continue for higher education to improve learning outcomes and better prepare graduates for 
successful careers.  Service-learning, an instructional method that integrates theoretical learning with 
real life experimentation and community service, offers the positive impacts of its pedagogy in enhancing 
students’ learning and personal growth.  This study measures critical aspects of learning in multiple 
marketing courses using the same applied project.  Data are compared to the same courses during prior 
semesters and for the study semester from three perspectives – the students, the instructor, the 
businessperson.  Analysis includes comparing higher and lower performing students based on 
examination scores, project grades, and between examinations and projects.  The results from each of the 
three perspectives were that the service-learning project and course learning were successful.  
Furthermore, the findings have implications to and demonstrate the critical importance of first learning 
knowledge (textbook) then its applications (project), the integration of not only the content and its 
application but also across different courses, and the role of team teaching in creating lifelong learning. 
 
JEL: I21; A22; M31 
 
KEYWORDS: Service-learning, business education, course projects 
 
INTRODUCTION  
 

igher education in general has been for decades and continues to be challenged by employers and 
more recently within the academy (Menand, 2010).  More specifically, business education needs 
more creativity and imagination.  Eric Liu, a leader in the Washington-based organization 

Creativity Matters, says that a student needs to be “a flexible, adaptive, lifelong learner who can think 
creatively and solve problems and frame problems creatively.  That’s what everybody’s looking for” 
(Blankinship, 2007, p. 19A).  He believes that “students need to be taught to use their imaginations to 
solve problems, to connect the dots, …. and project-based and experiential learning should replace some 
book work and tests” (Blankinship, 2007, p. 19A).  However, knowledge (“book work and tests”) must 
preclude most, if not all skill development (“solve problems and frame problems creatively”).  For 
example, 
 

There is no doubt that having students memorize lists of dry facts is not enriching.  It is also true 
(though less often appreciated) that trying to teach students skills such as analysis or synthesis in 
the absence of factual knowledge is impossible.  Research from cognitive science has shown that 
the sorts of skills that teachers want from students – such as the ability to analyze and to think 
critically – require extensive factual knowledge.  ….  Factual knowledge must precede skill.  
(Willingham, 2009, p. 19) 

 
An instructional method “to connect the dots” is service-learning.  Research studies have found positive 
results in learning outcomes, e.g., knowledge enhancement, by using service-learning projects for 
business (Walsh, 2002), education (Dudderar and Stover, 2003), medical (Elam et al., 2003), and other 
(Mastrangelo and Tischio, 2005) courses.  Such projects enhance students’ knowledge and improve skills 
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THE STATEMENT OF CASH FLOWS USING 
FINANCIAL STATEMENT EQUATIONS  

Harold Fletcher, Loyola University Maryland 
Thomas Ulrich, Loyola University Maryland 

 
ABSTRACT 

 
This paper addresses one of the more difficult topics in teaching MBA level financial management, the 
statement of cash flows.  By employing financial statement equations in preparing the statement of cash flows, 
students:  (1) are employing tools that they are more familiar and comfortable with which mitigates their 
anxiety and enhances their understanding, (2) are better able to understand the logic of the statement of cash 
flows and the relationships that exist between it and the income statement and balance sheet, (3) obtain a 
global perspective of the firm’s activities and a clearer understanding of how managerial decisions impact the 
financial statements, and (4) are better prepared to integrate their new knowledge of financial statements into 
the remainder of the MBA curricular core. 
 
KEY WORDS:  Cash flow statement, financial statement equations 
 
 JEL:  G40, M40 
 
INTRODUCTION 
 

inancial accounting has typically been taught from the preparation perspective.  Thus, students learned 
to prepare the statement of cash flows using the double entry bookkeeping model of debits and credits.  
While these students are quite capable of preparing the statement of cash flows, they many times fail to 
grasp a keen understanding of the statement and its usefulness in managerial decision making.  
Accordingly, this paper employs an algebraic approach in preparing the statement of cash flows with an 

emphasis on tying together the interrelationships that exist among all the financial statements.  This moving 
away from the debit-credit model to an algebraic approach is more beneficial to the regular MBA student in the 
long run because it focuses on the fact that the financial statements are the mathematical models of the firm.  
Financial statement equations make these relationships more explicit and provide a truer perspective and a 
deeper understanding of the financial statements.  Furthermore, comprehension of the algebraic relationships is 
extremely important for the student when progressing through the MBA curriculum and operating in the real 
world. 
 
The purpose of this paper is to explain in simple algebraic terms the preparation of the statement of cash flows 
to MBAs using financial statement equations.  The first part of this paper discusses the development and role 
of the statement of cash flows as the third major financial statement.  In addition, this section presents a brief 
overview of the presentations of the statement of cash flows by several widely used corporate finance and 
financial accounting texts.  Next, the financial statement equation approach to teaching the statement of cash 
flows is presented.  Finally, the advantages of the algebraic approach using basic financial statement equations 
are discussed including the ease of explaining the direct approach for determining cash flow from operations, 
the comprehension of the interrelationships among the financial statements, the ability to develop and 
understand pro forma financial statements, and the facilitation of financial decision making. 
 
 
 
 

F 

15



BUSINESS EDUCATION & ACCREDITATION ♦ Volume 2 ♦ Number 1 ♦ 2010 
 

 
 

AN EXPLORATION OF STUDENT SATISFACTION 
WITH INTERNSHIP EXPERIENCES IN MARKETING 

Pola B. Gupta, Wright State University 
David J. Burns, Xavier University 

Jaime S. Schiferl, University of Cincinnati  
 

ABSTRACT 
 

Business internships have become increasingly important and popular in students' learning and career 
preparation. We conducted a study among eighty-eight business interns to understand the level of 
satisfaction that marketing students experience from completing internships. Using a factor analysis, this 
study identified several factors relevant to students' satisfaction with internships. Several hypotheses were 
proposed linking relevant factors and satisfaction with internships. Students’ satisfaction with their 
internships was found to be related to nature of the internship experience and the benefits received.  
Based on the findings of this study, some implications were drawn for the students and universities. 
 
JEL: M3 
 
KEYWORDS:  Marketing Internships, Student Satisfaction, Internships 
 
INTRODUCTION 
 

raditionally, the primary goal of education has been the successful transfer of information to 
students – students have been viewed to be vessels to fill with knowledge (Freire, 1998).  
Recently, several have questioned whether traditional pedagogical methods, such as lecture, are 

truly beneficial to students’ education (e.g., Bringle & Hatcher, 2003).  Guyton (2000), for instance, 
views traditional pedagogical methods as being responsible for turning students into passive 
underachievers and Bransford and Vye (1989) speak of an “inert knowledge problem” – a situation where 
students possess a significant amount of knowledge but are unable to apply that knowledge to real world 
problems or to make the transition from memory to action.  Consequently, many in higher education have 
called for widespread changes in classroom pedagogy (e.g., Jacoby, 1996).   
 
Similarly, growing criticism has been developing over the nature of business education by business 
practitioners and by AACSB, the primary accrediting body of collegiate schools of business (AACSB, 
1996).  Candy and Crebert (1991), for instance, state that although recent business graduates are full of 
information and theories, they are generally not prepared to solve problems or to make decisions.  It is 
believed that this shortcoming arises from a growing disconnect between the abstract and theoretical bias 
of business schools and the dynamic practical business environment (Angelidis, Tomic & Ibrahim, 2004).  
Indeed, some graduates feel their education has not prepared them to enter the business world (Maskooki, 
Rama & Raghunandan, 1998).  This is an issue of importance to marketing educators since preparing 
students for successful careers in marketing is an important goal of marketing educators.  Hence, what 
and how marketing educators teach their students should arguably be directly affected by the needs of the 
workplace (Kelley & Bridges, 2005).  In response, AACSB has called for increasing ties between 
business schools and the business community (Maskooki, Rama &Raghunandan, 1998). 

 
The call of AACSB has resulted in a re-examination of the pedagogy used in many marketing programs 
(Duke, 2000; Elam & Spotts, 2004).  Frontczak (1995) states “the move from a traditional, theoretical, 
positive knowledge-transfer approach to an experiential, interactive method of learning is becoming the 
norm for marketing educators” (1998, p. 25).  More recently, Karns (2005) suggested that this move is 
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INTRODUCING IFRS IN INTRODUCTORY FINANCIAL 
ACCOUNTING COURSES 

Katherine Kinkela, New York Institute of Technology 
Peter Harris, New York Institute of Technology 

John Malindredos, Yeshiva University 
 

ABSTRACT 

With the possibility that International Financial Reporting Standards (IFRS)may replace or may  change 
substantially the US Generally Accepted Accounting Principles (GAAP) standards currently in place 
within the next decade, there is a question for accounting educators about how much of the current 
accounting curriculum should be devoted to IFRS.  This is especially critical in the first levels of 
accounting, where the fundamentals of accounting are learned. While the major accounting firms are 
positioning themselves to advise clients when a transition in accounting standards occurs, an 
understanding of current US GAAP and current and potential IFRS standards will be necessary for 
today’s students.  This paper will examine strategies for incorporating IFRS into the introductory levels 
of the accounting curriculum.  The paper will advocate that IFRS education should be incorporated into 
each introductory level course in accounting.  A variety of approaches will be analyzed.  The paper will 
demonstrate that a basic knowledge of IFRS is essential to the business vocabulary for both accounting 
and non-accounting majors, and therefore a valuable component of the introductory accounting 
curriculum. 
 
JEL: J3, J25, J26, J27, J28, J29 

KEYWORDS: IFRS, IASB, Accounting Education 
 
INTRODUCTION 
 

rior to 2000, with a full curriculum already in place for accounting students, the addition of course 
segments devoted to international accounting standards was often minimal in the introductory and 
intermediate levels of accounting.  Recent changes have brought harmonization of international 

accounting standards and widespread adoption of IFRS International Financial Reporting Standards.  The 
question of whether and how to integrate IFRS into the established accounting curriculum has been 
controversial for a number of years.  Today, with the AICPA announcements that IFRS will be included 
in the future Certified Public Accountant  (CPA) examination, it seems obvious that an understanding of 
IFRS is a necessary part of accounting education. 
 
Therefore, this paper seeks to demonstrate in the global economy, the value added to an accounting 
program by introducing IFRS is evident.  Introducing IFRS into the curriculum in the initial and 
intermediate level of accounting requires the development of desired learning objectives and outcomes 
and coordination with the existing framework of accounting study.  Outcomes for study that can be 
integrated using the IFRS materials include a basic understanding of the History of IFRS development 
and a comparison of IFRS and US GAAP frameworks.  Accounting programs differ in structure but the 
IFRS related goals of the program will be relatively easy to incorporate in the initial and intermediate 
level accounting courses. 
 
This paper will discuss integration of IFRS in the Accounting curriculum.  First, will discuss the historical 
background of IFRS, from the International Accounting Standards created under the IASC, to the 
formation of the IASB, the formulation IFRS, future implementation issues and SEC support for the IFRS 
usage.  Second, will discuss IFRS and US GAAP in the Accounting Curriculum, including AICPA 
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SKILLS REQUIRED OF BUSINESS GRADUATES: 
EVIDENCE FROM UNDERGRADUATE ALUMNI AND 

EMPLOYERS 
Diane M. Holtzman, Richard Stockton College of New Jersey 

Ellen M. Kraft, Richard Stockton College of New Jersey 
 

ABSTRACT 
 
The results presented in this paper are the responses from 163 undergraduate business alumni of a target 
school and 45 New Jersey employers to questions to identify the writing, quantitative, and computer skills 
required at work. The questions were adapted from Western Carolina University’s Business Alumni 
survey. The results of the survey showed strong correlations with the writing tasks (r=0.989), quantitative 
tasks (r=0.942), and computer software (r=0.972) identified by both the alumni and the employers as 
being tasks required at work. E-mail, business letters, and memos were the most common written 
communication required at work. Budgeting, financial accounting, project management, and forecasting 
were most common quantitative skills required Word processing, spreadsheets, email, and world wide 
web were most common computer applications used. Based on these results the target school should 
consider modifying courses within the curriculum so that graduates have these competencies in the 
writing tasks, quantitative skills, and computer software identified as being required at work by the 
majority of alumni and employers surveyed. 
 
JEL: A223 
 
KEYWORDS: AASCB accreditation, accountability in higher education, skills, business graduates 
 
INTRODUCTION 
 

ince formation of the Secretary of Education’s Commission on the Future of Higher Education in 
2005, a national effort has been underway to hold higher education institutions accountable for the 
preparation of college students to meet the economic and workforce needs of the country (Bisoux, 

2008; U.S. Department of Education, 2005). External stakeholders that fund and grant accreditation to 
colleges have raised accountability issues related to the preparation of college students for jobs that are 
aligned with the needs of the 21st century.  
 
Often, the issue of accountability in higher education is raised by regional accreditation bodies. As a 
result, accrediting agencies become both promoters and evaluators of assessment processes (Lubinescu, 
Ratcliff, & Gaggney, 2001). External stakeholders, such as accrediting agencies and legislators, have 
cautioned college faculty members that completion of graduation requirements does not necessarily 
indicate that students have mastered the course content and are prepared to enter the workforce with the 
necessary knowledge and hands-on skills (AACU, 2008; Dessoff, 2006; Lederman, 2006). As part of the 
regional accreditation process, as well as for the accreditation process of the Association to Advance 
Collegiate Schools of Business (AACSB), faculty at colleges and universities periodically review the 
courses and curricula to ensure that the content is aligned with the needs of the external stakeholders. For 
AACSB accreditation, faculty are required to assess the learning outcomes of graduates to assure that the 
graduates have the requisite skills and competencies. These assurances of student learning in AACSB 
often require feedback from alumni and employers in identifying what skills, and competencies need to be 
measured to assure that business graduates are prepared for the workplace (Carraher, 2009).  
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INFORMATION SOURCES USED TO SELECT A 
HIGHER EDUCATION INSTITUTION: EVIDENCE 

FROM SOUTH AFRICAN STUDENTS 
Johan de Jager, Tshwane University of Technology 

Therese du Plooy, Tshwane University of Technology 
 

ABSTRACT 
 

This paper aims to investigate the information sources used by South African students when selecting a 
Higher Education Institution and further to establish whether statistical significant differences occur 
between the perceptions of high and medium performing students from two Universities of Technologies. 
This paper provides an explanation of students’ decision making process and the utilisation of sources of 
information when selecting a Higher Education Institution. Three hundred and ninety self-administrated 
questionnaires were completed and analyzed. The findings indicated that students in South Africa prefer 
to be informed about Higher Education Institutions by web sites. A high premium is also placed on 
campus visits and open days followed by high school teachers to obtain information. This implies that 
although impersonal methods (web site) are the most preferred method, a great premium is placed on 
personal interaction to obtain information In terms of the perceived performance of the information 
sources, the same sequence was measured. However significant differences were measured between the 
expectations of the students and the perceived performance of the information sources which applies that 
their expectations were not met. Consequently it needs clear planning from the authorities. Some 
practical implications for Higher Education Institutions, limitations and suggestions for future studies 
were articulated. 
 
JEL: I2, M3 
 
KEYWORDS:  Higher education, information sources, marketing  
 
INTRODUCTION 
 

igher Education Institutions will have to become more market-oriented to face all the current 
challenges. Furthermore, in order to communicate effectively with prospective students, they 
need to identify what the information needs and preferred sources of information of their target 

market are. They have to understand students ‘decision-making processes when selecting Higher 
Education Institutions or courses to ensure that students make the right decision. These days the choice of 
higher educational institutions and courses is more complex and critical for students than it was in the 
past. Students are being bombarded with commercial messages promoting educational institutions and 
courses. On the other hand information is more widely available, easier to access and likely to be 
presented in a manner that will assist prospective students to make informed choices.  Although this has 
broadened the sphere of students’ choice, the variety also has complicated their decision-making 
processes (Brown, Varley, & Pal, 2009:311). Studies reveal multiple factors, stages and influences that 
impinge on students’ selection process of Higher Education Institutions. Several international studies on 
the factors influencing this multifaceted decision-making process have been conducted and published, 
including Britain (Moogan, Baron, & Bainbridge, 2001), Australia (James, 2000), Belguim (Germeijs, & 
Verschueren, 2007), Malaysia (Ariffina, Ahmada, Ahmada & Ibrahimb, 2008). Some studies have even 
focused on the decision making procedures of specific groups of prospective students such as 
international students (Chen & Zimitat, 2006:91), students from lower social classes (Connor & Dewson, 
2001) or students from rural areas (Chenoweth, & Galliher, 2004). However, limited research exists on 
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INVESTIGATING THE DARPS MARKET MELTDOWN 
THROUGH AN INVESTMENTS PROJECT 

Lynda S. Livingston, University of Puget Sound 
Amy R. Kast, University of Puget Sound 

Kyle M. Benson, University of Puget Sound 
 

ABSTRACT 

Dutch Auction Rate Preferred Stock (DARPS) was created in the 1980s as a way for fully taxable 
corporate investors and tax-exempt issuers to share the tax benefits of the dividends received deduction.  
DARPS dividend yields were reset every few weeks through an auction, minimizing price risk and 
allowing corporate treasurers to use the shares like a money market asset.  However, as tax regimes 
changed, the appeal of DARPS to corporate investors waned, and broker/dealers began to market the 
assets more heavily to retail clients.  When these dealers stopped supporting the DARPS auctions in early 
2008, the individual investors lost all of their liquidity, learning the hard way that preferred stock is not a 
cash equivalent.  In this paper, we explain how we incorporated this market drama into a traditional, 
Excel-based project for an undergraduate investments course. 

JEL: G01, G32, A22, K34 
 
KEYWORDS: Preferred Stock, Auction, Investments Pedagogy 
 
INTRODUCTION 
 

Auction rate preferred securities is the largest fraud ever perpetuated by Wall Street on 
investors. It dwarfs all frauds in history, including Madoff. There are three takeaways 
from this fraud. First, you cannot believe anything—absolutely anything—that anyone on 
Wall Street tells you.  Second, Wall Street is only interested in the fees it can extract from 
you.  Third, Wall Street (i.e. its representatives) has absolutely no interest in whether the 
item(s) it sells you has any long-term (or short-term) value whatsoever. - Harry Newton, 
investment blogger  

n early 2008, the $330 billion market for auction-rate securities froze.  The broker/dealers who had 
been providing liquidity for the market suddenly stopped supporting the auctions, stranding investors 
with billions of dollars’ worth of virtually illiquid “cash equivalents.”  Two years later, some 

investors are still trying to access their cash.  Issuers stuck with assets that are either prohibitively 
expensive for them or profoundly unattractive to investors (or both) are scrambling to devise alternatives.  
Meanwhile, attorneys general and other authorities are struggling to understand what went wrong, and to 
hold someone accountable. 
 
Dutch Auction Rate Preferred Stock (DARPS) was created in the 1980s as a cash management tool for 
corporate investors.  Corporations are able to exclude from tax a majority of their dividends received.  
DARPS was designed to allow corporate investors to take advantage of this tax benefit while protecting 
themselves from price risk.  However, DARPS was tailored to very specific market conditions, and when 
those conditions changed, DARPS became much less relevant and attractive to its traditional corporate 
clientele.  To keep the DARPS market afloat, broker/dealers in recent years expanded their marketing 
efforts to individual investors.  These investors enjoyed no special tax breaks from preferred stock; they 
were simply using DARPS as a money-market alternative, based on the advice of these broker/dealers.  
Given their desire for liquidity, these retail investors were devastated when auctions began to fail, 
prohibiting them from accessing their savings.  Without auction buyers—including broker/dealers—

I 
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OPTIMAL PRICING OF EXECUTIVE MBA PROGRAMS 
Francis Petit, Fordham University 

  
ABSTRACT 

 
The purpose of this research is to determine the most strategic tuition pricing strategy that can be utilized 
by senior management in Business Schools when pricing Executive MBA Programs.  To determine this 
information, the state of the Executive MBA market and three pricing strategies were reviewed in detail 
and an analysis ensued on the viability and applicability of each strategy for pricing Executive MBA 
Programs.  The main findings of this study indicate that the “Value Based” pricing model is the 
potentially most strategic strategy that can be implemented, out of the pricing models evaluated, for 
pricing Executive MBA Programs so long as Business Schools have the ability to not only align the value 
of a particular program to the market demanded value but can also effectively communicate this value in 
the marketplace.  The results of this exploratory study can have significant implications on the discussion 
of pricing Executive MBA Programs on senior management within Business Schools. 
 
JEL: M31 
 
KEY WORDS: Executive MBA Program, Pricing Strategies, Marketing 
 
INTRODUCTION 
 

xecutive MBA Programs are considered the most lucrative degree programs within graduate 
management education. (Zell, September 2005).  Deans, who are under immense pressure to grow 
revenues and resources, often turn to its institution’s Executive MBA Program as its gateway to 

increase revenue.  Universities themselves, often view its Executive MBA offering as a “cash cow” and 
net contributor to the bottom line. (Simmons, Wright & Jones, 2006). 
 
The Executive MBA offering is traditionally a full MBA offered by an institution within the executive 
style format.  The offering, which utilizes a premium pricing strategy, includes significant “bells and 
whistles” above and beyond the traditional full-time or part-time MBA programs. (Petit, 2005).  Such 
“bells and whistles” can include overnight accommodations for residencies, food throughout the program, 
laptop computers as well as travel expenses for the capstone international experience. (Speizer, January 
15, 2007).   In addition, Executive MBA students are willing to pay a premium as they can complete this 
degree in a time efficient manner while keeping their full-time jobs. (Petit, 2008). 
 
Overall, Executive MBA Programs have proven to be “cash cow initiatives” for many institutions.  A 
simple example can be seen with Queens University and the University of Western Ontario, both 
Canadian institutions, who have generated over $15 million per year on EMBA tuition revenue alone. 
(Canadian Business, November 11, 2002).  As one can see, Executive MBA Programs can be a powerful 
revenue generator. 
 
With all this as a background, the purpose of this research is to illustrate, in detail, three specific pricing 
strategies Business Schools can implement for the successful management and execution of its Executive 
MBA Program.  While the functional area of Marketing indicates that “Product”, “Promotion” and 
“Place” are instruments to communicate value, “Price” is the only vehicle to capture this value with 
revenues and profits. (Nagle and Holden, 2002).  With this said, the goal of this study is to not only 
discuss in detail three separate pricing strategies and their potential applicability as a strategy to price 
Executive MBA Programs but it will also determine which is the most potentially effective for Business 

E 

93



BUSINESS EDUCATION & ACCREDITATION ♦ Volume 2 ♦ Number 1♦ 2010 
 

EDUCATION AND GENDER EQUITY: EVIDENCE 
FROM THE CZECH REPUBLIC AND UK 

Pavla Rehorova, Technical University of Liberec 
 

ABSTRACT 
 

A network of public services, Social Watch, has created alternative indicators for the measurement of 
equity between men and women called Gender Equity Index, GEI), and the satisfaction of basic human 
needs called Basic Capability Index, BCI. This paper focuses on gender inequity in education, 
participation in the economy and empowerment. Primary attention is devoted to education, specifically 
tertiary education. The question of tertiary education is approached not only from the global viewpoint, 
but also at national level, i.e. from the view of the Czech Republic. This republic is one of the leaders of 
the theoretical ranking within the education GEI dimension. The situation is not so positive in the 
remaining two dimensions, participation in the economy and empowerment.  It is necessary to find 
solutions leading to the improvement of the current position. 
 
JEL: I21; I23 
 
KEYWORDS: Higher education, gender equity, rate of return 
 
INTRODUCTION  
 

t the United Nations conferences about Social Development in Copenhagen (1995), and about 
Women in Peking (1995), the removal of poverty and gender equity were identified for the first 
time as a collective global target: one of the main targets alongside peace and human rights. The 

inter-relations at national and global level plays a very important role by creating various indices and 
statistical comparisons. They provide comparable international information and a macro-perspective. 
They also offer data about the situation of individual countries. The network of public services, Social 
Watch, found indicators for the measurement of the status of development (regresssion or improvement) 
in terms of equity of men and women, Gender Equity Index (GEI) and satisfaction of basic human needs, 
Basic Capability Index BCI (Silná, 2008).            
 
The main goal of this paper is to combine our research results with the gender conditions described by the 
Gender Equity Index. The first part of this paper is devoted to gender equity worldwide. All three GEI 
dimensions are compared in this section in individual regions. The next part is aimed at the first GEI 
dimension: education; again first by worldwide regions and then in the Czech Republic. The last chapter 
focuses on our research: rate of return to higher education – its data, methodology, results and concluding 
comments. 
 
LITERATURE REVIEW AND BACKGROUND 
 
The literature on returns to investment in education is now substantial. It examines all levels of education 
– primary, secondary, and higher. These issues have been explored at both micro and macro levels (see 
Psacharopoulos, 2004; Kruger, 2001). Micro level approaches have generally been concerned with 
evaluating the returns individuals and society as a whole obtain from investment in higher education, 
whether this investment is public or private in origin (see Arrozola, 2003; Maani, 1991; Nonneman, 1997; 
Sakellariou, 2003; Wolter, 1999). The returns individuals obtain are generally refered to as private 
returns. The returns which society as a whole obtains are generally refered to as social returns. Macro 
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THE EFFECTS OF NON-TRADITIONAL PEDAGOGIES 
ON STUDENT MOTIVATED BEHAVIOR 

Erika Engel Small, Coastal Carolina University 
Thomas A. Ulrich, Loyola College in Maryland 

 
 ABSTRACT 
 
This research assesses student perceptions of newer pedagogies within the business curriculum.  The purpose 
of this study is to advise business faculty regarding potential student behavioral responses to these newer 
pedagogies.  Because different students will experience these instructional changes differently, it is important 
that the business faculty understand the potential behavioral responses on the part of the students.  This is 
particularly important so that the business instructor can take steps to anticipate and mitigate adverse 
responses on the part of some students which would otherwise limit the effectiveness of the newer pedagogies 
in achieving their stated goals.  Thus, this research endeavors to facilitate the introduction of non-traditional 
pedagogies and increase their effectiveness by providing business faculty with a better understanding of the 
behavioral implications of less traditional instructional approaches.   
 
JEL: M19 
 
KEYWORDS: need strength and perceptions of instructional method; student manifest needs; implications 
for instruction  
 
INTRODUCTION 
 

espite the long-standing criticism that business schools need to revise their curricula and employ 
newer and more engaging pedagogical strategies that are better suited toward developing the 
necessary professional skills essential for today's business students (Jenkins & Reizenstein, 1984; 

American Accounting Association, 1986; Porter & McKibbin, 1988; Buckley, Peach, & Weitzel, 1989; 
Commission on Admission to Graduate Management Education, 1990; Linder & Smith, 1992; Dulek & 
Fielden, 1992; Elliott, Goodwin & Goodwin, 1994; Pfeffer & Fong, 2002), there is little evidence that 
instructional methodology has changed over time (Pfeffer & Fong, 2002; Richardson, 2003).  Although 
the curriculum has changed to incorporate new knowledge, the course structures and basic concepts 
taught have remained the same (Pfeffer & Fong, 2002).   
 
If business schools are to respond to these criticisms, more non-traditional pedagogical strategies (i.e., 
interactive and experiential, student-centered strategies) must be employed within the business 
curriculum.  All things considered, these strategies are superior not only in reaching the more complex 
educational outcomes of application, analysis, synthesis and evaluation (McKeachie, 1963; Chickering, 
1977; Weston & Cranton, 1986), but also in developing the necessary professional skills essential for 
today's business students: oral communication skills, interpersonal skills, leadership skills, critical-
thinking abilities, teamwork, decision making abilities, and written communication skills. 
 
However, despite the potential benefits afforded by these more non-traditional pedagogical approaches, 
many business faculty members continue to rely upon more traditional (i.e., instructor-centered and 
individual-based) teaching strategies for a variety of reasons.  Some have argued that the faculty-reward 
structure is too oriented toward research and publication, paying only lip service to teaching effectiveness 
(Richardson, 2003; Elliott, et al., 1994; Linder & Smith, 1992; Dulek & Fielden, 1992).  Others assert that 
business faculty may not be adequately trained to teach business (Benke & Hermanson, 1990; Elliott et 
al., 1994; Linder & Smith, 1992; Leavitt, 1991).  Unless training in different pedagogical strategies are 

D 

121



REVIEWERS

The IBFR would like to thank the following members of the academic community and industry for  the 
much appreciated contribution as reviewers.

Vera Adamchik
   University of Houston-Victoria
Yousuf Al-Busaidi
   Sultan Qaboos University
Glyn Atwal
   Groupe Ecole Supérieure de Commerce de 
   Rennes
Susan C. Baxter
   Bethune-Cookman College
Karel Bruna
   University of Economics-Prague
Wan-Ju Chen
   Diwan College of Management
Leonel Di Camillo 
   Universidad Austral
Steven Dunn
   University of Wisconsin Oshkosh
William Francisco 
   Austin Peay State University
Lucia Gibilaro
   University of Bergamo
Danyelle Guyatt
   University of Bath
Zulkifli Hasan
   Islamic University College of Malaysia
Tejendra N. Kalia
   Worcester State College
Ann Galligan Kelley
   Providence College
Halil Kiymaz
    Rollins College
Bohumil Král
   University of Economics-Prague
Christopher B. Kummer
   Webster University-Vienna
Mary Layfield Ledbetter
   Nova Southeastern University
Xin (Robert) Luo
   Virginia State University
Andy Lynch
   Southern New Hampshire University

Cheryl G. Max
    IBM
Avi Messica
   Holon Institute of Technology
Cameron Montgomery
   Delta State University
Bilge Kagan Ozdemir
   Anadolu University
Dawn H. Pearcy
    Eastern Michigan University
Rahim Quazi
   Prairie View A&M University
Anitha Ramachander
   New Horizon College of Engineering
Kathleen Reddick
   College of St. Elizabeth
Matthew T. Royle
   Valdosta State University
Tatsiana N. Rybak
   Belarusian State Economic University
Rafiu Oyesola Salawu
   Obafemi Awolowo University
Paul Allen Salisbury
   York College, City University of New York
Sunando Sengupta
   Bowie State University
Smita Mayuresh Sovani
   Pune University
Jiří Strouhal
   University of Economics-Prague
Ramona Toma
   Lucian Blaga University of Sibiu-Romania
Jorge Torres-Zorrilla
   Pontificia Universidad Católica del Perú
K.W. VanVuren
   The University of Tennessee – Martin
Veronda Willis
   The University of Texas at San Antonio
 Eduardo Sandoval
     Universidad de Concepción
M. Shahadat Hossain
     SUNY Potsdam



ARBITROS
El IBFR agradece a los siguientes miembros de nuestro cuerpo de  Ad-Hoc Reviewers por su contribución 
académica. 

María Antonieta Andrade Vallejo
     Instituto Politécnico Nacional
Olga Lucía Anzola Morales 
     Universidad Externado de Colombia
Antonio Arbelo Alvarez 
     Universidad de la Laguna
Hector Luis Avila Baray 
     Instituto Tecnologico De Cd. Cuauhtemoc
Graciela Ayala Jiménez
     Universidad Autónoma de Querétaro
Sheila Nora Carrillo Incháustegui 
     Univ. Peruana Cayetano Heredia
María Antonia Cervilla de Olivieri 
     Universidad Simón Bolívar
Semei Leopoldo Coronado Ramírez
     Universidad de Guadalajara
Tomás J. Cuevas-Contreras
     Universidad Autónoma de Ciudad Juárez
Javier de León Ledesma
     Univ. de Las Palmas de Gran Canaria -Tafira
Carlos Fong Reynoso
     Universidad de Guadalajara
Arturo Hernández 
     Universidad Tecnológica Centroamericana
Lourdes Jordán Sales
     Universidad de Las Palmas de Gran Canaria
Santiago León Ch.,
      Universidad Marítima del Caribe
Graciela López Méndez
     Universidad de Guadalajara-Jalisco
Virginia Guadalupe López Torres
     Univ. Autónoma de Baja California
Angel Machorro Rodríguez
     Instituto Tecnológico de Orizaba
Omaira Cecilia Martínez Moreno
     Univ. Autónoma de Baja California
Alaitz Mendizabal Zubeldia
     Univ. del País Vasco/ Euskal Herriko U.
Juan Nicolás Montoya Monsalve
     Univ Nacional de Colombia-Manizales
Alberto Elías Muñoz Santiago
     Fundación Universidad del Norte 

Juan Carlos Robledo Fernández
      Universidad EAFIT-Medellin
     Universidad Tecnologica de Bolivar
 José Gabriel Ruiz Andrade 
     Univ. Autónoma de Baja California
Juan Manuel San Martín Reyna
     Univ. Autónoma de Tamaulipas
Francisco Sanches Tomé
     Instituto Politécnico da Guarda
Deycy Janeth Sánchez Preciado
     Universidad del Cauca
María Cristina Sánchez Romero
     Instituto Tecnológico de Orizaba
Pol Santandreu i Gràcia,  
     Universitat de Barcelona 
     Santandreu Consultors
Victor Gustavo Sarasqueta
     Universidad Argentina de la Empresa UADE
Jaime Andrés Sarmiento Espinel
     Universidad Militar de Nueva Granada
Lorena Vélez García
     Universidad Autónoma de Baja California
Alejandro Villafañez Zamudio
     Instituto Tecnologico de Matamoros
Hector Rosendo Villanueva Zamora
     Universidad Mesoamericana
Alfonso Rodríguez Ramírez
     Universidad Libre Seccional Cali
Neyda Cardozo Sánchez
     Universidad Nacional Experimental de Táchira
Benjamin Castillo Osorio
     Universidad del Sinú-Sede Monteria
Luz Stella Pemberthy Gallo
     Universidad del Cauca
Adolfo León Plazas Tenorio
     Universidad del Cauca
Luis Eduardo Sandoval Garrido
     Universidad Militar de Nueva Granada
Oskar Villarreal Larrinaga
     Univ. del País Vasco/Euskal Herriko Univ.
Adriana del Carmen Rodríguez Guardado
     Universidad de Guadalajara
 



HOW TO PUBLISH

Submission Instructions

The Journal welcomes submissions for publication consideration. Authors wishing to submit papers for 
publication consideration should e-mail their manuscripts to editor@theIBFR.com. Complete directions for 
manuscript submission are available at the Journal website www.theIBFR.com. Papers may be submitted 
for initial review in any format. However, authors should take special care to address spelling and grammar 
issues prior to submission. Authors of accepted papers are required to precisely format their document 
according to the guidelines of the journal.

There is no charge for paper reviews. The normal review time for submissions is 90-120 days.  However, 
authors desiring a quicker review may elect to pay an expedited review fee. Authors who pay the expedited 
review fee are guaranteed an initial review within two weeks of submission and receipt of the fee. Authors 
of accepted papers are required to pay a publication fee based on the length of the manuscript. Please see 
our website for current publication and expedited review rates.

Authors submitting a manuscript for publication consideration must guarantee that the document contains 
the original work of the authors, has not been published elsewhere, and is not under publication consideration 
elsewhere. In addition, submission of a manuscript implies that the author is prepared to pay the publication 
fee should the manuscript be accepted.

Subscriptions

Individual and library subscriptions to the Journal are available. Please contact us  by mail or by email to: 
admin@theibfr.com for updated information.  

Contact Information

Mercedes Jalbert, Managing Editor 
The IBFR
P.O. Box 4908
Hilo, HI  96720
editor@theIBFR.com

Website

www.theIBFR.org  or  www.theIBFR.com



 Review of Business & Finance Case Studies 
Review of Business and Finance Case Studies   publishes 
high-quality case studies in all areas of business, finance 
and related fields. Cases based on real world and 
hypothetical situations are welcome. 

All papers submitted to the Journal are double-blind 
reviewed. The RBFCS is listed Cabell, Ulrich’s Periodicals 
Directory. The Journal is distributed through SSRN 
and EBSCOHost publishing, with presence in over 70 
countries.

The journal accept rate is between 15 and 25 percent  
  

REVIEW BUSINESS &
FINANCE CASE STUDIES

of Business Education 
& AccreditationBE A

AT
 Accounting 

Taxation&

Accounting and Taxation (AT)

Accounting and Taxation (AT)  publishes high-quality 
articles in all areas of accounting, auditing, taxation 
and related areas. Theoretical, empirical and applied 
manuscripts are welcome for publication consideration.

All papers submitted to the Journal are double-blind 
reviewed. BEA is listed Cabell, Ulrich’s Periodicals 
Directory. The Journal is distributed through SSRN 
and EBSCOHost publishing, with presence in over 70 
countries.

The journal acceptance rate is between 5 and 15 percent.  

Business Education and Acreditation (BEA)
Business Education & Accreditation publishes high-quality 
articles in all areas of business education, curriculum, 
educational methods, educational administration, advances 
in educational technology and accreditation. Theoretical, 
empirical and applied manuscripts are welcome for 
publication consideration. 

All papers submitted to the Journal are double-blind 
reviewed. BEA is is listed Cabell, Ulrich’s Periodicals 
Directory. The Journal is distributed through SSRN 
and EBSCOHost publishing, with presence in over 70 
countries.

The  journal acceptance rate is between 15 and 25 percent. 

PUBLICATION OPPORTUNITIES


	CR02151002-GREEN-BEA-published
	Fletcher-CR03191063-published
	ABSTRACT
	INTRODUCTION
	F
	inancial accounting has typically been taught from the preparation perspective.  Thus, students learned to prepare the statement of cash flows using the double entry bookkeeping model of debits and credits.  While these students are quite capable of p...
	CONCLUSION

	ACCOUNTS RECEIVABLE
	Collections = Credit Sales - [A/R2 - A/R1]
	UNEARNED REVENUE
	Cash Advances = Revenue Earned + [UR2 - UR1]
	INVENTORY
	Purchases = COGS + [I2 - I1]
	ACCOUNTS PAYABLE
	Payments = COGS + [I2 - I1] - [A/P2 - A/P2]
	PLANT & EQUIPMENT
	Acquisitions of P&E = Cost Basis of P&E Sales + (P&E2 - P&E1)
	ACCUMULATED DEPRECIATION
	Depreciation Expense = AD for Asset Sales + (AD2 - AD1)
	NOTES RECEIVABLE
	Loans Made = Loans Collected + [N/R2 - N/R1]
	NOTES PAYABLE
	Loan Repayments = Borrowings - [N/P2 - N/P1]
	WAGES PAYABLE
	Wages Paid = Wages Expense - [W/P2 - W/P1]
	A/L1 + Accrued Expense – Payment of Accruals = A/L2
	ACCRUED LIABILITIES
	Payment of Accruals = Accrued Expense -[A/L2 - A/L1]
	Financial Statement
	INTEREST PAYABLE
	Interest Payment = Interest Expense - [I/P2 – I/P1]
	DEFERRED INCOME TAX
	Income Tax Payment = Income Tax Expense - [DIT2 -DIT1]
	CAPITAL STOCK
	Issuance = Redemption + [CS2 - CS1]
	DIVIDENDS PAYABLE
	Dividends Paid = Dividends Declared - (D/P2 – D/P1)
	RETAINED EARNINGS
	(RE2 – RE1) = NI – Dividends Declared

	REFERENCE

	HI09280903-gupta-published
	HARRIS-KINKELA-CR02031001-BEA.published
	Muzorewa, Susan, Adopting a Mastery Goal Orientation for Introductory Accounting Courses, American Accounting Association, Regional Conference, (April 2009)
	SEC Proposes Roadmap Toward Global Accounting Standards to Help Investors Compare Financial Information More Easily 2008-184
	The Uniform CPA Alert, Spring, 2009.
	Nilsen, Kim,  How IFRS Is Affecting Accounting Education, Journal of Accountancy, December, 2008.


	Holtzman_HI11090910-published
	CR02151001-de-Jager-BEA-publishe
	INTRODUCTION
	igher Education Institutions will have to become more market-oriented to face all the current challenges. Furthermore, in order to communicate effectively with prospective students, they need to identify what the information needs and preferred source...
	Problem Statement: higher education is facing increasingly more challenges on the global arena. As Higher Education Institutions in South Africa are very competitive they often take a business stance in order to compete for human and financial capital...
	Objective of The Study: the primary objective of this study is to determine whether students’ expectations are met with regards to information sources when selecting a Higher Education Institutionin South-Africa.
	Customers have to choose how many and which information sources to consult when making decisions. This study focuses on the utilisation of sources of information when selecting a Higher Education Institution, while the rest of the discussion deals wit...
	Veloutsou, Paton and Lewis (2005:281-283) classify these sources of information into three major categories. Controllable sources of information sources originate from and are controlled by the educational institutions. These can be such as promotiona...
	The role of the various information sources when selecting a Higher Education Institution have been discussed in the previous section. A review of previous international studies will be reviewed next.  A recent study on university applicants’ choice p...
	The important influence of personal information sources on the intentions and attitudes of internal students to study abroad was confirmed by the recent study by Chen and Zimitat (2006:91-100). The purpose of this study was to investigate the motives ...
	Previous studies have identified other major influences on prospective students’ choices.  James (2000:82) investigated what influenced prospective students to choose specific courses at a university.  The findings of the studies indicated that the ad...
	RESEARCH METHODOLOGY
	FINDINGS
	Ariffina, A.A., Ahmada, A., Ahmada, M.S., and Ibrahimb, M.A. (2008), Determining decision-making styles and demographic differences in selecting higher education services among Malaysian, International Journal of Business and Society, 9(1), 1-18.
	Chenoweth, E., and Galliher, R. V. (2004), Factors influencing college aspirations of rural West. Virginia high school students. Journal of Research in Rural education. 19(2). [Online] Available at: http://www.umaine.edu/jrre/archive/19-2.pdf [Accesse...
	Connor; H., and Dewson, S. (2001), Social gap in higher education "not only a matter of cost".
	Education & Training, 43, 8/9, 451-500.
	Domino, D., Libraire, T., Lutwiller, D., Superczynski, S., and Tian, R. (2006), Higher Education Marketing Concerns: Factors Influence Students' Choice of Colleges. The Business Review, Cambridge; 6(2), 101-110.
	Du Plessis, F., and Rossouw, D. (1998), Buyer behavior, A multi-cultural approach. International Thomson Publishing. 2nd edition .
	Maringe, F. (2006), University and course choice: implications for positioning, recruitment and marketing, International Journal of Educational Management, 20(6), 466-79.
	Moogan, Y., Baron, S., and Harris, K. (1999), Decision-making behaviour of potential higher education students. Higher Education Quarterly, 53(3), 211-28.
	Moogan, Y., and Baron, S. (2003), An analysis of student characteristics within the student decision making process, Journal of Further & Higher Education, 27 (3), 271-87.
	Veloutsou, C., Paton, R., and Lewis, J. (2005), Consultation and reliability of information sources pertaining to university selection. Some questions answered? International Journal of Educational Management, 19 (4), 279-91.

	CR03111007-LIVINGSTON- BEA-published
	Kalra, Rajiv and Marsha Weber (2004) “A Comprehensive Stock Analysis Project For The First Course In Investments,” Journal of Financial Education, vol. 30, Summer, pp. 44-55

	CR09160901-PETIT-BEA-published
	Rehorova-HI07020901-published
	EDUCATION And GENDER EQUITY: Evidence from the Czech Republic and UK
	First Dimension – Inequity in Education
	Education and Worldwide Regions
	This figure shows the current regional situation of gender inequities in education. The scale measures the current situation in the countries of individual regions (i.e. from the “worse relative situation” to the “better relative situation”). The best...
	Education in the Czech Republic
	RESULTS
	Descriptive Analysis of the Data
	Table 3: Quantiles of Respondent´S Earnings Expectactions

	One Way Analysis of Variance
	Table 4: Expectations of earnings of graduates  Single Factor Anova
	Rate of Return to Czech Higher Education


	Regression of Data
	Questionnaire on Students’ Perceptions of Returns to Higher Education

	DS10070901-small-published



