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Abstract

Providing realistic course content has been employed in many disciplines to maximize student learning and involvement in the course curriculum. The Google Online Marketing Challenge connects students with real small businesses and enables them to operate a real online keyword advertising campaign utilizing $200. Qualitative data from 24 student teams, both MBA and Undergraduate students from a mid-sized North American University, over two years of the Challenge along with both quantitative and qualitative data collected from 685 global students during the 2008 Challenge student provides insight into the student perceptions of incorporating the Challenge into the Internet Marketing course curriculum.

Introduction:

Providing realistic course content has been employed in many disciplines to maximize student learning and involvement in the course curriculum. The importance of ‘real world’ current exercises is even more important in an Internet Marketing course curriculum considering the dynamic and every changing environment in which students will seek employment after graduation. 

The Google Online Marketing Challenge (GOMC) connects students with real small businesses and enables them to operate a real online keyword advertising campaign utilizing $200. In 2008, over 8,000 students (1620 student teams) in 47 different countries participated in the GOMC. Student teams were connected with small and medium sized enterprises (<100 employees) and allowed to design a three week pay-per-click advertising campaign with a $200 credit provided by Google to each team.

The GOMC was considered a success and was offered once again in 2009 and plans are in place for at least one additional year of the GOMC with interest already being accepted for 2010. While initial evaluations of the GOMC support the success, this paper will explore in greater detail, the perceptions that students completing the GOMC will be analyzed in detail to provide greater insight into the potential value of incorporating the GOMC into Internet Marketing and Online Advertising courses.

Method:

The author has incorporated the GOMC into their Internet Marketing Courses at both the Undergraduate and MBA level for the past two years at a mid-sized North American University. In total over the two years of the GOMC, the author supervised a total of 24 student teams (16 Undergraduate and 8 MBA) in the GOMC. At the completion of the courses, qualitative student feedback was collected from each of the students who participated in the GOMC. This data was incorporated and compared with both quantitative and qualitative data collected from 685 students during the 2008 challenge.

Quantitative data was analyzed using SPSS 16 and the qualitative data was coded with the assistance of NVivo 8.

Preliminary Findings:

The preliminary findings from the data present a very positive picture for the inclusion of real world exercises in general, and the GOMC in particular from the student’s perspective. Several areas have been investigated in the initial analysis of the data including their perceptions on the value of the GOMC. The majority of students, 81.2 % had positive comments about the GOMC. Many students emphasised the real nature of the project being one the keys to its value.

“The use of real money gave the campaign a real marketing feel and increased my desire to be completely involved within the campaign.”

The real world learning experience was also one of the keys to the student perceptions of the success of the challenge.
“The real possibilities that we were exposed to, provided real life testing of the marketing concepts and allowed up to develop and fine tune marketing strategies.”
Many additional findings will be presented during the presentation but due to space restriction are not able to be addressed here.

Preliminary Conclusions:

In addition to the findings from the study, discussions with students post graduation paints and even more powerful picture for including the GOMC into Internet Marketing courses. Of the 40 undergraduate students who participated in the challenge in 2008, 7 students were able to obtain either work term placement or full time employment following graduation directly because of their experience with Google AdWords. In three cases, specific jobs were created within organizations to employ an individual to manage their online marketing with the main focus being Google AdWords. In the words of one of the students;

“I can’t believe that after five years of university, that this one assignment was responsible for getting me a job after graduation!”
