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TEACHING EFFECTIVENESS OF THE CASE METHOD
VERSUS THE LECTURE METHOD

By Cesar G. Saldafia, Rafael A. Rodriguez and
Milagros D. Ibe*

1. Introduction

In early 1978, the U.P. College of Business Administration
LIPCBA) conducted initial discussions with the Modellversuch, Insti-
il fuer Wirtschafts-und Sozialwissenschaften of the Technische Uni-
Wisitact Muenchen (TUM) in West Germany regarding the conduct
I n joint, parallel experiment on the teaching of management at
| I college level. Both in the Philippines and in West Germany,

unagement has traditionally been taught using the lecture method.
N the last two decades, the so-called case method has gained a
wing degree of acceptance among the management schools as
Il nlternative management teaching technique. However, there has
¢n little empirical study evaluating the relative teaching effective-
i of the case method alternative. )

The joint experiments, conducted at the UPCBA and TUM in
‘978-[979 and completed in early 1980, were intended to obtain
wime evidence regarding the relative efficiency of the two teaching
ithods in actual classroom settings. The final reports were dis-
ssed in the First International Conference on the Case Method at
‘Institut Pour 1’ Etude des Methodes de Direction de I’ Enterprise
IMEDE) in Lausanne, Switzerland on July 5-8 1980.

This is a report of the experiment at the U.P. College of Busi-
Hows Administration.

2. Objective of the Study

. Ultimately, teaching methods in management education should
il e selected to address the manpower requirements of business firms,

| *The authors are, respectively, Price Waterhouse;Joaquin Cunanan & Co. Associate
Mhilossor, Commercial Bank and Trust Company Professor of Business Administration, and
Miufessor of Education, Univesrsity of the Philippines. They wish to acknowledge the ge-

Mprous support of the Modellversuch, Institut Fuer Wirtschafts-und Sozialwissenchaften,
- Iwohnische Universitaet Muenchen and its Director, Dr. Elmar A. Stuhler. Professor
Viotoria B. Jardiolin ably served as the. classroom teacher in both experimental classes.

“ 87



CESAR G. SALDANA, et al.

public institutions, and other employers of management graduates,
The overall problem in management education remains the need tq
minimize the training time and cost involved in “phasing in” new
graduates and to ensure the linkage of university learning and the
practical management needs of industry and government.

A global objective for the study was stated as follows:

To determine which teaching method or combinatio
of teaching methods is most efficient for the develop
ment of the knowledge, skills and attitudes necessa
for the application of management principles to deci-
sion-making in practical problems.

The following were the specific objectives of the two expe
ment projects:

1. To determine the overall teaching effectiveness of the casg
method as compared to the lecture method; and

2. To determine the teaching effectiveness of the case method
relative to the lecture method in the following specifid
areas:

a) Development of skills and attitudes necessary for th'
application of knowledge;

b) Development of skills and attitudes necessary for the
analysis and solution of problems which require
heuristic approaches; and

¢) Development of oral and written communication
skills.

3. The Experimental Course: Marketing Management

The experimental course chosen for the experiment study
Marketing Management, is one of the specialized terminal course§
taken by senior undergraduate students in their last academic year af
the College of Business Administration. It is the second of twe
courses in the functional area of Marketing. The first course, I
troduction to Marketing Management,” covers an overview of mars
keting institutions, marketing policies and methods and is fundas
mentally theory-based. This second course, Marketing Management,
focuses on marketing practices. In this course, students are expected
to be exposed to the following essential areas: (a) theories, p 0~
cesses and framework of marketing management; (b) analysis and
synthesis of marketing information and communications; (c) systems
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IH
Mo analysis and solution to complex problems in marketing manage-

snt; and (d) preparation and effective communication of compre-
Wensive marketing strategies and action plans.

The course was deemed most suitable for the purpose of the
Wperiment study for the following reasons:

|) it paralleled the experimental course at the TUM in Munich
since it was also a specialized course designed to develop
specific skills in a particular management area (marketing);

1) it was a senior course which related directly to the needs
| of industry and government; and

1) the course may be taught using either the lecture method
or the case method.

4. Research Design

~ The study as planned was intended to provide a rigorous, ob-
iive and systematic evaluation of the teaching effects of the case

Wi the relative learning efficiency observed in the samples. In addi-
Hin, the study was intended to examine any relationship between

Wring and student attitude on the subject using some given instru-
Wents for attitude measurement.

The research design used by the UPCBA and the TUM was the
Potest-Posttest Control Group Design. This design was chosen be-
e of the efficiency at controlling the problems relating to the
hlernal and external validity of the experiment (Campbell and .

. Two groups — a Case Method Class (Experimental) and a
Lecture Method Class (Control Group) — were organized.
The two classes were initially comparable as to the class le-
vel of the knowledge necessary and useful for the course
(“entry knowledge™).

. The two groups were administered a pretest in Marketing
Management to assess the level of marketing knowledge at
the start of the course. Again the two groups were expected
to be comparable on this basis.
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3. During the semester, one group was taught using only th¢
Case Method while the other was handled only by the Leg
ture Method.

4. The two groups were administered a posttest in Marketi 4
Management to assess the level of knowledge at the end .||
the course. The significance of observed learning gains was

measured and differences between the two groups assessed'

In addition to the study of teaching method effects on learning,
the experiment study was also an inquiry into the possible relations
ship between student attitude on the subject, and his learning effi
ciency. A pretest to determine student attitude toward the subject !
at the start of the course and a posttest to measure the same at the
end of the course were administered. Correlation measures between
student subject scores (learning) and student attitude scores shall be!
prepared at the end of the semester. The attitude test instrument;
used was the Subject Specific Attitude Test (“Fachspezifische Eins-!
tellung”) prepared and validated by Dr. Hans Specht, one of tha‘|
TUM consultants for the project. |

Finally, the research design selected allowed for the compa‘-s}
rison of the two experiments — here and in Germany — by requiring
the use of the generally accepted Flanders Interaction Analysis tech~
nique for the objective description of the actual teaching methodg
applied in the two experiments. The study submitted, using this
technique, a summary of “characteristic variables” observed in the |
case method class and in the lecture method class. Thus not only -
was a comparison of results obtained possible, but also a compari-
son of teaching techniques actually employed. -

4.1 Experiment Hypotheses Tested

As there was a defined global or overall objective for the study
— evaluation of efficiency of teaching methods — the experiment had
an overall hypothesis which was tested. The study groups at the
UPCBA and at the TUM, therefore specified the overall experiment |
hypothesis as follows:

H: The use of the Case Method, a teaching method
which is overwhelmingly inductive in approach re-
sults in higher effectiveness in the learning of manage-
ment or applied economics as compared to the Lec-|
ture Method which is primarily deductive in approach |
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because the task of shifting from abstraction to con-
crete learning and from concrete to abstract levels
necessary in these courses is better learned by 'in-
ductive reasoning.

This hypothesis emphasized that the study investigated two dif-
lorent teaching methods as affecting student efficiency in specific
lenrning areas for a management or applied economics course.

The main experiment hypothesis was further divided into sub-
liypotheses which segregated learning areas into these two majoer-ca-
legories: 1) Knowledge and comprehension (“reproduction of
knowledge”) and 2) Analysis and synthesis (“application of know-
ledge™) (Bloom, 1956).

The following sub-hypotheses were formulated:

Sub-Hypothesis 1:

H, : The Case Method is more effective than the Lecture
Method in enabling the students to learn, recall and
reproduce course materials in Marketing Management.

Sub-Hypothesis 2:

H;: The Case Method is more effective than the Lecture
Method in enabling the students to apply their know-
ledge to obtain problem awareness, to undertake sys-
tematic analysis and to prepare plans of action given
actual phenomena and problems in Marketing Man-
agement.

Measurement of results, in a rigorously controlled study must
however relate to more delineated areas. Thus, the final hypothesis
which was tested was at an ‘operational’ level, i.e., subject to ob-
jective measurement, through pre-designed examination instruments.
The experiment then adopted “third level” or operational hypothe-
ses as follows: -

Under Sub-Hypothesis 1:

1. On Knowledge H;: The Case Method is more ef-
fective than the Lecture Me-
thod in the teaching of termi-
nology, methodology, criteria,
generalizations and structure.
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2. On Comprehension H,: The Case Method is more ef-

fective than the Lecture Me-
thod in developing the ability
to translate and interpret
marketing communication.

Under Sub-Hypothesis 2:

1. On Situation Analysis:

H31:

The Case Method is more effective than
the Lecture Method in the development
of the students’ ability to analyze the ele-
ments and their relationships in problem
situations. !

2. On Problem Awareness:

H3.2 :

The Case Method is more effective than
the Lecture Method in developing the
ability to identify and explain the dimen-
sions of a problem in management situa-
tions. -

3. On Synthesis and Evaluation:

H4:.1::

H4.2:

The Case Method is more effective than
the Lecture Method in developing the abi-
lity to define alternative solutions to mar-
keting problems. '

The Case Method is more effective than !
the Lecture Method in developing the abi-
lity to evaluate alternative solutions to
marketing problems.

4. On Decision-Making:

H4.3:

The Case Method is more effective than
the Lecture Method in the development
of the ability to arrive at optimal deci-
sions for marketing problems and to pre-
pare corresponding action plans.
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The foregoing hypotheses, set up to investigate the effects of
(saching methods on cognitive learning processes, were so phrased
0% to claim superiority of the case method relative to the lecture
method simply to sharpen the focus of the study. Clearly, a “no-
(ifference” hypothesis could also have been formulated for each
ol these stated ““alternative’ hypotheses.

The study likewise evaluated the relationship between the
{eaching method employed and the attitude of students towards the
wibject. Similarly, an overall hypothesis was stated as follows:

H : The use of the Case Method results in a higher positive
change in attitude of students towards the subject,compared
to the use of the Lecture Method, and this positive change
in attitude is related to the students’ effectiveness in learn-
ing the subject matter.

The following were the operational hypotheses tested in the
sudy:

1. On the Effect of Teaching Method on Attitude

H, : The Case Method, compared to the Lecture Me-
thod, has a significant positive effect on the atti-
tudes of the students towards the subject matter.

2. On the Relation Between Attitude and Learning

H, : The positive change in attitudes towards the sub-
ject resulting from the use of the Case Method,
as compared to the Lecture Method, is related to
the student’s level of achievement of teaching ob-
jectives for the subject.

4.2 Measurement Instruments

The measurement instruments employed to test the foregoing
hypotheses were of two types: the subject-specific test and the atti-
lude test.

The subject-specific or Marketing Management test was deve-
loped from a three-pronged approach to the objective of the study.
First, since the study aimed to determine an optimal teaching me-
thod which will satisfy the demands of industry and government for
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Table 1 — Scoring Matrix for Subject Specific Test
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. mxpertise need, several skills required in the decision-making process
" In industry, ranging from “knowledge of concepts’ to ‘“synthesis and
pynluate skills,” were enumerated. Second, Bloom’s taxonomy of
vilucational objectives was reviewed in terms of its relevance to the
sxperimental course. Third, the course objectives were evaluated and
vompared against the “needs of industry” and Bloom’s taxonomy of
#lucational objectives.

The result of this exercise is a matrix, shown in Table 1, which
Mived to concretize the areas of inquiry in the experl.ment The
Mevels of learning and skills” column encompasses the needs of in-
lustry, a taxonomy of teaching objective and the traditional course
ubjectives. The “learning areas” column represented the topical areas
lor the course. From this matrix, the test items were determined,
epresented by ‘X’ marks. The hypotheses selected were clearly rep-
jesented in the “level of learning and skills” section and could there-
{ore be measured through resulting total student scores for those
sctions of the test. The test items were a mix of types ranging from
ilefinitions, to enumeration, to essay problems and complete deci-
slon-making situations. The scale applied in the correction of this
lost instrument was the usual interval scale used in this course,
with point allocation determined by the expected solution time for
. tuch question.

: The Subject Specific Attitude questionnaire prepared by Dr.
:lluns Specht of Technische Universitaet Muenchen in 1977 was a
measure of the changes of attitude of students toward the subject
f.ln hoth the case and lecture classes for the duration of the course.

ultllude and learning effectiveness resulting from applications of

lllllurent teaching methods under controlled conditions. The test

ﬂ('ﬂlblsted of thirty (30) questions classified into five broad attitude

- hctors:

l | Factor I: Motive to Avoid Failure

| Question Nos: 11, 12, 13, 14, 18, 19, 20, 26, 28

Factor II: Need for Approval or Affirmation by Authority
Question Nos: g, 8—, 16, 25

Factor IIl: Readiness to Exert Effort in Subject

Question Nos: 5, 15, 22, 24
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Factor IV: Interest in Subject Matter
Question Nos. 1, 2, 3,5, 16, 17, 30 '
Factor V: No Classification |

Question Nos: Z, 7 2_1, 2_3, 27,29 |

For use in the study at the College of Business Administrationi
the Subject-Specific Attitude Test was adapted for the Marketing
Management course. Preliminary to revision of the questionnaire, 15
randomly selected faculty members of the College were asked -tof-
examine the direct translations of the subject-specific attitude test
and determine whether the statements were meaningful within theé
context of the Marketing Management course. This served as a simple
cross-cultural validity check of the translated questionnaire in terms,
of its applicability and use in the Philippine setting. The question-

f
naire is presented in Appendix A. |

Majority of the faculty respondents suggested the rephrasing
of some of the statements in order to increase their understand-
ability, meaningfulness and relevance with respect to the Marketing
Management course. The statements were then reworded in an effortfﬁ
to retain “translation equivalence” (i.e., retain the meaning of the
original Specht’s Subject-Specific Attitude Test). The sequence
of the statements was also revised in such a way that no two state-
ments from the same factor group succeeded each other, so as to!
prevent “sequence effects” (i.e., the student’s tendency to respond
in the same way simply because succeeding statements seemed to
‘belong to the same category). The sequence revision involved
changes in the numbering of questions in the test questionnaire
form as shown in Table 2.

The final form of the revised Subject-Specific Attitude Test’
as actually applied at the College, therefore, consisted of the follow-
ing factor group question sets: '

Factor I: Motive to Avoid Failure

Question Nos. 1. 5,9, 13, 16, 21, 23, 28, 3
96 |
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Table 2 — Revision of the Attitude Test

e
Specht’s U.P.’s Specht’s U.P’s Specht’s
~ Original Revised Original Revised Original
! Duestionnaire | Form | Questionnaire Form | Questionnaire
1+
| 1 7 11 B 21 11
= =
[ 2 10 12 9 22 24
| h" LI
| a bt — — —
| 3 15 13 5 23 17
' 7 7 T i) % 5
|Iu
N s 4 15 12 25 20
:
=3 2 16 22 26 30
I.l‘
l 7 6 3 b 26 27 19
- T iz
8 8 18 16 28 28
| -
' 9 18 19 23 29 25
i 14 20 21 30 27

Factor II: Need for Approval or Affirmation by Authority
Questions Nos.: 5, B, TZ,-2_

Factor III: Readiness to Exert Effort in Subject
Questions Nos.: 4, 12, 24, 29

Factor IV: Interest in the Subject Matter
Questions Nos.: 7, 10, 15, 18, 22, 26, 27

(g Subsequent interpretations of results were based on guide-~

~ lines provided by Dr. Hans Specht on score scales, and statistical
lests of significance.
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5. The Experiment Study

The initial step in the implementation of the research, 1.6
setting up two statistically comparable groups, was completed
within the first week of classes. All students who intended to enroll
in the Marketing Management courses offered during the semester
were required to take the Entry Knowledge Test, a test designed
to assess their preparation for the course. Later, students wer
ranked as to their scores in this test and this student I:nerformam:lI
factor was the basis for random assignment of students to the Casé
Method Section or to the Lecture Method Section. Although ides
ly, match pairings and random assignments of pairs to experimentil
or control sections assure an unbiased sample, this was not deeme
administratively feasible since the College enrollment was on |
preregistration basis. However, some transfers of students from of
section to -another based on the pre-examination results were ma s
to ensure parallelization. Moreover, it was felt that the issue 0
randomization of assignments to groups was partly answered by
the random, first-come-first-served, basis of student preregistratiol
in the two courses.

Two sections in Marketing Management were opened for th
same slots, ‘scheduled on two different week-day schedules. On
teacher was assigned to handle both classes using identical cours|
outlines and basic reference and reading materials. Once the twi
classes had been set up, the only differences between the two seéd
tions were meeting dates, students’ assignments (cases or readings
and the teacher’s role in the classroom (lecture or case discussio
coordination).

Both classes used as textbook Philip Kotler’s Marketing Managi

ment: Analysis, Planning and Control (Prentice-Hall, 4th Editiof
~1980). The Lecture Method students were assigned specific chapte
" from the text in preparation for each lecture session while in i
Case Method, students were assigned the same assignments.

In order to control actual classroom teaching activities alon
the lecture or case method only, a teacher’s manual was prepa !
for the two study groups. This manual served as the teacher’s guil
in the handling of the two classes, with essential differences noté
in three aspects: assignment to students, teacher preparation 2
classroom management. The highlights are summarized in Table

Qs il
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5.1 Class Profiles

The two classes constituted in the above described fashls
were compared in terms of their Entry Knowledge Test scores
shown in Table 4. n

TABLE 4 — Entry Knowledge Median Scores

Class Median
Case Method 51
Lecture Method 48
Z value* % 1

*Mann Whitney U-test; Not significantly different at (= .20
Other profile data on the two classes are summarized in Tablg

TABLE 5 — Student Profiles

Class Means |
Characteristics Case Class Lecture C|
(N=37) (N=41)
Grade Point Average Prior to Entry
to College of Business 2.03 1.96
Grade Point Average for all Courses
at the College of Business 2.07 196
Cumulative University Credits 95.81 94.58!
Degree Major
Business Administration 26 17
Accounting 8 16
Others: Economics, Agribusiness, etc. 3 8
Sex
Male 11 11
Female 26 30
Years in College
Junior 3 1
Senior 32 35
Unclassified 2 5
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Losts on the Adequacy of Parallelization

As a further check on the adequacy of the parallelization of
Iwo classes, student test scores on the Marketing Management
Wlnt and on the Specht Attitude pretest were compared. Table
0w a comparison of the two groups on the Marketing pretest.

TABLE 6 — Pretest Scores and Significance?

I MEDIAN SCORES FOR TEST SECTIONS

i GROUP |H, | H, H; Hq Hy | Hj H, | TOTAL
1. Case 12 | 4 16.1 11.3 5 2 6 53.75

| 2. Lecture 11 | 4 17.1 111 5 2 5 57.70 '
| | Z-—Value* |39 | 07| .80 21 390 19 | a5 25

| H's refer to specific hy potheses tested.
I l 'Mann-w'hltney U-test
* All results not significant at &= .2

Table 7 shows the results on the Specht attitude pretest.

TABLE 7 — Attitude Pretest Scores
CASE METHOD VERSUS LECTURE METHOD

MEAN SCORES
Attitude Factor Case Class Lecture Class 1 Value? P Level

A Motive to Avoid Failure 2.50 2.57 .58 3 <p<4

B Need for Approval of
Authority Figure 2.24 2.30 .49 3 <P<4
C Readiness to Exert Effort 2.28 241 1.14 1 <pP<2
D Interest in Subject Matter 4.19 4.22 .75 2 <P<3
E Unclassified 112 312 1.4 05 <P<.1
Overall Attitude Score 227 2.82 1.15 J0<P<2

Bt~ test, df = 54

Hince the results on both the above tests showed nonsignificant
Wlonces, the two classes were considered statistically equivalent
[ Ilie assignment of students to the two classes made final.

6. Flanders Interaction Analysis

. One portion of the study used the Flanders Interaction Analysis
Mo (FIAS),Appendix B, to find out whether student involve-
Il in the class taught by the case method differed significantly

Il that in the class taught by the lecture method. FIAS compared

lier involvement in the interaction in both classes to provide
W lce of differentiation in teacher input in using the two me-
| ﬂ;
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The comparison of the two classes was based on the follow
measures from the FIAS:

1. Proportions of teacher-talk

2. Proportions of student-talk

o

Proportions of silence ‘

4. 1I/D Ratios

: |

5. Proportions of questioning, lecturing, accepting/using |
students’ ideas l

|

|

6. Proportions of student response and student initiation.

The study also sought to find out trends or patterns of chm‘;|

~if any, in three observations spread over a 16-week course. Speci
ally, it aimed to answer the question: How do student and teag

involvements in the learning situation change as the course pr
resses? |

6.1 Procedure

1

The two classes were each observed three times — early in
semester, midway, and towards the end of the semester. The obst
ations were spaced approximately six weeks apart.

An earlier observation which served as a dry run introduced
observer to the students in both classes. Data from that observat|
‘were not included in the analysis. . '

on-the-spot by the observer even as the session was recorded on t
A reliability check was done by analyzing the tape-recorded in

In each of the three observations, verbal interaction was n(:i
action independently.

Proportions of student-talk, teacher-talk and silence were ¢
puted. Similarly, proportions of categories under teacher- :
student-talk were noted. I/D ratios were compared.

servations of each class are shown in Appendix C.
102

The accomplished 'iilteraction matrices from the three |
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A. Teacher-Talk

In the three observation times, the proportion of teacher-
talk was consistently much higher in the lecture class than in
the case method class (Table 8). In the lecture class, lecture
fook up about three-fourths to four-fifths of the verbal inter- -
sction while in the case class, teacher-talk accounted for at
most three-fifths of the verbal interchange. Compared to the
“rule of two-thirds” noted in previously cited studies, it can be
gaid that the lecture and case methods show respectively
higher and lower proportions of teacher-talk. Between the two
methods under study, a significant difference in proportions
of teacher-talk was observed.

Table 8 also shows that the proportion of teacher-taik in
the lecture class increased steadily over the three observation
times, while in the case method class, no distinct trend can be
noted.

4

TABLE 8 — Proportions of Teacher- and Stﬁdent—Talk
in the Two Classes in Three Observations

/ Lecture Method Case Method
Observation TT* | ST*| S | Total | TT | ST | S Total
First 76 | 20 [ 4| 100 | 64 | 31 ( 5| 100
Second 79.1 14 | 7] 100 | .53°| 392 | 8| 100
Third g6 13/ 11 | q00, |61} 3% 8] 100

*TT — Teacher-Talk
ST* _ Student-Talk
S — Silence

B. Student-Talk

Student participation in the verbal interchange was about
twice as much in the case class as in the lecture class. The dif-
ference between. corresponding proportions of student talk in
the two classes was highest during the second observation. It
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was slightly lower in the third observation, but still higher than|
in the initial observation.

A larger proportion (8%) of silence was noted in the case
class than in the lecture class (1%) in the third observation. Tha'

other two observations showed about equal proportions o
silence.

C. Nature of Student-Talk

Student-talk can either be a response or an initiation. The
ratio of either category to the total student-talk observed in-

dicated the nature of student participation in the verbal mter«
action.

Table 9 shows that in the lecture group, student-talk res-
ponse is greater than student-talk initiation. The reverse is true.
in the case method grci'p in two of the three observations. The
proportions of student ialk response in the lecture group are
consistently higher than \hose in the case method group. This.
means that in the case me¢thod, the students’ talk tended more
to initiate ideas rather than to respond to the teachers’ ques
tions. In either group, the highest proportion of student-talk
initiation occurred in the second observation.

TABLE 9 — Proportions of Student Response and
Student Initiation in the Two Classes
in Three Observations

Lecture Method Case Method
Obser-
vation Response | Initiation Total Response | Initiation Total
First 53 47 100 42 58 100
Second 79 21 100 56 ot 100
Third 55 45 100 45 55 100-|

D. Nature of Teacher-Talk

|

|

Teacher-talk consisted of askmg questions, giving straight-

forward lectures, accepting or using students’ ideas, giving com-
mands, criticizing or praising students. No instance of criti-
cizing students was noted in any of the six matrices in Appen-
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dix C. Only instances of giving commands were noted, both of
them in the first observation of the case method group.

From Table 10, it can be noted that questions took up
larger proportions of the teacher-talk in the three observations
of the case group than in the lecture group. On the other hand,
teacher lecture was significantly more often resorted to in the
lecture group. There was consistently more accepting and
using of students’ ideas in the case method in all the three ob-
servations.

It can be inferred that interaction was significantly more
of “give and take” in the case group while in the lecture group,
it intended to be “one way,” that is, teacher-dominated.

TABLE 10 — Proportions of Teacher Question, Lecture and

Accepting/Using Ideas in the Two Classes
in Three Observations

Teacher Talk
£ Accepting/
ser- &
s Question | Lecture bsing Others Total
vation Students’
Ideas
First 16 76 6 2 100
ilmc ture Second 22 73 5 0 100
Third 10 84 5 1 100
First 25 60 12 3 100
e Second 40 37 23 0 100
Third 40 34 18 8 100

E. Indirect Vs. Direct Teacher Influence

Categories 1 to 4 in the Flanders Interaction Analysis Sys-
tem manifest indirect teacher influence while categories 5 to
7 indicate direct teacher influence. Since few entries were noted
for Categories 6 and 7 (See Appendix C), the I/D ratio in the
teaching observed is mainly a function of Category 5, which is
“lecturing.”
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In both groups, direct teacher influence was evident i l
the first observation (Table 11). However, in the second and
third observations of the case group, indirect teacher influence
was greater than direct teacher influence, whereas in the lecture
group the initially observed comparison between direct and
indirect influence was maintained in the second and third obs

sistently much higher than those from the lecture group. Thi§
suggests that the case method teacher comnsistently supported
and motivated students. This is very evident in the high fre«
quencies of enfries in categories 2, 3 and 4 of the matrices
from the case group compared. to those from the lecture group
(Appendix C). ; |

The I/D ratio gives an indication of how many times mor¢
indirect than direct is the teacher’s verbal interaction with thé
students in the classroom. From Table 11, it is quite evident
that for the lecture group the ratios were decreasing while those
for the case group increased from .64 to 1.46 in the second obx
servation, and then to 1.27 in the third.

TABLE 11 — Proportions of Indirect and Direct Teachef
Influence and I/D Ratios in the Two Classes

in Three Observations
Influence ,
Obser- Indirect Direct /D
Clras vation o (D) Ratiof
First 24 : 76
Lecture Second 27 73
Third 16 84
First - 39 61
Case Second 62 38 L.46
Third 56 44 1.2
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6,3 Conclusions

A. Summary of Findings.

The observations yielded these ﬁnd_ihgs:

1)

2)

3)

4)

5)

6)

In both classes, the teacher dominated the interaction,
which is normal.

In all the three observations, there was more teacher-talk
in the lecture class than in the case class. The difference
between the proportions of teacher-talk in the two classes
increased as the course progressed.

Lecturing and asking questions were the predominant
teacher-talk in both classes. More questions were asked in
the case class, while more lecture ~was evident in the lec-
ture class.

Student-talk was more frequent in the case class than in

~ the lecture class. In the latter, the proportions of student-

talk decreased as the course progressed. This was a con-
commitant result of the increasing proportions of teacher-
talk over the three observations. In the case class, the ini-
tial and final observations showed equal proportions of
student-talk; the proportion was slightly higher in the
second observation.

The proportions of silence or confusmn in the two classes
differed only in the third observation. More pauses and
silence could mean that students in the case class stopped
to ponder over, or were confused by, ideas more than
those in the lecture class.

There was significantly more accepting and using of stu-
dents’ ideas in the case class than in the lecture class. In

the former, the I/D ratios were consistently and signifi-

cantly higher than those in the lecture class.

B. Conclusions

On the basis of the findings, these conclusions were drawn:

1)

The case method effected more and better student involve-
ment or participation in the learning situation than the
lecture method.
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2) The case method resulted in more student-initiated talk,
hence, bringing about a two-way exchange of ideas in the
classroom. Students sounded out their ideas more in a
case class than in a lecture class.

3) The lecture method entailed a consistently high propor-
tion of teacher-talk throughout the course, with a ten-
dency toward decreasing student-talk.

C. Limitations

No attempt was made to compare the students’ questions
raised in the two classes. It is possible that with the increased
proportion of student-talk as the course progressed, there might
be changes in the nature, and sophistication level of the quest-
ions or in the style of questioning, effects of which could be in-
directly attributed to the teaching method. However, such an
analysis, although possible from the taped interactions, was
beyond the scope of the study.

7. Posttest Results

At the end of the first semester, both classes in the experi-
ment were administered the same Marketing Management and
Attitude Tests which were given at the start of the semester. Of
the 78 students who initially comprised both classes, only 74
remained at the end of the semester. Four students, all from
the lecture class had dropped the course. Moreover, of the re-
maining 74 students, six did not appear for the final examina-
tion. Five of these were from the lecture class and one from
the case class. Only 68 posttest scores were thus obtained in
the experiment.

7.1 Scoring the Tests

The Marketing Management posttest was scored by the
teacher handling both courses. The student papers were coded
to minimize grader bias. The attitude posttest was scored ac-
cording to the Specht Test Manual.

7.2 Entry Knowledge and Course Performance

To validate the use of Entry Knowledge as a basis for
assigning students to the classes in the experiment, the re-
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lationship between Entry Knowledge scores and Marketing
Management scores was tested. The results are shown in Table
12 below:

TABLE 12 — Relationship Between Entry Knowledge
and Course Performance

CASE AND LECTURE CLASSES
Class r;
Case .388%*
Lecture .662%
Case N =28 Lecture N = 28
! Spearman Rank Correlation

*P <.05

These results indicate that in both classes, the ranking of
students on the basis of Entry Knowledge was essentially the same
ns their ranking on the Marketing Management posttest. These re-
sults may be further interpreted to mean that the Entry Knowledge
Test may be used as a predictor of achievement in the Marketing
posttest.

A comparison of the correlation coefficients (Fisher’s Test
of differences between two correlations) from the two classes
showed that the difference was not statistically significant.

8. Learning Gains in the Case and the Lecture Classes

As another preliminary test on the Marketing posttest data,
learning gains in each of the two classes were tested by comparing
student performance on the pretest with posttest performance.
Necessarily, only the scores of students who took both the pretest
and the posttest were included in the sample data. The results are
shown in Table 13.

As can be seen, significant learning gains in most of the test
ureas were made in both the case and the lecture classes. Only in
H, (Comprehension) were gains not highly significant although
the composite scores (H, , Hy , and H,)are highly significant.
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8.1 Comparative Performance in the Marketing Management Posttest

Because the requirement of a matching set of pretest and
posttest scores (as in the previous test) did not apply in this test,
the test scores of all 68 students who took the Marketing Manage- |

- ment posttest comprise the data in this test. The results are shown
in Table 14,

Taken as a whole, the said results iridicate that the perform-
ances of both classes were more or less equal. In the two test areas
(H3 and Hj) where differences approached statistical significance, f
the differences were in opposite directions. T hus, the case class was
superior in Hy, but the lecture class was superior in Hy. These results
failed to sustain the central hypothesis of the study, i.e., that the

- case method produces significantly higher learning in ‘the course.

8.2 The Relationship Between Attitude and Learning

A second major hypothesis in the study concerns the effect
of student attitudes relative to a number of factors in the learning
environment on the extent of learning in the course. The hypothesis
to be tested was that the more positive were the students’ attitudes |
towards the course, the higher will be the learnings in the course.
To test this hypothesis, pretest and posttest scores on the Specht
Attitude questionnaire were related to performance in the Mar-
keting Management posttest.

TABLE 13 — Learning Gains in Marketing Management
(Pretest Versus Posttest)

CASE AND LECTURE CLASSES
Hypothesis Mean Pre- Mean Post- ‘ |
Sections ' test score test Score T-Value?! Z-Valug
H;(Knowledge)
Case 13:7 57.1 0 4.45
Lecture 12.6 57.4 0 445
H,(Comprehension) il
Case 3.2 4.2 88.5 1.33%
Lecture 3.5 4.3 77.5 '
110




LADLE MEITNTUL YERDODUD LEUV 1IUKDE MD 1 IIVLY

{able 13 (Continued)

Mean Pre- Mean Post=
test score test Score T-Valued Z Value—l

' H (Analysis of Elements

) and Relationships) _
Case _ 17.3 23.7 15 - 4.07
Lecture 183 218 49 3.3

1y(Problem Awareness)

Case MY ¢ 13.5 58 . - 298
‘ Lecture f , £ B oty 13.7 72 262
4(Setting Alternatives) _
Case 5.0 78 s 52,5 A2
Lecture 5.1 8.2 O, 445
J (Hvaluéting Alternatives) _ -
Case 2.0 8.0 0 4.45

Lecture 2.0 8.4 0 . 445

I (Decision and Implementation) T .
Case 5.6 8.2 50 4.28

Lecture : 6.0 86 |7 . 62 2.88
1\(H+ Hy) _

Case 17.4 61.3 0 4.45

Lecture _ . 16.1 61.7 0 4.45
ly(H, + Hy +He + H, + Ho)

3o s S
i Case ' 40.4 61.6 2 4.45

Lecture « - ' 42.8 61.2 0 4.45

_I._,(H A+ Hp)

Case 58.1 122.9 0 4.45
Lecture 58.8 122.8 0 445
llcoxon matched-pairs sign test
YAl values, except those in H,, are significant at &= 01

Case N =28; Lecture N = 28
' : 111
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TABLE 14 — Marketing Management Posttest

CASE METHOD VERSUS LECTURE METHOD

MEAN RANK SCORE

Hypothesis Case Lecture Z-Valueﬂ
H, Knowledge of Terminology 3544 3343 0.42
H, Comprehension 33.36 35.76 —0.56
H;  Analysis of Elements and

Relationships 36.90 31.75 1.06
H, Problem Awareness 34.50 34.50 0.00
H,  Setting Alternatives 31.40 37.98 —1.37
H¢  Evaluation Alternatives 33.79 35.29 -0.31

7 Decision and Implementation
Plan 34.16 34.87 —0.15

H, Knowledge and Comprehension

(H1 % H2) Ml ) 33.28 047
Hp  Analysis and Decision-Making
(1-13 + H4 + HS + H6 + H7) 33.34 35.79 -0.51
Total Score
(HA + HB) 32.81 36.40 —0.75
5‘--|Mann Whitney U-Test

*.05 < P < .20 (Tendency for statistical significance)

112



CASE METHOD VERSUS LECTURE METHOD

CASE AND LECTURE CLASSES

Variables Paired ri
| Case Lecture
fllllude Pretest/Marketing Posttest 355% .093
(litude Change/Marketing Posttest 174 .340%*
Allitude Posttest/Marketing Posttest 262 .348%

Case N =28 Lecture N = 28

'Spearman Rank Correlation
"P<.05

~ The above results show positive correlations between attitude
Wlors and course performance. Of the three sets of attitude variable
lted with the Marketing Management score, the attitude posttest
s to be the better predictor of course performance in the two

9. Attitude Changes and Teaching Methods

A third major hypothesis in the study concerns the relation-
iy between teaching method and students’ course attitudes. The
IWpothesis tested was that the case method produces greater positive
lunges in course-related student attitudes as compared to the
dture method. This was done by:

|. comparing pre-and posttest attitude scores in each class,

and
2. comparing posttest attitude scores in the two classes.
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CASE METHOD VERSUS LECTURE METHOD

Positive changes in nearly all attitude factors were shown in
th the Case and Lecture classes®. In the Lecture Class, attitude
ores improved in Factors B, C, D, E and in the total attitude
‘e, For the Case Class, all factor scores improved. The changes
| the case class were more statmtlcally significant than those in the
| niture Class.

The differential effects of the two teachlng methods on atti-
Wles are more directly compared in Table 17. As the table shows, -
Ao attitude scores in the Case Class were significantly better than
Alie Lecture Class in three (A, C and D) of the five factors. The over-
" nttitude score in the Case Class was also more favorable than in
o Lecture Class. In none of the 6 attitude factors was the score of
v Lecture Class significantly better than those of the Case Class.
With respect to the attitude variable therefore, the experimental
lypothesis that the case method is superior to. the lecture method
Wppeared to be supported by these results.

TABLE 17 — Attitude Posttest Scores
‘CASE CLASS VERSUS LECTURE CLASS

Case  Lecture

Explanation Clags | . Class) || [/ it P Level
Motive to Avoid . _
- Failure 2.37 2.58 1.74 P< .05
Need for Approval
of Authority _
Figure 411° 399 67 “(NS)
Readiness to
Exert Effort 2.28 2.43 1.82 P< 05
Interest in ,
Subject Matter 2:05 1 . 225 1.98 P< .05
(Unclassified) 298 297 37 (NS)
Total Score nis 2465 295 143 (NS)
Yt—test; df = 54

NS — Not Significant (P > .05)

In the Specht test scale, the lower the value of the attitude score, the more “favorahle
Ii the attitude level.
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10. Summary of Findings '

The following observations can be made regarding the precedi
results:

1. In both the Case and the Lecture Classes, student perfor’J
ance in Marketing Management posttest was significant
better than in the pretest.

2. In both the Case and Lecture Classes, student performar(
in the Entry Knowledge test was highly correlated wi
their performance in the course. :

3. In observed classroom interaction, the Case Class col

sistently showed higher proportion of student-talk relat
to the Lecture Class.

4. Student performance in the subject-specific test did ng
differ significantly between the Case and the Lect I
Classes.

5. In both the Case and the Lecture Classes, the correlati 0
coefficients between attitude scores and subject-specifl
test scores were positive. These were, however, statisticall

significant only with respect to the Attitude Pretest Scof

in the Case Class, and in Attitude Change and Attitud

Posttest Scores in the Lecture Class.

6. In the Case Class, student attitudes with respect t
Avoidance of Failure, Readiness to Exert Effort in il
Course, and Interest in the Subject Matter were signif}

cantly better at the end of the course than in the Lec
Class.

11. Concluding Remarks

|

The results of the experiment generally suggest that the Cay

and the Lecture Methods are roughly equivalent in terms of }
effectiveness in teaching Marketing Management courses. Althougl
differences were observed between the Case and the Lecture classej
viz.: (a) the Case Method Class was associated with significantly mop|
favorable attitudes toward the course at the end of the semester 2 '!.'
(b) the Case Method classes were characterized by more student-tal

and more student-initiated classroom interactions than the Lectu_
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‘ Wlinnes, these differences were not reflected in significantly better
[ Mning performance in the Case classes relative to the Lecture clas-
| | -

I“ . While these results are reassuring in the sense that both methods
I Mo shown to be effective since significant learning gains were
lllnvml under both methods, there are some aspects of the expe-
Miment which should be looked into more closely for purposes of ra-
I Illlp. it to the experiment at the Technische Universitaet Muenchen
" | for suggesting improvements in future research designs involving
4o Case Method.

~ One aspect of the experiment which merits review is the type of
Iarning measured in the study. In the subject-specific test, the
Hllestions posed relative to each of the short cases used in the test
Wore fairly general in character. This raises the question whether
Al test really measured the student’s ability to make a well-reasoned
(slon about a marketing situation or whether the test simply
;;Il- isured the student’s ability to relate concepts learned in the
Mirketing course to the case material described in the test. The
Merriding objective of the Case Method may be to train students
Ml analysis for decision-making, i.e., for taking specific real-life
Milons. An alternative which may therefore be considered in future
Miearch is a test involving one or two fairly realistic Marketing
Whhes, where the quality of a student’s decision on the problem, (e.g.,
ii.l I payoff or results) will bé evaluated and used as the measure of
iming.

The other aspect of the experiment which needs some discus-
fn has to do with the fact that the experiment attempted to
Isnsure differences in learning attributable to a difference in teach-
g method as experienced by students in one course over a one
Mester period. Some advocates of the Case Method emphasize that
I benefits are best realized only after a fairly extended and intensive
posure to the method. Thus, future research should consider ex-
jitiments which attempt to measure the comparative effectiveness
I the Case Method as experienced over a longer time period.
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APPENDIX A

Specht Attitude Questionnaire

We hope to enable you to express your attitudes towards Marketin;
Management through your answers to the following questionnai (0
~ Your personal statements will be held confidential and will not it
any way affect your grade or evaluation of your performance. Yo
can agree or disagree with the statements using the following O
efficients: . i i

+ 2  full agreement '

+ 1 - partial agreement '
: |
0 neither agreeing nor disagreei ||

— 1 partial disagreement

— 2  full disagreement

Please print your student number.

Student IDNG L b s

- Please complete the questionnaire without interruption.

1) I am not very good in Marketing Management.

2)  While resolving issues in Marketing Management, I would
like to get immediate feedback as to whether I am goi
in the right direction. '

3) Iwil réally‘ try to study Marketing Management principle

only when I encounter an interesting problem in this subs
ject. . I i

4) I like to work on mental exercises such as crossword
puzzles, mathematical riddles and the like.

5)  After completing a test in my Marketing Managemen{
course, I am sure that my solution is correct only wh ;
confirmed by the instructor.
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14)

15)

16)

17

18)

19)

CASE METHOD VERSUS LECTURE METHOD

After completing any task, I am usually secure that my ap-
proach is correct. I

I like lessons in Marketing Management.

After completing any task, it is important for me to be
told whether my approach is correct or not.

I entirely lose interest in Marketing Management if I am
blamed for my failures by the instructor, my parents or
friends.

I like solving problems in Marketing Management.

To learn Marketing Management, I take notes during lec- :
tures. I use books and readings only when preparing for
examinations.

I exert special effort when faced with a problem or issue
in Marketing Management.

My interest in Marketing Management depends mainly on
the instructor’s abilities, personality and teaching tech-
niques.

I exert more effort in Marketing Management when my
grades in the subject are getting better.

Knowledge and abilities in Marketing Management are
very important for the realization of my professional
plans

If I encounter a new problem or issue in Management, I do
not care whether I solve it or not.

I exert special effort whenever I get praised for success in
Marketing Management by the instructor or by classmates
and friends.

Knowledge of concepts and techruques in Marketing Man-
agement is especially important in solving problems on
the subject.

I consider Marketing Management easier than other sub-
jects.
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20)

21)

22)

23)

24)

25)

26)

27)

28)

29)

30)

CESAR G. SALDANA, et al.

When faced with a problem in Marketing Managemenl
try to get help from somebody who knows more abol
Marketing Management than I do.

Principles in Marketing Management have the disadvantij
of being so abstract as to have almost no practical

try to find a way to avoid it.

I get especially irritated with having to solve as exercise
task or problem which I consider very difficult. '

I study and learn Marketing Management because it is
area of interest.

I am interested in Marketing Management as a subject |
Business Administration.

One’s knowledge of concepts in Marketing Management
applicable to many situations in life.

I don’t like to solve problems in Marketing Management §
all.

I don’t attempt to solve for exercise tasks, problems o
issues which I consider difficult.

My interest in Marketing Management depends mainly off
my grades.
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3)

4)

CASE METHOD VERSUS LECTURE METHOD

APPENDIX B

FLANDERS’ INTERACTION ANALYSIS SYSTEM

ACCEPTING FEELINGS: accepts and clarifies the tone of
feeling of the students in an unthreatening manner.
Feelings may be positive or negative. Predicting or recal-
ling feelings is included.

PRAISES OR ENCOURAGES: praises or encourages stu-
dent action or behavior. Jokes that release tension, but
not at the expense of another individual, nodding head or
saying “‘um hm? ” or ““go on” are included.

ACCEPTS OR USES IDEAS OF STUDENT: clarifying,
building, or developing ideas suggested by a student.

ASKS QUESTIONS: asking a question about content or
procedure with the intent that a student answer.

5)

6)

7)

LECTURING: giving facts or opinions about content or
procedure; expressing his own ideas, asking rhetorical
questions.

GIVING DIRECTIONS: directions, commands, or orders
which students are expected to comply with.

CRITICIZING OR JUSTIFYING AUTHORITY: state-
ments intended to change student behavior from unac-
ceptable to acceptable pattern; bawling someone out;
stating why the teacher is doing what he is doing; extreme
self-reference.

8)

9)

STUDENT-TALK RESPONSE: talk by students in res-
ponse to teacher. Teacher initiates the contact or solicits
student statement.

STUDENT-TALK INITIATION: talk initiated by students.

10)

SILENCE OR CONFUSION: pauses, short periods of
silence and periods of confusion in which communication
cannot be understood by the observer.
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APPENDIX C. 1

Indices According to Flanders for the Description of
the First Experiment Matrices

Case  Lecture Case Lecture Case Lecturd
B-1 B-2 B-3 B4 B-5

1. Per Cent Teacher-Talk . 64.2  75.7 52.5 788 61
2. Per Cent Student-Talk  30.5 19.8  39.1 13.8 309
3. Per Cent Silence or =i

Confusion 5.3 4.5 8.4 7.4 8.1
4. Teacher Response Ratio
5. Teacher Question Ratio

6. Teacher Immediate
Response Reaction
7. Teacher Immediate

"Question Ratio
8. Student Initiation Ratio 58 47 438 209 55.1
9. Content' Emphasis 482\ 636 259 | 597 1 26.8
10. Total Sustained
Discourse 556 62.7. 457 56.1 42.8
“11. Student Sustained
Discourse 67 56.8 53.2 29.8 478
12, Indirect-Direct Ratio .64 32 1.67 17 O £ 5 |
13. Indirect-Direct Ratio

(Revised) S0 33 60 20 62
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APPENDIX C. 2

Indices According to Flanders for the Description of
the Second Experiment Matrices

Case _Lecture Case Lecture Case Lecture _
A-l A2 A3 A4 A5 A6

|
Por Cent Teacher-Talk 476 769 36 = 903 486  88.2
Vo Cent Student-Talk 511 184  58.1 34 495 85

[ E’lr (ent Silence or i !
 Confusion 1.3 4.7 5.9 6.3 1.8 3:3

' iﬂ‘ncher Response Ratio
iT'lcher Queétion Ratio.
|

Yoncher Immediate
Iesponse Reaction

Yencher Immediate
' ‘ (Juestion Ratio

Mtudent Initiation Ratio 96 344 844 308 8LS 355
| i

i(.'nnlent Emphasis 887116631 55 ' [ B55: 68 89.2
' il'l'mal Sustained £l

‘ Discourse 892 Uua 907 (835 159 | 879

| Mtudent Sustained
Discourse 915 633 8lé6, 23.1 84.1  67.7

| Indirect-Direct Ratio i SR IR o o~ SRR Rl

Indirect-Direct Ratio -
 (Revised) 1 32 9 5 15 24
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