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Personal Brand Logos (PBL’s)] have been utilized in business courses to encourage
professional development (Montoya & Vandehey, 2002), leadership (Rampersad, 2009)
and creative design (Kucharska & Mikolajczak, 2018) among others. This also comes on
the helm of the Personal Branding Phenomenon (Khedher, 2018) which argues that
individuals are adopting marketing principles to position themselves effectively in the
professional landscape. The current study will extend the literature by adopting the
Personal Branding approach to increase student success in the classroom. Students
enrolled in an introductory marketing course were asked to develop a Personal Brand
Logo (PBL) that they would wear throughout the course. Data was collected on knowledge
and skill development as well as personal reflection essays. Findings support the
utilization of PBL’s to encourage engagement and retention among all students and
specifically among students who claimed low interest in the material.

Introduction

Brand logos have the power to elicit cognitive and emo-
tional resources in the marketspace (Keller, 1993). Keller
and Aaker’s Brand Equity model (Aaker, 1992; Keller, 1993)
set out to demonstrate the financial contribution that logos
can have on products. Various studies have been conducted
to explore the processes, antecedents and consequences of
logo adoption on products and services (Burnham et al.,
2003; see Fa & Khamehchi, 2024). Furthermore, this is a
core knowledge that marketing educators aim to teach stu-
dents at all levels in marketing curriculum.

More recently, personal brand logos (PBLs) have been
promoted as a means to apply this similar process to the
advocacy of individuals in various situations (Frank, 2025;
Kucharsha & Mikolajczak, 2018; Rampersad, 2009). PBLs
have been adopted in multiple approaches including pro-
fessional development and career preparedness (Frank,
2025), digital content management (Kucharsha & Mikola-
jczak, 2018), entrepreneurship (Vitberg, 2010) and others.
While these applications have focused on specific upper-
division courses, there has been a dearth of articles that
illustrate its usage in student engagement, retention, and
success in introductory marketing courses. Introductory
marketing courses provide an important environment in
which to apply personal brand logos due to their broader
audience and higher than average dropout rates (Krueger
& Storlie, 2015). In their 2024 article in the Journal for

the Advancement of Marketing Education, Valdez, Villegas
and Penn undertook a study that reviewed the teaching
of personal branding on LinkedIn. The authors indicate
that marketing faculty should be encouraged to teach per-
sonal branding earlier in a business program. Thus, the cur-
rent study provides a case study of one application of per-
sonal brand logos in undergraduate introductory marketing
courses.

Literature Review
Brand Placebo Effect

In their 2014 article, Ji Kyung Park and Deborah Roedder
John tested the amount and process of influence that brand
logos can have on a person’s performance in academic and
athletic situations. Students were given either branded or
unbranded pens in test environments and branded or un-
branded athletic apparel in exercise environments. Across
the studies, Park and John (2014) found that branded items
could influence performance and were especially influential
when students held entity theorist mindsets through en-
hanced self-efficacy in the specific field under investiga-
tion. In their suggestions for future research, Park and John
(2014) posited that, by using well-established brands, the
associations that consumers attribute to the logos would
be consistent and aligned with the task being performed by
participants. However, this assumes that all consumers as-
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sociate the brands with similar attributes and in a favorable
manner.

Garvey, Germann, and Bolton (2016) extended this ap-
proach to show that the adoption of attributes assigned
to brand names and logos by participants was similar to a
placebo effect. The authors stated, “The performance brand
placebo is due to a lowering of task-induced anxiety, driven
by heightened state self-esteem” (pg. 931). Thus, as a per-
son’s level of anxiety lowers, their perceived focus on the
task at hand increases and their self-confidence in achiev-
ing the desired outcome also shows positive shifts.

The “Placebo Effect” met considerable interest in mar-
keting literature with researchers contributing to the field
by testing its effect on various consumer decision-making
processes including price perceptions (Shiv et al., 2005),
healthy food purchasing (Huang et al., 2024), cheating
(Gino et al., 2010), Country of Origin effect (Lazzari &
Slongo, 2015), and others. However, not all literature sug-
gests that the Placebo Effect results in positive outcomes
for the consumer. In their 2020 article in the Journal of
Consumer Psychology, Banker, Gosline, and Lee argued that
when utilized in a service-oriented scenario, such as
branded golf lessons, the Placebo Effect could act as a
source of increased anxiety. “..unlike performance-en-
hancing products, which act as teammates serving and as-
sisting consumers in achieving performance goals, perfor-
mance-enhancing experiences act as coaches demanding
outcomes from consumers, who take on a more subservient
apprentice role,” (pg. 140). The researchers conducted an
experiment where college students participated in a brain-
training exercise that was either branded with NASA logos
or no logos. They found that students in the branded sce-
narios answered a significantly lower number of questions
than in the non-branded group, leading the authors to con-
clude that in certain situations, premium logos can create
a “brand-as-master” situation where consumers attempt to
live up to the prescribed expectations of the brand which
can lead to negative results.

It is worth noting that each of these studies utilize ex-
isting brand logos and the average associations that society
prescribes to these brands. However, the current study
looks to investigate personal brand logos and their effect
on student engagement, comprehension and learning in in-
troductory marketing courses. By having individuals design
their own brands, associations attributed to the brand as
well as Brand Equity are known.

Personal Brand Literature

Personal branding has been a popular development in
modern society and relates to an individual’s creating a
logo specific to them as a tool to promote self in the market
(Khedher, 2015). It presents an individualist approach
where every person may be considered a brand. Khedher
(2015) proposes that Personal Branding is a three-stage
process: first, a person develops a personal brand identity
by investing attributes that have cultural capital within es-
tablished organizational fields; second, a person manages
their brand’s position by managing impressions through

both non-verbal and verbal behaviors; and third, the person
assesses based on feedback from society.

The personal branding phenomenon has been popular-
ized throughout the last 30 years through the expansion of
popular press books on self-improvement. In his 1997 book
entitled The Brand Called You, Tom Peters promotes the
self-branding approach as a method for personal career ad-
vancement. He states, “We are CEOs of our own companies:
Me Inc. To be in business today, our most important job is
to be head marketer for the brand called You.” (pg. xi). The
book walks a person through the activity of creating a per-
sonal brand and provides best practices for marketing your
personal brand to career advancement. Peters (1997) argues
a person should be using the same methods that companies
use in establishing and managing their brands in the mar-
ketspace. Readers are encouraged to write their own mis-
sion statements, brand manifestos, and marketing plans as
it relates to personal advancement in their respective ca-
reers.

The personal branding phenomenon has also seen ap-
plication in educational settings. PBLs have been utilized
in business courses focused on professional development
(Montoya & Vandehey, 2002), leadership (Rampersad,
2009), creative design (Kucharsha & Mikolajczak, 2018),
and accounting (Vitberg, 2010) among others. In their book
titled, The Personal Branding Phenomenon: Realize greater
influence, explosive income growth and rapid career advance-
ment by applying the branding techniques of Oprah, Martha
and Michael by Montoya and Vandehey (2002), the authors
denote how the concepts of personal branding can be used
in business courses to best position a student as they enter
into the marketplace. The authors provide “Eight Laws”
that personal brand builders should follow to manage their
equity in their profession. These laws consist of leadership,
specialization, personality, distinctiveness, visibility, per-
sistence, unity, and goodwill. Each chapter uses well-known
brands such as Oprah and Martha Stewart to illustrate these
laws in the establishment and management of their brand
over time. The book ends by challenging users to adopt
a corporate branding mindset in how they approach their
professional careers.

Rampersad’s (2009) book titled, Authentic Personal
Branding: A new blueprint for building and aligning a power-
ful leadership brand focuses on how to utilize the personal
branding mindset to developing leadership qualities. The
author focuses on authenticity’s role in effective leadership
and posits that people follow leadership who seem identi-
fiable. Through personal branding, the author posits that a
person can develop admirable leadership qualities and pro-
ject them to the target audience. Regarding the generation
of an individual’s brand the author argues that “...your per-
sonal brand should emerge from your search for your iden-
tity and meaning in life and it is about getting very clear on
what you want, accepting it, fixing it in your mind, giving it
all your positive energy, doing what you love and improving
yourself continuously.” (pg. xiii).

Kucharsha and Mikolajczak (2018) expanded the practice
of personal branding into the knowledge economy. In their
2018 article, they looked at artists and found that personal
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branding was important to establishing the necessary net-
work connections needed to be successful in art-related
fields. Expanding on this, Kucharsha (2022) wrote a book
entitled, Personal Branding in the Knowledge Economy: The
Inter-relationship between Corporate and Employee Brands.
In it, the author suggests that the practice should be ap-
plicable to any profession in the knowledge-based econ-
omy. “Personal branding in the new-networked reality be-
came a new in-demand skill for all professionals today...
personal brands are predominantly a tool for the self-pre-
sentation in the networked reality. To be well-known and
be known for the best, personal branding activity helps to
achieve success in the networked business environment”
(pg. 1). The author provides a conceptual framework for the
Personal Brand Equity Structure. The framework offers an-
tecedents and pathways for personal brand equity to be de-
veloped. Specifically, self-confidence, self-esteem, self-vi-
sion, self-concept, and self-awareness are seen as being the
foundational concepts by which personal brands may be de-
veloped; reiterating the importance of self-reflection nec-
essary for authentic personal branding to be possible.

Vitberg (2010) added the accounting profession to the
list of business subjects to apply PBLs. He promoted a
process by which individuals create a brand logo, craft per-
sonal brand equity statements, and manage their personal
brand equity just like a firm develops and manages corpo-
rate brands. He argued that the accounting field (a knowl-
edge-based industry) requires a strong network of connec-
tions. In addition, accounting professionals need awareness
of one’s self to be successful. “Building a reputation in the
accounting profession takes time but is critical to success.
Traditionally, partners build their reputation, or personal
brand, by pushing information out to clients, prospects and
friends. The timeworn mantra “it’s not what you know,
but who you know” has been a fundamental building block
for counseling younger partners and rising stars.” (pg. 42).
Vitberg recommends new accountants develop marketing
plans for their personal brand including attributes that they
deem important as well as marketing strategies for commu-
nicating these messages to the market.

More recent studies include addressing leaders’ personal
branding tactics specifically as it relates to the use of social
media platforms (Venciute et al., 2024). Venciute and col-
leagues found that organizational leaders developed and
maintained their personal brand through social media plat-
forms such as LinkedIn. Findings suggested personal and
organizational outcomes were affected by executives’
strong focus on personal branding strategies. Specifically,
the authors argued that leaders see associations between
the organization’s brand and their own personal brand. At
times, leaders can find tensions between maintaining their
personal brand authenticity while still maintaining the best
brand position for the organization.

Additional research has focused on the use of personal
branding among students and young professionals. Loke
& Zheng (2025) investigated the use of personal branding
strategies among Chinese entrepreneurs. Salsabila and Pu-
tra (2025) showed how Emotional Intelligence and Learning
Agility may impact a student’s proficiency with personal

branding strategies that lead to early career success.
Valdez, Villegas and Penn (2024) apply Personal Branding
on LinkedIn in an upper-level marketing course.

While the personal branding approach has been utilized
in a variety of fields, there is a lapse in utilizing this ap-
proach when it comes to educational achievement includ-
ing acquisition of knowledge, retention, engagement and
self-efficacy in subjects. Higher education as an industry
has seen considerable shifts over the last decade and in-
stitutions are increasingly aware of business metrics as a
means for survival. Applying personal branding to educa-
tional experience seems a path that is positioned well for
the modern environment.

Curriculum Development

In their 2007 article, Norm Borin, Lynn E. Metcalf, and
Brian C. Tietje posit that marketing educators need to peri-
odically evaluate their curriculum to ensure that content is
up-to-date as well as administered in an effective manner
that best fits the needs of the current student body. In-
cremental disruptions in the curriculum compound diffi-
culties in educating. This can result in a discipline to mis-
step many areas. The authors cite five sources of curriculum
disruptions: bureaucratic forces, personality and leadership
change, market-driven forces, professional-driven change
and learning community-based change. The authors pro-
pose a process that requires practitioners’ commitment,
consensus, collaboration, and compromise as a means to
instill a culture of innovation into the curriculum develop-
ment in marketing departments.

Since this article, it seems that all five sources have im-
parted changes in the higher education industry, making it
even more relevant for marketing instructors to assess and
innovate in their methods of educating students. In her ed-
itor’s corner, Victoria Crittenden (2023) wrote about evolu-
tion vs. revolution in the marketing educational field. How
COVID, the fragmentation of higher education industry and
explosion of modalities and offerings for a decreasing base
has created the unique zeitgeist that we face today. Taking
these articles’ call to action, the current research looked to
investigate core obstacles to student success. Academic en-
gagement (Taylor et al., 2011) and self-efficacy (Bandura,
1997) were found to be core antecedents to student suc-
cess in early college courses (Honicke & Broadbent, 2016;
Richardson et al., 2012).

Student Engagement

Regarding higher education, research assesses engage-
ment at the “macro level” where data is assessed at the
institutional level with emphasis on retention and grad-
uation rates (see Zhang, 2020). These approaches are in-
creasingly being adopted by state and federal governments
to assess the well-being and sustainability of institutions of
higher learning. However, an alternative focus on “micro-
level” factors has been emphasized to some success (see
Handelsman et al., 2005). In 2007, colleagues at the Uni-
versity of Colorado at Denver developed the Student Course
Engagement Questionnaire (SCEQ) to assess student en-
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gagement at the individual course level. They posited a
23-item, 4-dimensional scale to measure the level of cogni-
tive allocation to the course as an indication of student en-
gagement. They argued this allocation can be measured on
four dimensions: skills, performance, emotion, and partici-
pation. The “skills” dimension looked to capture the degree
to which students were applying the concepts presented in
the course curriculum such as “taking good notes in class.”
The “participation” factor looked at the interaction that
students had with the instructor and other students with
questions such as, “Helping other students.” The third fac-
tor was labeled as “emotional” which was to represent a
student’s emotional involvement with the class material in-
cluded questions such as, “Think about class material out-
side of class sessions.” The fourth and final dimension was
labeled, “performance” which was aimed at capturing the
student’s perceived mastery of the content and included
items like, “Being confident that I can do well in the class.”

Since first being proposed in 2007, the SCEQ has been
utilized by many researchers across various subjects to
mixed results. Zhang (2020) utilized the SCEQ to inves-
tigate undergraduate students across all majors at a Chi-
nese institution. Randell et al. (2024) investigated the us-
age of simulation in introductory business courses and the
impact of student engagement. Many researchers have uti-
lized the tool to investigate student engagement during the
COVID-19 pandemic (see Bozan et al., 2024). In summa-
tion, with over 900 citations, the SCEQ scale has estab-
lished itself as a premier scale for investigating student in-
volvement in course designs.

Methodology
Questionnaire Design

A multi-sectioned questionnaire was developed for this
study, forms of which were administered for both the pre-
test and the post-test. The first section of the questionnaire
included basic demographic information including gender,
year in school, major, current GPA, and age. Additionally,
students were asked questions about their involvement
with other student organizations and athletics. The second
section of the survey started with a question on the stu-
dent’s interest in the subject (marketing). This was mea-
sured using a 5-point Likert-type scale (1=Not at all In-
terested; 5=Extremely Interested). Then, participants were
asked questions about their perceived understanding of key
concepts that were to be covered in the course. These ques-
tions were designed to determine a base-level of perceived
knowledge about these core concepts and was in line with
university curriculum assessment policies. All items were
measured on 10-point Likert-type scale with 1=Not at all
knowledgeable and 10=Extremely Knowledgeable. The
third section included the 23-item SCEQ developed by Han-
delman and colleagues (2005). These items were measured
on a 5-point Likert-type scale with “1 = Not at all Charac-
teristic of me” and “5 = Very Characteristic of me.” Finally,
students were asked to come up with a unique 4-digit series
that would serve as their unique identifier to be used during
the 21d iteration of the survey at the end of the semester.

Data Collection

In Fall 2023 and Spring 2024, students enrolled in the
Principles of Marketing course were provided the following
study administration. During the 3'd week of class, they
completed the pre-test survey during class through Canvas;
the online LMS used at the university. Students were in-
formed that this was part of an overall course assessment
and that responses would not impact their individual grade
in the course.

Upon completion of the pre-test survey, and over the
subsequent weeks in the semester, students were exposed
to core introductory content in marketing as well as ad-
ditional content built around Placebo Effect, authenticity,
storytelling, history of marketing industry, and brand eq-
uity (see Figure 1). During the 8th week of the semester,
students were given their midterm exam. After students re-
ceived their grades for their midterm, students were pro-
vided with an extra credit activity where they were asked
to create their own personal brand logo. Students were en-
couraged to utilize any software to create their logo (e.g.
PowerPoint, Canva, etc.) but that the end logo had to fit in
a 3-inch diameter circle. Students also had to write a short
(1-2 page) description explaining their logo and the asso-
ciations that they ascribed to it. After students had devel-
oped their personal brand logo, the instructor of the course
brought into class a button-making machine. During class,
students had the opportunity to make a button that had
their logo on it.

Shortly after this activity, students were offered a second
extra credit assignment. Students who opted into the study
could select to wear their own personal brand logo or a
button that contained the logo of the university they at-
tended during class sessions throughout the remainder of
the semester. Students who opted into this portion of the
research were invited into a secure online Learning Man-
agement System (LMS) where they would complete check-
ins as well as a self-reflection essay to be completed at the
end of the semester. The self-reflection essay had open-
end discussion questions such as, “What, if any, expecta-
tions did you have at the start of the time of them wearing
the button? How did you feel wearing the button in public
space? and Did you feel that wearing the button changed
your experience in the course?” All essays were submitted
via the online LMS and only available to the individual stu-
dent and instructor of the course. No identifiable informa-
tion was collected in the essays.

Finally, during the last week of class, all students en-
rolled in the course were asked to complete the post-test
survey. The survey contained the same subject knowledge,
level of engagement, self-efficacy, and demographic ques-
tions that they completed at the beginning of the semester.
Students were asked to input their unique self-generated
4-digit code that they supplied at the pre-test in order to
connect responses. The only additional questions added
were 1) “Did you participate in the button research study?”
and 2) “If so, did you wear your own personal brand logo
or the button with the university’s logo?” An outline of the
course can be found in Figure 1.
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Results

Across two semesters and a total of four sections of the
course, a total 149 surveys were completed. Eighty students
decided to participate in the Button Study with 72 wear-
ing their own design. Due to low sample size, no compari-
son between personal design logo and university logo wear-
ers was able to be performed. For the remainder of analysis,
only the 72 personal design Button Study participants will
be analyzed.

Demographics

Reviewing the demographic data, showed a relatively
even composition of males and females across total en-
rolled and Button Study participants. There were no sig-
nificant differences in gender, year in school or participat-
ing in student organization or student athletics across total
and Button Study participants. The majority of participants
were sophomores in college, as was consistent with the cur-
riculum guidelines and structure of the course. Students’
majors were diverse across both total and Button Study par-
ticipants; with the highest being accounting (16.4%) and
finance (16.4%). At 13.7%, marketing was the third most
popular major. Collectively, we saw 57.8% of participants
coming from a major within the College of Business, (ac-
counting, economics, finance, management and market-
ing); with 10.9% from construction management, 6.8%
from education, 5.5% from communication or sports man-
agement. Finally, nearly 60% of students were also mem-
bers of other student organizations (59.7%) and 3.4 % were
student athletes (see Table 1).

Analysis: Base of Knowledge

Looking at interest in the subject in the pre-test survey
data, we saw 13.5% of total participants claiming Top 2
Box (9 or 10). The average score among all participants was
6.84 which was consistent across those who did participate
in the study (Upytton = 6-91) and those who did not par-
ticipate in the study (Uyoputton = 6-77)- While study par-
ticipants show a slightly higher average level of interest,
this was not significantly different (F=0.314 p=0.755). This
continues as we see the results of self-prescribed under-
standing of key content that was presented in the course
with all items receiving a mean source of understanding
ranging from 4.45 (History of Marketing Industry) to 6.58
(4 P’s) with the majority of students denoting relatively
low to middle knowledge about each of the items. It is
worth noting that participants in the Button Study showed
slightly higher levels of knowledge in most of the topic. In-
terestingly the two topics that Button Study participants
scored lower on average were the 4P’s and Global Market-
ing. This could be due to the extra credit associated with it
or perhaps the activity connected with person on a level not
aligned with their original understanding of the marketing
discipline. The 4P’s are a staple concept taught in many
business courses in early college and high school. Nonpar-
ticipants may have ranked their perceived knowledge on
these subjects higher in comparison to the other topics.

Analysis: PCA

Prior to any analysis, it is important to test the reliability
of the SCEQ scale. As a first step, a principal component
factor analysis was performed. Eigenvalues of over 1 were
extracted. Initial PCA showed a 4-factor model with Eigen-
values over 1.0. Two items from Skills, 3 items from Par-
ticipation and 1 item from Emotional Engagement were
removed leaving a 4 dimension, 17 item model which ex-
plained 71.3% of total variance and all Eigenvalues over 1.0.

Cronbach alpha was calculated using IBM SPSS version
28. The data showed factor-loadings level for the revised
4-factor, 17-item model to all be acceptable (> 0.60) with
relatively low crossloadings. In addition, 62.32% of the to-
tal variance was explained by the revised model. (see Table
3) Cronbach alphas were calculated for the adjusted di-
mensions. All received acceptable levels of reliability with
values ranging from 0.855 (Skills) to 0.734 (Performance)
(Cortina, 1993).

Analysis: Pre vs. Post

Utilizing the revised model, we analyzed results for those
who participated in the Button study against those who
chose not to participate. We see that there was no signifi-
cant differences in initial scores across the two groups. Stu-
dents who participated in the Button study showed an av-
erage score for Total Engagement of 3.371 while those who
did not participate showed an average value of 3.414 (t-
value=0.979). Looking at each underlining dimension, we
see that Performance showed the highest mean at 3.808 for
participants and 3.696 for non-participants. Participation
showed the lowest mean at 2.873 for participants and 2.858
for nonparticipants. These means would suggest that stu-
dents did not seem to be engaged in the course early in the
semester. This was consistent across genders, and business
or non-business majors, and would be partially expected for
students in a new course.

In comparing results from both surveys we see that there
was a significant change in the Total Engagement results
across Button Study participants, (uEngagementPRE = 3.371
VS. HEngagementPOST = 3.814; p <.001 ). There was no signif-
icant change in Total Engagement among nonparticipants
(uButtonEngagePRE = 3414 vs. uButtonEngagePOST = 3.669 ).
Looking at the individual dimensions, we see that among
those that did participate in the Button study, their average
scores across Emotional Engagement (g, prg = 3-352 vs.
PMEmoroST = 3-657; p <.001) and Participation /Interaction
(Upartpre = 2-873 VS. UpyriposT = 4-153; p <.001) were in-
creased significantly. The strongest affect seemed to be
among Participation leading one to conclude that the But-
ton participation made students feel more participatory in
the course. Looking at nonparticipants, we see that only
Emotion saw a significant increase from the beginning of
the semester to its conclusion (Ug,oprg = 3-344 VS. Ugm,-
posT = 3-923; p <.001. This would lead one to speculate that
even those students who did not participate in the study
felt more emotionally connected to the class over the se-
mester.
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Table 1. Participant Profiles

Items Total (n=149) Button (n=72) No Button (n=77)
Gender
Male 56.4 55.6 571
Female 42.3 43.1 41.6
Other 1.3 1.3 1.3
Year in School
Freshmen 154 15.4 154
Sophomore 69.9 70.8 69.1
Juniors 134 12.5 14.2
Seniors / N/A 1.3 1.3 1.3
Intended Major
Accounting 16.4 16.7 16.1
Finance 16.4 194 13.6
Marketing 13.7 13.9 134
Management 10.0 12.5 7.7
All Business Majors 57.8 59.7 56.0
Construction Management 10.9 12.5 9.5
Education 6.8 6.9 6.7
Communication / Graphic Design 5.5 8.3 3.0
Sports Management 5.5 6.9 4.2
All Other Majors 13.5 5.7 20.8
“Yes” participating in student organization 59.7 58.3 61.0
“Yes” a student athlete 10.1 13.9 6.5

Table 2. Interest in Subject and Base of Knowledge

Items Total (n=149) Button (n=72) No Button (n=77)

How interested are you in the subject of Marketing
Top 2 Box 135 131 13.8
Bottom 2 Box 114 15.3 7.8
Mean 6.84 6.91 6.77

How knowledgeable do you feel on the following subjects Utotal HButton UNoButton
Marketing Mix 5.30 5.58 5.04
History of the Marketing Industry 445 446 444
Ethics in Marketing 5.47 5.64 5.31
Professional Marketing Organizations 4.62 4.69 4.55
Digital marketing 5.84 6.26 5.45
The4P’s 6.58 6.30 6.84
The role Marketing holds in society 6.25 6.49 6.03
Legal and regulatory governance in marketing 453 4.54 452
Global Marketing 5.12 5.05 5.18

The impact of Button Study participation seems more Study participants and nonparticipants. We see that both
evident when we look at the change in knowledge over the groups showed an increase in knowledge over the course
course. Table 4 shows the change in mean score for Button of the semester; as one would hope. However, this increase
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Table 3. PCA Results for Revised 4 Dimensions, 17-item Model

Items Factor Variance
Loading Explained

Engagement 62.32%

Skills (6 items) a=0.855 20.93%
Doing all the homework problems 670
Taking good notes in class 763
Looking over class notes between classes to make sure | understand the 725

material

Putting forth effort .700
Being organized 642
Listening carefully in class .633

- = 14.29%
Thinking about the course between class meetings 613
Really desiring to learn the material .602
Finding ways to make the course material relevant to my life .835
Applying course material to my life .880

- = 13.64%
Raising my hand in class .830
Going to the professor’s office hours to review assignment 654
Having funin class 616

Performance (3-items) a=0.784 13.45%
Getting a good overall grade .860
Doing well on the exams 665
Being confident that | can learn and do well in the class .700

in knowledge is more pronounced among those who par-
ticipated in the Button Study with the average gain being
2.73 among Button Study participants and 2.05 average in-
crease among those who did not participate (t-score=3.02;
p <.001). Looking at specific topics, most topics showed a
significantly higher increase in skills learn among Button
Study participants and No Button participants. The only
topic that did not see a significantly different change was
Digital Marketing. This topic is only introduced in the in-
troductory course; with later courses going into more de-
tail. This suggests that learning outcomes showed signifi-
cantly higher improvement among those who participated
in the study.

Analysis: Moderating Effect of Interest in Subject

We next examined whether interest in the subject had
a moderation effect. First, we performed a median split
and divided groups into High- and Low-Interest. Results
showed that interest in the subject did moderate the impact
of the Button Study (F=4.542; p <0.05). Specifically, those
with lower ascribed interest in marketing at the start of
the semester showed higher change in engagement by the
end of the semester. This was primarily due to significantly
higher gains in Participation and Performance dimensions.
One would conclude from this analysis that the Button
Study showed a positive impact on student engagement

over the course of the semester and that this increase was
inversely related to the student’s interest in the subject.

Analysis: Student Essays

The final stage of analysis allows us to investigate the
written essays from participants in the Button Study about
their experiences. As a reminder, all students were required
to write an essay about the creation of their personal logo.
They were asked to address the components of the logo
and meaning associated with these components. Addition-
ally, for students who opted into the Button Study, at the
conclusion of the semester, students wrote essay responses
to address key questions (What were your expectations as
you started this activity? How difficult was it to wear your
button in public? Do you feel your effort in the course
changed? Why/Why not? Do you feel you comprehended
the material better after starting the project? Why?/Why
not?) The next section of this paper will present the analy-
sis of students’ responses for themes.

Process for Creating Personal Brand Logo

When asked about how students developed their per-
sonal brand logo, students appeared to draw from two dif-
ferent perspectives. The first perspective was from a lens
of professional advancement where the focus was on how
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Table 4. SCEQ Results

Items Button (n=72) No Button (n=77)
Pre-test Post-test Pre-test Post-test
Total Engagement 3.371 3.814" 3.414 3.669
Participation 2.873 4.153" 2.858 3.021
Performance 3.808 3.912 3.696 3.965
Skill 3.601 3.750 3.615 3.632
Emotion 3.352 3.657" 3.344 3.923"
ABase of Knowledge Button (n=72) No Button (n=77)
A Marketing Mix 2.55 151"
A History of the Marketing Industry 3.51 2457
A Ethics in Marketing 3.15 253"
A Professional Marketing Organizations 247 1.62"
A Digital marketing 1.75 1.38
AThe4P’s 2.92 2.40"
AThe role Marketing holds in society 2.55 224
A Legal and regulatory governance 2.98 2217
A Global Marketing 2.66 2.15°
Average A 2.73 2.05"
t-score 2.053"
*=p<.05
** = p<.01
Table 5. Moderating Affect of Interest in Subject
Items Low (n=74) High (n=75)
ATotal Engagement 0.324 0.110
A Participation 1.217 0.538
A Performance 0.353 0.021
A Skill 0.157 0.006
A Emotion 0.112 0.105

their PBL would be perceived in the specific professional

wanted something that was fun and creative that peo-

field that they inspired to pursue.

ple in the industry would see and be impressed with.”

Participant A: “I was aiming to embody a simple, hon-
est, and professional meaning to the logo. With count-
less other construction competitors in the market, both
small local, to large outsiders I wanted to create some-
thing different. A common trend...was that they over-
whelmed their services. Having a company name, logo,
slogan, big pictures, contact info, and an endless list of
the services that company offers (roofing, siding, win-
dow, painting, concrete etc.) is far too much. This was
something I was strictly trying to avoid, steering away
from too much information while maintaining an at-
tractive, simple and professional look.”

Participant B: “I wanted a design that look recognizable
in the market. As I am going into graphic design, I

Alternatively, students approached their design with a
personal narrative. Students discussed how there were as-
pects of their personal identity that they wanted to demon-
strate in their logo. Stories of past experiences that im-
pacted them greatly and were part of their personal
narrative were expressed. Here, the position was less on
what others, specifically professionals, would see in their
logo and more about wanting to illustrate their identity as
a reflection of their journey.

*Participant C: “*When it came to designing my but-
ton, I did experience some struggles in the creative
process. I easily could have made the button very sur-
face-level and thrown on a couple of colors I prefer.
However, I understood that if [ hadn’t created a button
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that felt personal, I wouldn’t have been doing the study
correctly. So, I decided to take time and truly figure out
what kind of button I would feel a sense of pride with.
I wanted to represent me. That’s why I included a dove
because I felt like since I was little, my religion was
very important to me. And the dove is important to the
promise that God made to Noah after the flood.”
Participant D: “When I was creating my logo I wanted
to tell my story. I wanted people to see it and see a part
of me. For me, that meant including my pet dog. It is
hardly ever a chance that people don’t see me without
my dog. I also wanted to use colors that I like and that
expressed my personality”

Difficulty with wearing the button in public

Most students indicated that they felt somewhat con-
spicuous at first; however, once they started consistently
wearing the buttons in the classroom students indicated
that feeling disappeared rather quickly In fact, from the
comments below, it is apparent that students not only felt
comfortable wearing the button in the classroom, but many
would forget to take it off once they left the classroom.
When this did occur, students did not feel uncomfortable
wearing the button in public and some even felt proud.

Participant C: I had no problems showcasing my button
in class... In class, if I forgot to put my button on, first
I would look up and see others wearing their buttons
and remember to put mine on... Indeed, my button rep-
resented me so well. It was clear that my classmates
enjoyed wearing their buttons too because we all first
thing would put it on even without a reminder. It was
kind of like how some people rest their pencils on their
ear but instead we pinned a button on our clothes. Re-
ally you just kind of forget it is there until you notice it.
I can’t reiterate that point more but seriously I would
forget it was even on. Having to put it on was like rou-
tine.

Participant D: 1 would completely forget I was wearing
it. There were times after class I would leave and did
not realize I still had the button on until I got to the
truck or sometimes home.

Perceived change in effort or comprehension

Responses to this question were more varied in nature
with some students indicating their effort did indeed in-
crease in the classroom while other students stated that
they were not sure. Some students felt the effort they ex-
pended in the class was not dependent on the button and
they give their full effort in a class no matter what stimuli
may be introduced. Others commented on how drawing
their attention to wearing their personal logo made them
more aware of why they were in the class and the antic-
ipated goals that they wanted to achieve throughout the
course. By reminding themselves of their desired goals, stu-
dents denoted how it made them focus more on making
sure they exerted the efforted deemed necessary to achieve
those goals.

Participant G: Honestly, I find my effort in this class has
both increased and decreased, I decreased my in-depth

reading of the textbook but increased the notes that I
took and used in class.

Participant H: I think my effort in class changed slightly
after starting the personal brand logo button project.
By the end of the semester, wearing the button became
part of my routine, and it almost subconsciously put
me in a learning mindset when I entered the classroom.
It made the transition into class time easier, especially
after the weekend or a break. I'm also relatively shy
around new people, but the button project helped me
meet a few classmates. It helped serve as a great con-
versation starter. I found that talking about the mean-
ing behind my button often opened the door for deeper
conversations.

Students who claimed that their effort didn’t change due
to the experiment, provided comments of the experience
still engaging them with the course. The activity of design-
ing and wearing a personal brand logo connected the stu-
dents to the class even if their perceived effort wasn’t al-
tered. All students who participated in the study denoted a
positive experience and one they hope to be replicated in
future course offerings.

Participant I: 1T don’t think my effort in the course
changed because of the button. I think getting the but-
ton was a refreshing change of pace that made the con-
tent more receivable for a time, however I don’t believe
it changed the overall effort I put into the course.
Participant J: 1 do not think that my effort changed due
to wearing the button in class. It was a fun activity and
it helped me to get more excited about coming to class.
I also found myself talking to my friends about the but-
ton and then about the class. But I do not think my
individual effort changed. Maybe just my excitement
about coming to the class.

Do You Feel You Comprehended the Material Better
After the Start of the Project?

It is quite evident that students did not feel that they
comprehended the material any differently after starting
the project. While a few did indicate a positive response,
overall comments would indicate that this was not the case.
Most students appeared to be motivated by wanting to ob-
tain a good grade in the class and did not see how a button
could provide the impetus. For those who did cite a connec-
tion with comprehension and participation in the study, it
appeared that their initial expectations of the course con-
tent were less than other students. This would suggest that
it was students who had less knowledge or interest in the
subject who were more impacted in the area of comprehen-
sion while participating in the research. It should be reit-
erated that the Principles course is designed to provide a
broad overview of a lot of marketing concepts. For students
who have a business or marketing background or pre-ex-
isting intention to go into the field, many of the concepts
would most likely have been previously seen. However, stu-
dents from nonbusiness or marketing backgrounds ap-
peared to have connected the button with the marketing
concepts to better facilitate learning to occur.
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Participant M: I’'m not sure if I comprehended the ma-
terial or lectures better after starting the button pro-
ject. However, it might have helped because it facili-
tated my transition into class time. In a way, it gave my
brain a little kickstart in the mornings. Since it helped
me get into a marketing learning mindset, I would say
it likely improved my ability to comprehend the mate-
rial and information during class. I could see how it fit
my personal goal of starting my own construction busi-
ness. It created a subtle shift in my focus and made me
feel more prepared to engage with the content being
taught.

Participant N: Overall, I’d say that this social experi-
ment has had no effect one way or another on my abil-
ity to comprehend the study material provided in class.
It was fun to see how I could develop a logo that I could
use in my future profession. I guess that it help me
connect some of the concepts to what I plan to do after
graduation

Discussion

In conclusion, the effects of the Personal Brand Logo
(aka Button Study) showed positive effects on students’
level of engagement in the course, increased knowledge and
appreciation for the marketing concepts being taught. Doc-
umented through the SCEQ data, students denoted both
emotional and participatory engagement increases over the
course of the experiment. This suggestions that by having
students build something that is uniquely identifiable and
connected to their own self-identity or career aspirations,
the course became more relevant to them. As many stu-
dents denoted in their comments, they felt that they had
to do better because people saw their logo and associated it
with their efforts in the course.

The study showed positive effects among less-interested
students enrolled in the course. This suggests that this or
similar type activities are ideally positioned for introduc-
tory courses and for early (first- or second-year) students.
The button allowed for a personalized application of key
marketing concepts which in turn allowed for students less
familiar or interested in the subject to draw a parallel to
marketing and areas where they had more interest.

Finally, as we move to encourage more entrepreneur cur-
riculum and language in business courses (see Mai, 2024),
activities like the PBL can serve to broaden the application
of core business principles to a broader segment of a uni-
versity’s population. Through personalizing the concepts of
the marketing curriculum, students would be more likely
to visualize their time in higher learning as it relates to
their career aspirations. One area for future investigation
is a personal brand logo attached to a student’s transcript
or degree. As universities increase efforts to develop certifi-
cate programs though CRM software, by including a PBL ac-
tivity that is then assigned to the student as they progress
through their studies, might serve to facilitate personaliza-
tion and affiliation to their efforts across all courses they
take. Recent literature on Comprehensive Learner Records
(CLRs) illustrates the growing discussion around these
types of approaches to higher education (Munip & Klein-
Collins, 2024; Wolf et al., 2022).

One similar example to this recommendation would be
the inclusion of a student’s Clifton Strength Finders profile
to a student’s transcripts that University of Nebraska at
Lincoln does (Nebraska Today, 2022). While different in
that there, the university is using a third-party affiliated
personality assessment tool, here students would generate
their own brand persona that they could carry with them
throughout their academic tenure. It would also be another
“deliverable” that students can utilize as they move out
of college and into the workforce. PBL can be used on re-
sumes, portfolios, personal LinkedIn pages and/or websites,
all illustrating their personal journey and hopefully the im-
pact that our faculty, staff and institutions may have along
the path. While skepticism remains regarding the applica-
tion for PBLs assignment to collegiate transcripts, we are
seeing more and more personalization in collegiate deliver-
ables.

Limitations & Future Research

While this study provides a good foundation to support
the implementation of PBLs activities in marketing curricu-
lum, there remain some limitations. One limitation would
be sample size. As this study only collected research across
4 sections, it would be beneficial to have a larger sample
pool. It would also be good to have students across different
locations. Additionally, it could be beneficial to follow the
student’s performance in their courses after the study par-
ticipation. A longitudinal study would further substantiate
the claims of lasting impact that activities such as the one
outlined in this paper have on student long-term success.
Furthermore, it would be good to collect additional data
from non-participants. This could include essays about why
they did not participate, thoughts about the course, as well
as perceptions of learning outcomes.

Overall, the current paper presents an example of one
way that instructors can connect with the ever-changing
profile of students in introductory courses. By providing
an activity to allow students to develop a personal brand,
instructors can facilitate the discussion on career aspira-
tions and development plans. Additionally, by having the
personal brand logo, students can become personally in-
vested in their success in the course. Having a publicly
visible design that students embed with meaning, it ap-
pears to connect with students’ engagement from an emo-
tional and participatory standpoint. Through this and sim-
ilar methods, students with lower interest in the subject
may see connection and persevere through difficult periods
to achieve success in their academic pursuits.
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Figure 1. Course Schedule

Week Topics Assignments Due
Week Introductions: Syllabus Review Syllabus Quiz
1
Week Chapter 1: Marketing Industry Assign Groups & Personal PPTs
2
Week Chapter 2: Marketing Strategy Pre-test survey
3
Week Chapter 3: Ethics & Social Dan Ariely Ted Talk and write 1-paragraph essay on what ethics in marketing
4 Responsibility means to you.
Week Chapter 4: Consumer Behavior Video on data analytics and CB research in marketing
5
Week Exam 1
6
Week Chapter 6: Global Marketing Case study on Global Marketing
7
Week Chapter 7: Marketing Research Personal Brand Logo design submission
8
Week Chapter 9: New Products In-class activity to make button
9
Week Chapter 10: Products, Service & Start wearing button in class
10 Brands
Week Exam 2
11
Week Chapter 11: Pricing Pricing activity
12
Week Chapter 12: Marketing Channels Guest speaker from global supply chain firm & LMS Check-in
13
Week Fall Break: No Class
11
Week Chapter 13: Retailing & Retailing activity
12 Wholesaling
Week Final Exam
13
Week Presentations Reflection essay due
14

This is an open-access article distributed under the terms of the Creative Commons Attribution 4.0 International License
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