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Abstract 

The study investigated the implementation of marketing curriculum 
programme in senior secondary schools in Orlu education zone in Imo State. 
The study was guided by three research questions and corresponding 
hypotheses. The sample comprised of 226 students and 20 teachers in 19 
secondary schools which constituted 20% of the total population drawn 
through cluster sampling technique. Two instruments used to collect data 
were, teacher assessment questionnaire and students rating scale. The 
instruments were validated by three experts and reliability coefficient of .68 
and .64 were established using cronbach alpha method. Mean and Standard 
Deviation were used to answer the research questions while Pearson (r) was 
used to test the hypotheses. Results indicated that there was a significant 
relationship between levels of marketing curriculum coverage and the use of 
instructional materials for hypothesis one. For hypotheses two and three, 
there were no significant relationship between the levels of marketing 
curriculum coverage and teacher’s qualification and teaching-learning 
environment. The researchers recommend that stakeholders should ensure 
that all the instructional materials required to make teaching and learning 
smooth should be provided and used adequately.  

 
 
 
 Marketing is one of the new trade/entrepreneurship education programmes taught in senior 
secondary schools from SS1-SS3 which was designed to meet the key targets of the National 
Economic Empowerment and Development Strategy (NEEDS) which are expressed as: value re-
orientation, poverty eradication, job creation, wealth generation and using education to empower the 
citizenry. The overall goal of the curriculum is to prepare the students to face the challenges of the 
new millennium (NERDC, 2009). 
 Marketing is life. This connotes that everything man does on earth revolves around 
marketing. Man cannot do without interaction which involves exchange of one thing or another. 
Scholars around the world have defined marketing as follows: 
 According to the American Marketing Association (2013) marketing is the activity, set of 
institutions, and processes for creating, communicating, delivery and exchanging offerings that have 
value for customer, clients, partners and society at large. 
 For Heidicohen (2011), marketing is the process of getting a product or services from a 
company to its end customers from product development through the final sale and post purchase 
support.  Marketing as a specialized area in business is predicated upon exchange relationships that 
are mutually beneficial. It is a process through which sellers and consumers are brought together for 
the exchange of goods and services (NERDC, 2009). 
 Kotler (2011) defined marketing as the science and art of exploring, creating and delivering 
value to satisfy the needs of a target market at a profiting identities, unfulfilled needs and desires. It 
defines measures and quantifies the size of the identified market and the profit potential. It pinpoints 
which segments, the company is capable of serving best and it designs and promotes the appropriate 
products and services”. 
 The modern definition of marketing is the practice of creating value for the mutual benefit of 
meeting consumer needs and business objectives. In action, that means knowing and meeting target 
audience/community in formation discovery, consumption and sharing behaviours with relevant and 
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timely communications throughout the customer lifecycle. Those communications and relationships 
influence consumer behaviour to drive revenue outcomes (Odden, 2011) cited in (Ayodele, Habeeb, 
Ikechukwu and Idris, 2013). 
 According to Boone and Kurtz cited in Ayodele, (2013), “marketing is the process of 
planning and executing the conception, price, promotion and distribution of ideas, goods, services, 
organisations and events to create and maintain relationships that will satisfy individual and 
organisational objectives”. 
 The principle of marketing is anchored on exchange process through the performance of the 
following activities: buying, selling, transportation, storing, financing, risk-taking, standardization and 
grading, obtaining market information. 
 Marketing is very beneficial to mankind in the following ways; 
a. Job creation/employment provision. 
b. Fulfilment of self-goal or life dream. 
c. Improvement of standard of living. 
d. Revenue generation to the business organisation and the nation at large. 
e. Communication information dissemination. 
f. Creates platform for personal and international relationship/interaction. 
g. Utilisation and display of personal and people-skill. 
h. Gives room for healthy competition and rivalry. 
i. Promotes business growth and national income. 
j. Enhances self-empowerment and entrepreneurship skills. 
k. Builds self-confidence and motivation. 
l. Enables one to be a responsible and responsive citizen. 
 
In specific terms, the benefits of marketing as structured by the curriculum are explained as follows; 
 Self-employment connotes finding job for oneself for sustenance and self-dependence.  It 
means being occupied with an activity that fetches one an income. It means engaging in a business, 
trade or skilled activities that will bring money. To be an employer of labour, cost effective personal 
marketing outlets that one can establish include: 

Fashion designing, barbing, hair dressing saloon, selling of sporting equipment and wears, 
selling of upholstery, engaging in wholesaling of consumable items especially children’s products 
example: indomie, sweet biscuits, etc., flowering, painting and house decoration, GSM and electronic 
gadget repair, block making, brick laying and concrete work, keyboarding, music, photography, 
graphic arts and compu-graphic design, business centres, bookshops, fisheries etc. 
 According to Ayodele (2013:15), there are many benefits in establishing or opening personal 
marketing outlets, they are as follows;  
 
To provide the required skill for job creation and   poverty eradication. 
To reduce crime rates and other criminal activities. 
To promote national economic growth and development. 
To reduce high rates of unemployment. 
To promote the spirit of healthy competition. 
To encourage private partnership projects etc. 
 

Present day marketing is much more than just an isolated business function. It is a philosophy 
and a vocation requiring specialized skills, knowledge and technical know-how to function effectively 
in today’s competitive economy (Obioma, 2012). 

The introduction of marketing as a trade/entrepreneurship subject in Senior Secondary 
Education Segment is directed at equipping school leavers with the appropriate skills that will not 
only make them self-reliant, but functional in the creation of wealth and employment generation as 
responsible and disciplined members of their societies. 

In order to present marketing in a holistic and systematic manner to the students, the matric 
approach to content organisation was adopted and spread over the three years of SS1-SS3 in a manner 
to stimulate and sustain the interest of the students theoretically and practically. It is believed that at 
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the end of this course in SS3, the students could practice marketing as successfully or practice other 
sub-summed trade such as advertising, salesmanship, purchasing and supply and transportation. 
Adekoya (2004) claimed that for the Nigerian youth to be empowered economically, they should be 
given necessary skill acquisition and for this to be done, the curriculum should be effectively 
implemented. 

Curriculum implementation is the translation of what has been documented theoretically into 
practical terms. Babalolo (2004) viewed curriculum implementation to connote the multifarious 
activities of translating a complex curriculum conception in the form of design or plan into new 
patterns of practical action, usable and realizable in a teaching learning milieu. Okebukola (2004) 
described curriculum implementation as the translation of the objectives of the curriculum from paper 
to practice. Garba (2004) is of the view that curriculum implementation means putting the curriculum 
into work for the achievement of the goals for which the curriculum was designed.  Curriculum 
implementation therefore involves the real practical application of putting theory into practice in such 
a way that the overt outcome is noticed through the performance of learners in the classroom.  
 According to Offorma (2005), curriculum is a vehicle through which education is attained. 
The secondary school Marketing Curriculum as presently implemented is far from achieving the goals 
of marketing as trade/entrepreneurship educational system (Obanya, 2004). Babafemi (2007) and 
Dike (2009) have noted that the national policy on education was well structured and the contents 
were adequately defined but the implementation calls for question.  Investigation gathered shows that 
student’s potentials are not properly channelled as schools lack basic infrastructural facilities 
necessary for effective curriculum implementation. There are inadequate specialist teachers, and 
where available they focus more on the theoretical aspects leaving out the practical component. This 
situation calls for a critical evaluation of the mode of implementation of marketing curriculum in 
order to identify the root cause of the problem as well as gaps for reformation. 
 
Statement of Problem 
 More than two and half decades, majority of Nigerian students who have completed their 
secondary education but do not wish to continue with higher education are idle. This is because they 
are not well equipped with necessary skills to empower themselves. The training acquired at the end 
of secondary education seems inadequate to make the school leavers competent and self-reliant. 
Consequently, there is need for teachers to use textbooks, magazines, pictures, charts, consumer 
goods, catalogue, video clips, radio advert, tapes, market/shops, market place, resource persons and 
field officers in teaching marketing. 
 There is this assumption that effective implementation of marketing curriculum programme 
depends on teacher quality, availability and utilization of good instructional materials and conducive- 
teaching-learning environment. But the above is an assumption, it is not certain that teachers of 
marketing utilize available instructional materials while teaching and whether they teach under 
conducive learning environment as to enhance students productive learning. These concerns could be 
amplified by posing a number of critical questions: 
a. Would the use of instructional materials as listed in marketing curriculum make teachers and 

students find marketing and its applications easy to handle? 
b. Would the use of workshops, seminars, and on-the-job training help to retrain teachers 

irrespective of their various qualifications? 
c. Should academic/education management continue to use the current marketing curriculum 

knowing that there are many unconducive teaching and learning environments? 
 
Purpose of the Study 
 Generally, this study aimed at investigating the implementation of marketing curriculum 
programme in senior secondary schools in Imo State. 
 Specifically, the study sought to: 
a. ascertain the level or extent to which marketing curriculum coverage correlates with the use 

of instructional materials. 
b. determine the level or extent to which marketing curriculum coverage correlates with teachers 

qualifications. 

Implementation of Marketing Curriculum Programme in Senior Secondary Schools in Orlu Education Zone 
in Imo State 

Knowledge Review Volume 33 No. 2, December, 2015:  ISSN 1595-2126  



4 
 

c. ascertain the level or extent to which marketing curriculum coverage correlates with teaching-
learning environment. 

 
Research Questions 
 In carrying out this study, three research questions were formulated. These are; 
a. What is the relationship between the level of marketing curriculum coverage and the use of 

instructional materials? 
b. Does the level of coverage of marketing curriculum correlate with teacher qualification? 
c. What is the relationship between level of marketing curriculum coverage and teaching-

learning environment? 
 
Research Hypotheses 
 The following null hypotheses were formulated to guide the research; 
a. There is no significant correlation existing between level of marketing curriculum coverage 

and the use of instructional materials (P<0.05). 
b. There is no significant correlation existing between level of marketing curriculum coverage 

and teacher’s qualification (P<0.05). 
c. There is no significant correlation existing between level of marketing curriculum coverage 

and teaching-learning environment (P<0.05). 
 
Methodology 

This study is a correlation research. According to Ogomaka (2004), correlation research 
entails ascertaining the extent of relationship between two variables or among three or more variables. 
A sample of 20 SS3 marketing teachers and 226 SS3 marketing students were drawn from a 
population of 100 SS3 marketing teachers and 1128 SS3  marketing students in Orlu Education Zones 
(Zones 1 and 2) of Imo State ( Source: Secondary Education Management Board Owerri, 2014/2015 
Academic Session) . This sample constituted 20% of the total population drawn from the population 
through cluster sampling technique. 

The two instruments used in collecting the data were, Teacher Assessment Questionnaire and 
Students Rating Scale.  Teacher Assessment Questionnaire has two sections A and B Section B has 2 
parts, 1 and 2. Section A sought necessary background information on the respondents’ school, gender 
and educational qualification, part 1 of section B deals with levels of curriculum coverage which 
contained eight questions, requesting respondents to indicate on a likert type scale of strongly agree, 
agree, disagree and strongly disagreed,  the use of scheme of work, how often teachers use lesson 
notes, skills they have imparted on students, mastery of subject content, constrains encountered e.t.c. 
Part 2 of section B assessed the use of instructional materials. It has seven items, items 1-7 requested 
respondents to assess their use of instructional materials on likert type of rating scale. 
Student Rating Scale was also designed to rate teacher’s quality and teaching-learning environment. It 
also had three sections, section one deals with school data, section two deals with student rating scale 
on teacher quality. It had seven items requesting respondents to indicate on a likert type of scale; 
strongly agree, agree, disagree and strongly disagree while section three contained eight items. Items 
1-8 requested respondents to rate their teaching-learning environment on likert type of rating scale. 
 The face validity of the instruments was determined through experts’ judgement including 
three experts, one in the field of Measurement and Evaluation and two from marketing. Their 
suggestions and recommendations were effected to produce final copy. It was then pilot-tested to 
check for its internal consistency as well as for clarify any ambiguity. For reliability, Cronbach alpha 
method was employed and correlation coefficient values of .68 and .64 were obtained for the two 
instruments. The research questions were answered using mean and standard deviation while Pearson 
r was employed to test the research hypotheses.        
 
Result 
 The mean weighting of responses gathered from the questionnaire were computed and 
interpreted from the data and are presented in tables. 
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Research Question 1: what is the relationship between the level of marketing curriculum coverage 
and the use of instructional materials? 
 
Table 1: The Correlation Coefficient Between the Levels of Marketing Curriculum Coverage 
and the Use of Instructional Materials. 
 

ITEMS N 

 
 
Mean 

തܺ 
 

SD S.E  
Pearson (r) 

Level of Curriculum Coverage 19 23.47 5.07 1.163 
0.864 

Instructional Materials 19 19.42 5.2 1.193 
 

A look at table 1 reveals a mean of 23.47 in the level of curriculum coverage and a mean of 
19.42 for instructional materials usage. The result shows a mean difference of 4.05 and a correlation 
coefficient (r) of 0.864. The Pearson (r) result has indicated positive correlation existing between the 
levels of marketing curriculum coverage and the use of instructional materials. The researcher 
concludes that there is a strong and positive correlation existing between the levels of marketing 
curriculum coverage and the use of instructional materials. 
 
Research Question 2: Does the level of coverage of marketing curriculum correlate with teacher 
qualification? 
 
Table 2: The Relationship between the Levels of  Marketing Curriculum Coverage and Teacher 
Qualification 

 ITEMS N 

 
 
Mean 

തܺ 
 

SD S.E  
Pearson (r) 

Level of Curriculum Coverage 
19 23.47 5.07 1.163 

0.023 

Teacher Qualification 
19 21.11 1.449 1.193 

 
Table 2 reveals a mean of 23.47 in the level of curriculum coverage and a mean of 21.11 for 

teacher qualification. The result shows a mean difference of 2.36 and a correlation coefficient (r) of 
0.023. The Pearson (r) result has reported a very weak and positive correlation existing between the 
levels of marketing curriculum coverage and teacher qualification. The researcher concludes that there 
is a weak and positive correlation existing between the levels of marketing curriculum coverage and 
teacher qualification. 
 
Research Question 3: What is the relationship between level of marketing curriculum coverage and 
teaching-learning environment? 
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Table 3: The Relationship between the Levels of Marketing Curriculum Coverage and 
Teaching-Learning Environment 

 ITEMS N 

 
 
Mean 

തܺ 
 

SD S.E  
Pearson (r) 

Level of Curriculum Coverage 
19 23.47 5.07 1.163 

0.186 

Teaching-learning environment 
19 22.05 1.682 0.386 

 
Table 3 reveals a mean of 23.47 in the level of curriculum coverage and a mean of 22.05 for 

teaching-learning environment. The result shows a mean difference of 1.42 and a correlation 
coefficient (r) of 0.186. The Pearson (r) result has reported a very weak and positive correlation 
existing between the level of marketing curriculum coverage and teaching-learning environment there 
is a very weak and positive correlation existing between the level of marketing curriculum coverage 
and teaching-learning environment. 
 
Hypothesis Testing 
Hypothesis one: There is no significant relationship between level of marketing curriculum coverage 
and the use of instructional materials (P<0.05). 
 
Table 4: SPSS 19 Pearson Product Moment Correlation Analysis Output on the relationship 
between the level of marketing curriculum coverage and use of instructional materials. 

 
 

Table 4 reveals the SPSS 19 Pearson correlation analysis output showing that the correlation 
coefficient 0.864 with a p-value of 0.000. Indicating that there is a significant correlation existing 
between level of marketing curriculum coverage and the use of instructional materials (P<0.05). So 
the decision is to reject the null hypothesis and accept the alternative hypothesis, reporting that there 
is significant correlation existing between level of marketing curriculum coverage and the use of 
instructional materials (P<0.05). 
 
Hypothesis two: There is no significant relationship between level of marketing curriculum coverage 
and teacher’s qualification (P<0.05). 
 
 

Correlations

1 .864**
.000

19 19
.864** 1
.000

19 19

Pearson Correlation
Sig. (2-tailed)
N
Pearson Correlation
Sig. (2-tailed)
N

Level of Curriculum
Coverage

Instructional Materials

Level of
Curriculum
Coverage

Instructional
Materials

Correlation is significant at the 0.01 level (2-tailed).**. 
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Table 5: SPSS 19 Pearson Product Moment Correlation Analysis Output on the relationship 
between the level of marketing curriculum coverage and teacher’s qualification. 

 
 

Table 5 reveals the SPSS 19 Pearson correlation analysis output showing that the correlation 
coefficient 0.023 with a p-value of 0.925, Indicating that there is no significant correlation existing 
between level of marketing curriculum coverage and teacher’s qualification (P<0.05). So the decision 
is to accept the null hypothesis and conclude that there is no significant correlation existing between 
level of marketing curriculum coverage and teacher’s qualification (P<0.05). 
 
Hypothesis three: There is no significant relationship between level of marketing curriculum 
coverage and teaching-learning environment (P<0.05). 
 
Table 6: SPSS 19 Pearson Product Moment Correlation Analysis Output on the relationship 
between the level of marketing curriculum coverage and teaching-learning environment. 

 
 

Table 6 reveals the SPSS 19 Pearson correlation analysis output showing that the correlation 
coefficient 0.186 with a p-value of 0.446, Indicating that there is no significant correlation existing 
between level of marketing curriculum coverage and teaching-learning environment (P<0.05). So the 
decision is to accept the null hypothesis and conclude that there is no significant correlation existing 
between level of marketing curriculum coverage and teaching-learning environment (P<0.05). 
 
Discussion and Conclusions 
 The result of the study has shown that there is significant correlation coefficient between the 
level of coverage of marketing curriculum programme and the use of instructional materials. 
Successful implementation of marketing curriculum programme is dependent on the availability of 
and effective utilization of appropriate learning resources. This finding is in consonance with 
Mbakwem (2005) that learning resources result in more effective learning of factual information and 
skills in less time than verbalization. 

Correlations

1 .023
.925

19 19
.023 1
.925

19 19

Pearson Correlation
Sig. (2-tailed)
N
Pearson Correlation
Sig. (2-tailed)
N

Level of Curriculum
Coverage

Teacher Quality

Level of
Curriculum
Coverage

Teacher
Quality

Correlations

1 .186
.446

19 19
.186 1
.446

19 19

Pearson Correlation
Sig. (2-tailed)
N
Pearson Correlation
Sig. (2-tailed)
N

Level of Curriculum
Coverage

Teaching Learning
Environment

Level of
Curriculum
Coverage

Teaching
Learning

Environment
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 The result of the study indicated that the implementation of marketing curriculum programme 
requires quality and professionally trained teachers because in Nigeria, education is perceived as an 
instrument “par excellence” for effective National Development (NPE, 2013:6). It is also agreed that 
no education system can rise above the quality of its teachers (NPE, 2013: 39); also Adewumi (2004) 
asserted that “the teacher is the key person in the nation`s education enterprise whose quality of 
training could make or mar the learner. Marketing teachers were not specialists in that area rather they 
were drawn from different related subject areas like accounting, commerce and economics to teach 
marketing and that will make them ineffective in the teaching of marketing.  
 The study also shows that secondary schools in Orlu zones (1&2) lacked some basic facilities. 
This might be as a result of the fact that school facilities provide the needed avenue in which teaching 
and learning take place. Earlier studies such as Nwosu and Akaraonye (2008), Maduka and Nduka 
(2006) are not in line with this finding. These studies, all contend to significant relationship between 
the levels of coverage of marketing curriculum and conducive-teaching learning environment.  
Anyakogu (2002) opined that a relationship did exist between the availability of school facilities and 
implementation of school curriculum. He also asserted that without the availability of functional 
infrastructures in the schools, the skill-based curriculum will not be effectively implemented in 
Nigeria and youths will lack acquisition of skills and economic empowerment. 
 This paper concluded that the implementation of marketing curriculum programme an 
entrepreneurship education is dependent on the availability and use of instructional materials, 
teacher’s qualification and conducive- teaching learning environment. 
 
Recommendations 
 Based on the responses from the respondents, the following recommendations are made: 
1. Learning facilities and activities that enrich learning such as textbooks, conducive classrooms, 

comfortable chairs and desks, board, writing materials, charts, pictures,  audio-visuals and 
library with current marketing textbooks and journals should be provided. 

2. Government and stakeholders should ensure that all the instructional materials required for 
making teaching and learning of marketing smooth are provided and used adequately. 

3. Government should make sure that only teachers that read marketing in tertiary institutions 
and colleges of education should be employed to teach marketing which is an 
entrepreneurship education. 

4. Periodic seminars/workshops should be organized to enable teachers get acquainted with 
current and best practices in marketing, an entrepreneurship education. 

5. There should be an improved teaching-learning environment to ensure safety and comfort for 
sound development and learning. 
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