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Through five empirical accounts of critical teaching practices, this Received 17 January 2023
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strategies and approaches employed by marketing scholars to
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offered acknowledge the powerful potential of the marketing class- change; access

room in developing critical and creative mindsets of future leaders
and practitioners. These illustrations of the passion and creativity of
marketing teachers can inspire colleagues to experiment with and
develop their ideas in the classroom, and offer a model for sharing
experiences that we hope may encourage more colleagues to do
likewise.

Introduction

Mona Moufahim

Teresa Heath

Lisa O'Malley

A central objective of this special issue on critical and transformative pedagogies is to
explore how marketing educators can and do inspire change. This section of the Special
Issue addresses how we can teach and seeks to understand the strategies and approaches
employed by marketing scholars to incorporate critical and moral reflection into the
marketing curriculum, and be more critical and imaginative in reshaping marketing
practices in the face of current challenges.

As marketing educators, we routinely engage in pedagogy conversations addressing
these ‘how to’ questions. We are constantly on the lookout for ways to improve our
teaching methods, crowdsourcing content on social media (see, for example the count-
less Marketing Teachers pages on Facebook), seeking help and inspiration from collea-
gues and candidly discussing both our successes and failures at conferences, while
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keeping up-to-date with marketing education literature, all of this in order to spark and
sustain our students’ interest and engagement with marketing.

In our engagement with critical and transformative pedagogies, we seek to improve
our approaches and practices and thus are positioning ourselves as pedagogy students,
striving to constantly learn about and enhance teaching competence. As such, we
recognise the value of mentoring (Metcalf et al., 2016), and peer learning for enhancing
knowledge (Boud & Lee, 2005; Hampton & Potter, 2009) and disseminating best-practices.

The toolkit of possible pedagogical approaches in marketing is extensive, including
cases (Ward & Stash, 1980), scenario planning/analysis (Van Doren & Smith, 1999), intern-
ships (Gaut et al., 2000) and (experiential) projects (e.g. Haas & Wotruba, 1990; Razzouk
et al., 2003), business simulation games (Cadotte, 2016; Goi, 2019), and many others. In
this section, in line with the special issue’s objectives, we are keen to explore what
critically-minded educators in marketing are doing in their classrooms. We have thus
curated five empirical accounts of transformative practices in the classroom, detailing
practices by colleagues who have applied critical and transformative teaching methods.
Those were selected based on recommendations from other educators (met at work,
through external examining duties, or at conferences) about innovative and/or creative
(successful) practices they have come across.

These case examples share insights on key issues, including stimulating student
engagement with challenging theories for both undergraduate and postgraduate stu-
dents: the first and second cases discuss the activities aimed at (1) fostering students’
ethical reflection as future practitioners and (2) allowing them to envisage a ‘different’
world where they can have a positive impact for social good. The third case discusses an
example of using technology for an inclusive classroom. The final two examples tackle
students’ engagement with challenging theoretical concepts through (4) a play and (5)
a podcast which also served as a tool for accessible and inclusive knowledge dissemina-
tion. Contributors explain the rationale behind the activity they introduced, provide
details which would be useful for educators seeking to emulate their example and reflect
on best practices, what works and what could be done to improve the activity further. The
authors have also provided a reading list which is included in the list of references,
categorised by example respectively.

This section intends to delineate diverse approaches to critical pedagogy, to acknowl-
edge and appreciate convergence around the messy challenges faced within contempor-
ary society - race, gender, environment, ethics and inclusivity, and to celebrate the palette
of possibilities offered to address these issues within marketing classrooms. Each case
documents a challenge, a response, some reflections, and some references. The authors
have been generous in sharing their materials, delineating their thinking and document-
ing their evidence. How the materials are used, individually or collectively, are up to
individual readers; elements can be borrowed or adapted, but the intention is that this
section as a whole should be a celebration of critical pedagogies already employed, and
inspiration for those critical pedagogies we have yet to develop!

All of the examples address how breaking down traditional distinctions between
teaching and learning promotes criticality, creativity and transformation. Efforts are
made to inspire students to engage with complex issues and concepts, to employ theory
to (re)frame contemporary challenges, to celebrate diverse experiences, to acknowledge
and respect alternative points of view, and, ultimately, to develop creative and
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transformative solutions that improve wellbeing on this planet. The pedagogic examples
offered acknowledge the powerful potential of the marketing classroom in developing
critical and creative mindsets of future leaders and practitioners. Both in their classrooms
and within this special issue, all of the authors allow themselves to be vulnerable; they
document how they used new technologies, created new materials, forged new ground.
In so doing, they reveal themselves to be comfortable with uncertainty, something at
odds with conventional wisdom about how teachers (and leaders) should be. Their
experiences reinforce that critical teaching and learning strategies are created through
passion and tenacity, interaction and inspiration. The authors have been bold in their
efforts to promote change through critical pedagogy and we should be bold in our
responses.

This small selection is necessarily inadequate for the task of representing all the variety
and creativity that exists in marketing teaching. However, we believe these illustrations of
the passion and creativity of marketing teachers can inspire colleagues to experiment
with and develop their ideas in the classroom, and offer a model for sharing experiences
that we hope will encourage more colleagues to do likewise. We look forward to reading
further contributions regarding how we might create a wider forum for sharing innovative
learning activities.

The ethics challenge

Katherine Casey

Marketing is a powerful cultural institution that plays a key role in shaping and dissemi-
nating the economic, social and political discourses capable of influencing contemporary
social life (Cheung & McColl-Kennedy, 2019). For over forty years, scholars have stressed
the cruciality of responsible management (Drucker, 1973; Mintzberg, 1983) yet Mousa
et al. (2020) suggest that only 10%-20% of Business Schools have taken demonstrable
steps to address ecological, socio-cultural, political and economic issues. Furthermore,
Maloni et al. (2021) argue that many business schools have ‘decoupled pedagogical
practices from stated RME [Responsible Management Education] objectives’ (p. 100456).
It is argued that, given a rapidly changing ethical landscape, the neglect or rejection of
RME will jeopardise Business Schools’ legitimacy and relevance. Contemporary organisa-
tions are compelled to engage with heterodoxic discourses around social issues like race,
gender, and the environment. In turn, management, and therefore marketers, are
required to be socially conscious, responsible individuals capable of fostering organisa-
tional level responsible practices (Laasch et al., 2020). Marketing educators occupy
a pivotal space in this schematic in that we can choose to foster change, broaden student
perspectives, and highlight and problematise normalised business practices. Thus,
designing and delivering a Level 9 module entitled Marketing Communications in
a Digital World bears a degree of responsibility to both individual students and their
employers. In this spirit, we included the following Learning Objective: Assess and critique
the ethicality of organisational marketing communications in the context of social, cultural,
and ecological issues which we assessed via an assignment couched in ethical theory and
designed to engage and challenge students. The Ethics Challenge is an assessment
element on a blended Professional Diploma in Marketing Management, it is weighted
at 60%. It was later adapted for a Marketing Leadership module on a Master’s Programme.
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This module is designed to encourage reflexivity, criticality and to promote ethical
behaviour; students are introduced to ethical theory via a short introductory lecture and
readings around ethics and marketing communications. Students are encouraged to
engage with these materials before the first stage of the Ethics Challenge, this provides
an analogous theoretical undergirding. Students then self-select their groups and are
furnished with a multimodal ‘resource pack’ at least ten days before the session.

Each pack contains around twenty tailored resources including academic articles,
commentaries, podcasts, documentaries, interviews and magazine/newspaper articles.

For example, to address the perils of misusing Big Data, students are advised to watch
the Netflix Documentary ‘The Social Dilemma’ and/or a Ted talk by ethicist Tristan Harris. It
is assumed that students have not already engaged meaningfully with these topics. Thus,
the selected materials have three objectives, to offer an overview of the general subject
matter, to facilitate criticality and to highlight the link between the topic and marketing
communications. Students are encouraged to form a reading group, divide up the
materials and report to the group. The challenge takes place over one day and culminates
in a group presentation.

Each group is assigned a distinct case study, the details of which are announced just
before the session begins. The case studies present ethical dilemmas around topical issues
such as Big Data, Social Media (Marketing) and Fake News followed by a set of tailored
questions. Students are then given five to six hours, depending on class size, to address
the questions and create a ten-minute presentation.

Overall, the presentations have been of very good quality indicating that students
are engaging critically with both the materials and the process. Feedback collected
after the assessment has been positive, and, importantly, students described a change
in ‘their mindset’ regarding the issues detailed in the cases. Students reported finding
that the ‘readings were super interesting’, they stated that the task ‘really made [them]
think’ and that ‘[they’re] sure it will impact [their] behaviour in relation to marketing
practices!’.

There were some critiques, which were not content-based: ‘Three out of five members
of our group had technical issues with accessing the [MS]Teams readings prior to the
workshop so it made getting something coherent together in five hours very intense’. This
feedback informed our subsequent decision to post the materials prior to the challenge.
This assessment requires constant updating as new issues emerge — for example, in 2022/
2-23, we will develop a new case study around cryptocurrency/NFTs.

The Ethics Challenge emerged from a deep sense of responsibility. Educators have long
felt a duty to teach about injustice or inequities (Freire, 1970) however, as Thompson
(2017, p. 2) highlights, 'Tw]hile there is much writing on teaching about injustice ... we still
need to know more about how to teach this material’. Additionally, there is a dearth of
scholarship on critical marketing pedagogy although recent years have witnessed an
array of dedicated special issues, conference tracks and articles (Brown & Sekimoto, 2017;
Heath et al,, 2019; Thomas & Jones, 2019). In this changing ethical landscape, marketing
educators are carving out space for moral reflexivity — the Ethics Challenge is just one
attempt to bridge that gap between theory and practice.
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Example of a (ase Study: Fake News, Propaganda and Us

Edward Bernays, Freud's nephew, is often depicted as the first person to apply Freudian Psychoanalysis to marketing
activities — with many describing him as the ‘“father of public relations’. Bernays was a pioneering propagandist, he
influenced Goebbels in Nazi Germany, started wars and politicised smoking. The line between propaganda and
advertising has always been thin.

Marketing is not always wholly truthful, marketers are allowed (have allowed themselves) some flexibility — perfume
will not turn you into Julia Roberts in Paris and Lynx does not turn crowds of models into raving, sex-starved groupies.
Marketers are experts of mass persuasion, and so advertising scholars and practitioners need to be aware of new and
effective persuasion technologies.

Unfortunately, fake news and deep fakes are compelling, contemporary forms of persuasion — persuasive propaganda.
Meanwhile, brand journalism and content marketing are becoming increasingly popular — propaganda, journalism or
marketing?

It is thus marketing leaders’ ethical obligation to understand persuasive technologies, fake news included. Especially
given that fake news spreads primarily on advertising-supported social media, some argue it is, at least in part, due to
a business model that relies almost exclusively on advertising revenue that has prevented social media platforms from
curtailing it.

Your Task: prepare a 10-12-minute presentation that addresses the following questions:

1. Explain how persuasion is used in marketing communications. lllustrate with examples.

2. Unpick how Fake News is connected to marketing communications.

3. Given the relationship between advertising and the spread of fake news, do marketers, as professional
communicators have a moral duty to consumers?

Support all answers with relevant theory.

Reading List

Becker, C.U., 2018. Business ethics: methods and application. Routledge.

Di Domenico, G., Sit, J., Ishizaka, A. and Nunan, D., 2021. Fake news, social media and marketing: A systematic review.
Journal of Business Research, 124, pp.329-341.

Kelley, L. D., & Sheehan, K. B. (2021). Advertising ethics and social responsibility across cultures. Advertising
Management in a Digital Environment, 37-47.

Kietzmann, J., Mills, A.J. and Plangger, K., 2021. Deepfakes: perspectives on the future “reality” of advertising and
branding. International Journal of Advertising, 40(3), pp.473-485.

Gardestrom, E., 2018. Propaganda as marketing: Conceptual meanings of propaganda and advertisement in Sweden in
the 1930s. Journal of Historical Research in Marketing.

Nyilasy, G., 2019. Fake news: When the dark side of persuasion takes over. International Journal of Advertising, 38(2),
pp.336-342.

Promoting positive societal change: preparing graduates that can make
a difference

Janice Denegri-Knott
Consumer insights is a specialist unit on the craft of consumer insight development
taught to Masters students in the Communication and Journalism Department at
Bournemouth University. The unit has been designed to develop practical skills, as well
as a critical aptitude and creative outlook in selecting the right consumer insight gen-
erating tool to meet a client’s needs. By virtue of taking the unit, students join the
Promotional Cultures and Communication Group and as research associates, they are
invited to work with faculty on live academic and contract research.

A main aim of the unit is to show associates that theoretical tools have a crucial role in
shaping how we interrogate a client’s brief and insights generated. Our primary mandate



6 M. MOUFAHIM ET AL.

had been to implement interesting theoretical models to unlock novel and competitive
consumer insights. This year we added another one: consumer insights needed to serve
a new telos or end-goal. They needed to help promote positive societal change. This new
commitment was shaped by a critical pedagogic spirit underpinning our suite of MAs in
the area of promotional communications: to prepare graduates that can ‘make
a difference’ in how brands respond to societal and environmental challenges with
effective campaigns (Rutherford & Cownie, 2020). Our pedagogy aligned with new para-
meters of good practice gaining traction in creative agencies, brands and organisations
which centre around purpose rather than just profit. This new telos creates a paradigm
shift in stakeholder economics. Brands and organisations must serve the interests of
consumers, suppliers, employees, local communities, governments and shareholders
(Arnold, 2020). This requires a different kind of graduate.

With this in mind, | collaborated with Hearst and Global Media in setting our associates
a challenging brief as part of their assessment. Our partners identified six challenge areas
to watch in 2021-22 including: Attention economy, Purpose led consumption; Diversity
and inclusivity, Mainstreaming sustainable consumption, Digital consumption/XR Virtual
reality/augmented reality and Post COVID-19 recovery. Associates had to write a thought
leadership report advocating an enabling theory to help generate insights to shape
purposeful campaigns to benefit people or the planet. Top-performing associates had
an opportunity to pitch their work to company directors.

In their feedback, associates stated that the opportunity to share work with industry on
projects that were meaningful and purposeful encouraged them to give their best.
| observed improved engagement and greater enthusiasm around completing assign-
ments. | noticed how initial reflections on what agent of change they wanted to be
shaped the types of thought leadership reports being written. Many opted to tackle issues
of inequality and lack of diversity in advertising, mainstreaming sustainable behaviours
and consumer wellbeing. There were bold thought leadership reports on how Hearst
could help their readers ‘flourish’ using Fredrickson’s work, how the theory of planned
behaviour could be used to help brands reduce the gap between environmentally-
friendly intentions and behaviours, and how self-image congruency approaches could
enable repositioning brands associated with negative gender stereotypes, among many
others.

The critical pedagogy that informed this activity aimed to encourage students to
imagine and embody a different type of practitioner whose telos is to serve the public
good. This built on two related principles:

(1) If marketing communications education can be transformational, it should equip
students with a range of knowledges, competences and values that aid continual
self-development and empowers students to make positive contributions to the
disciplines they practice and the communities they live in (Higgins, 2001).

(2) In HE these transformations will be most effective and enduring when they are
anchored in discipline-based dispositions and identities (Barnett, 2000; Bernstein,
2000).

In putting these principles into practice, | have found it most useful to ask associates to
think hard about the kind of practitioner they would aspire to be, with what defining telos.
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| did encounter problems. | observed there was deference to me as unit leader. Some
associates were assessment-focused, and many had assumed that the taxing work of
problem-solving should be absorbed by tutors. | had forgotten the forces of marketisation
shaping associates’ subjectivities and approaches to learning ‘as consumers’ of finished
products (see Molesworth et al.,, 2011). The kind of pedagogic transformation envisioned
relied on the input (cost) that the market eliminates. To cite Furedi (2011, p. 5): ‘The
moment that students begin to regard themselves as customers of academic education,
their intellectual development is likely to be compromised’. Here again, we return to
Barnett (2009) and his suggestion that there is indeed a very deep relationship between
being and knowledge, and that it is only within the context of the discipline, that desirable
dispositions and practices emerge. Market mediation produces consumer satisfaction by
making the complex simple, and in doing that, it denies students opportunities for those
dispositions to emerge. The challenge going forward is to confront the notion that our
students are consumers in a bid to create the necessary space to support deeper
transformations rooted in a different kind of identity project. One whose telos is to
serve the public good.

Online whiteboards and universal design for learning

Ismini Pavliopoulou

Knowledge on neurodiversity is expanding and attracting multidisciplinary research
interest. According to recent figures, 1 out of 7 people in the UK have a form of
neurodivergence, such as ADHD, dyslexia, dyspraxia, dyscalculia or autism (TNA, 2021).
In an educational setting, this may manifest as a need for diverse types of learning
content, emphasis on visual stimulation, practical exercises and avoidance of social
pressure (Clouder et al., 2020). Although reasonable accommodations are available and
desired in Higher Education institutions (Sarrett, 2018), students are often unaware of
their neurodivergence or refrain from disclosing it due to a perceived risk of stigma and
discrimination, among other reasons (Clouder et al., 2020). Considering ongoing discus-
sions around diversity and inclusion, educators are encouraged to shift from a deficit-
based understanding of neurodiversity to a culture which considers ‘diversity among
brains’ as ‘natural’ and ‘enriching’ (Armstrong, 2010, p. 3), and to design courses with
inclusion as a guiding principle, eliminating assumptions of homogeneity. Knowledge
and best practices can be drawn from the Universal Design for Learning, a developing
framework for inclusive and accessible learning (CAST, 2022). Amongst other recommen-
dations, UDL urges academics to tap into the potential of emergent interactive technol-
ogies (UDL On Campus, 2022; Zolyomi et al., 2018).

The present case examines the undergraduate, 20 credit module ‘Managing the
Consumer Experience’ which was delivered during the autumn semester in 2021 at the
University of Stirling and at the Singapore Institute of Management (SIM). Its purpose was
to explore contemporary issues in consumer experience management in the sport and
events industry. The teaching component involved a series of online, live lectures and
hybrid seminars, addressing topics around the experience economy and its meaning for
sport and events management, the theory and practice of understanding experience
consumers, and the design, digital transformation and sustainability of consumer
experiences.
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In order to facilitate discussions, group exercises, and invite questions, the lecturer
used the collaborative online whiteboard platform Miro. A whiteboard created on Miro
can be accessed and edited simultaneously by multiple users, and run on any web
browser as well as via apps optimised for smartphones and tablets. Through one paid
account, a lecturer can set up a whiteboard and share the link with the class, giving
students permission to both read and edit the content. Students can join the whiteboard
without creating an account, and can choose to reveal their names or join anonymously;
in the latter case, Miro assigns a nickname, such as ‘Guest Creator’ or ‘Anonymous Owl".
The platform provides interactive features allowing collaboration, brainstorming and
visual illustration of ideas. The ability to write text by typing or handwriting with
a digital pen is complemented with coloured, sticky notes which can be placed anywhere
on the board, resized and reorganised multiple times. Shapes can be added to draw
figures or tables, while there is a rich database of templates for widely used visual tools.

During teaching sessions, Miro was used in parallel with MS Teams. During individual
and group activities, students had the opportunity to apply analytical tools such as
persona creation, empathy mapping and customer journey mapping, to visually present
ideas on topics related to the material, to view each other’s responses, and to ask
questions anonymously. From an early stage, the idea of incorporating a collaborative,
online whiteboard was positively received and adopted by the majority of the class. A new
whiteboard was opened in each session, which included pre-made, customisable tables
and figures, expected to be populated with text, sticky notes, sketches and images by the
end of the class.

When requested to provide general feedback, students specifically mentioned the use
of Miro. In response to a question regarding the aspects of the module that were most
appreciated, one student noted: ‘The lecturer used Miro board to encourage class participa-
tion which was very enjoyable as we could learn from one another’. Anonymity was valued
by students, as reflected in their responses: ‘It was really fun and engaging, especially since
postings were anonymous, we were able to contribute without the pressure of judgement
from others’. The feedback was positive in terms of inclusiveness as well as experiences of
working in groups. Following the ideas behind UDL, this platform was offered in parallel
with other commonly employed educational tools. Using Miro was optional, to avoid
excluding students with visual impairments, or a preference towards non-visual thinking
and learning.

Reflecting on this case, it is recommended that marketing educators explore the
emerging capabilities of whiteboarding systems and evaluate their impact on inclusion
and diversity, as they facilitate visual stimulation, interactive problem solving and anon-
ymous participation. Considering the high estimated prevalence of neurominorities, and
the significant gaps in their post-secondary education and employment outcomes (NCES,
2017; ONS, 2021), it is paramount to actively search for ways to provide accessible,
engaging and welcoming learning environments which accommodate neurodiversity.
Further, teaching in higher education could benefit from implementing UDL while
using digital solutions where suitable and feasible. Improved accessibility is expected to
enhance the student experience, inspire students to adopt different approaches to
learning, teamwork and problem-solving, while engaging their senses and employing
a multitude of skills.
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Using drama to facilitate critical engagement

Teresa Heath

For three consecutive years, | integrated into a lecture on philosophical debates in
marketing studies a short theatrical presentation, entitled ‘Alice’s Tea Shop’, which was
inspired by playful engagement with philosophical issues in Lewis Carroll’'s (1965/2009)
books. In writing the script, | drew on Smith’s (2010) advice on writing stage plays and,
specifically, aimed to offer some depth to the characters (with contrasting personalities),
design an enticing incident that brought the characters together (two teachers meeting in
a tea shop, initially to wind down after teaching), and planned the conflict at the heart of
the drama (they held intense and contrasting views on the nature of reality and knowl-
edge). This play was performed by two colleagues and me and was watched by the
students and an external observer who documented reactions and took pictures.

The potential of drama to facilitate critical pedagogy has been considered in the field
of management studies, where it was found to encourage students’ reflective engage-
ment, criticality and the exploration of tensions and dilemmas (Beirne & Knight, 2007).
More generally, the use of drama in teaching has been argued to contribute to mean-
ingful and empowering learning environments for students (@degaard, 2003). Drama
offers an opportunity to capture students’ attention, cultivate their emotional involve-
ment in learning, and create a safe, significant and creative environment where they can
gain understanding of, and explore, multiple perspectives (Heyward, 2010; @degaard,
2003; Taylor, 2008). The studies mentioned above mostly deal with students acting out
dramatic scenes. The intervention described in this section is in some ways simpler to
implement: a short fictional scene, acted out by teachers to illustrate some ideas that
students often find rather remote. However, | believe that many of the same benefits were
achieved.

The play served as an introduction for postgraduate students in marketing to the
ontological and epistemological debates of research in the field. This is often perceived to
be a particularly dry and abstract topic of the course and requires considerable indepen-
dent and critical thought that students often find intimidating. This applies especially to
students with educational backgrounds in systems or cultures that valorise the authority
of teachers and discourage questioning it (Gabriel, 2009), as many of the students in the
groups did.

The script referenced philosophical debates within the social sciences, especially those
discussed in marketing (e.g. Hudson & Ozanne, 1988). The two main characters argued
opposite positions in order to focus attention on controversy and thus encourage
evaluative thinking (Browne & Freeman, 2000). The dialogues incorporated the main
points of this philosophical debate, expressed in everyday, approachable terms and
with humour (e.g. the customers interpreted a football match in opposite ways in an
implicit reference to one of the readings for the lecture, Hastorf & Cantril, 1954). The
debate was intended to normalise criticality and the case for arguing different viewpoints
in ways of looking at and apprehending knowledge. An additional character (the waitress)
joined later, misinterprets the requests made in ways that suggest the socially-
constructed nature of meaning. Thematic elements from ‘Alice In Wonderland’ were
used as set decoration and ambience.
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Following Bailin (1998), the play was intended to sit as a ‘critical challenge’ (p. 150),
inviting students to draw on a variety of academic resources on a marketing topic to
analyse the concepts underpinning a colloquial dialogue that students could intuitively
relate to. This play was followed by a discussion where the readings (e.g. Deshpande,
1983; Hudson & Ozanne, 1988) and specific material of the lecture were addressed.
Students and teachers discussed these materials, relating them to the script and unpack-
ing the ontological and epistemological positions at play. Towards the end of the lecture,
the main points of the debate were summarised and handed out to the students.

The impact of the intervention was assessed via in-depth interviews conducted with
a sample of these students, and less structured collection of data from their spontaneous
feedback on the day, their levels of attainment regarding the material covered (compared
to previous years), and mentions of the activity in student assessments of the module and
of teaching. While there are obvious limits to establishing causality with these methods,
there was strong circumstantial evidence that the students appreciated the play and
benefited in terms of understanding and critical engagement. Like Beirne and Knight
(2007), we found that drama provided an interesting, enjoyable and memorable context
for learning. Notably, students engaged in the subsequent discussion of the theoretical
material more openly and confidently than those of previous years and were more willing
to argue their case, including against the teachers. This suggests some success in sparking
critical thought and in breaking down barriers to learning produced by hierarchy. Because
the conversations resonated with their lived experiences (Taylor, 2008) and were mean-
ingful to them, they seemed to be able to achieve the level of abstract reasoning
(@degaard, 2003) that the readings for the lecture demanded. Qualitative feedback
spoke highly of this intervention, as briefly mentioned in Heath et al. (2019).

Enjoyable as it may have been for students and teachers alike, this initiative was not
without challenges; it was time consuming and made us, teachers, vulnerable and afraid
of being ridiculed. | was lucky enough for many years to have as a co-star Caroline Tynan
who always gleefully and actively joined in with this, making the plays all the more
entertaining and interesting. Equally, Ines Branco-lllodo’s performance as a fun, goofy
waitress made us all laugh. Since moving to a different institution and country, teaching
different courses with different (read ‘fewer’) resources available and enduring further
constraints due to the COVID-19 pandemic, | have not been able to repeat this interven-
tion, and so am acutely aware that structural challenges can limit educators’ choices.
| have, however, found other opportunities to bring artistic elements into the classroom,
and believe that they hold similar value in their critical and creative potential.

Tales of podcasting: towards critical, reflexive marketing pedagogies

Anuja Pradhan and Alev Kuruoglu

The ‘Tales of Consumption’ podcast began as a collaboration between the two authors
based on student feedback. During the COVID-19 lockdown, physical lectures were
replaced with audio recordings. We received many messages stating that the students
enjoyed our ‘podcast style’ lectures on marketing and consumption. They felt these audio
lectures provided an informal atmosphere and the ability to learn in varied conditions
during the COVID-19 pandemic. Inspired by this feedback, we created the podcast with
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the aim to develop this as a tool for accessible, inclusive, critical knowledge dissemination
and ‘care’.

Between 2020 and 2022, we produced 22 episodes ranging between 30 minutes and
1 hour. In each episode, we invite students and/or guest researchers to share insights and
research on a consumption theme. Our producer Karsten Prinds sometimes weighs in as an
inquisitive ‘outsider’. We have critically analysed themes like the fashion system and its
ethical contentions in Denmark, gendered representations on shows like The Queen’s Gambit,
and intersections of religion and celebrity consumption in Ghana. Our guests have included
students at bachelors, masters, as well as PhD levels. Additionally, we have tried to invite
researchers at different stages of their careers ranging from Early Career Researchers to full
Professors. We are not compensated for producing this podcast. We see it situated within
our teaching pedagogy, which emphasises care towards our students as well as ourselves.

We believe that, as pedagogical tools, podcasts can foster knowledge co-production
and dissemination beyond traditional physical classrooms or the pages of academic
journals. We see ourselves as collectively building a community of practice where distinc-
tions between the roles of knowledge producers and learners are diminished. We situate
podcasting within global oral traditions of knowledge dissemination. Historically, African
cultures have had rich oral traditions of transmitting knowledge about religion, history,
science, magic, etc. to future generations such that cultures are preserved through
narrative (Smart, 2019). In England as well as other European societies, monks transferred
knowledge orally and in person (Woolf, 1988), and reading came about as a replacement
when this tradition could not be sustained. Elsewhere, Kurdish dengbej, have sung about
history, the land, and struggles, thereby disseminating knowledge about the Kurdish
community (Hamelink, 2016). Contemporarily, scholars in India have called for
a renewal of oral traditions and accounting for oral history as a way for women to acquire
a feminist consciousness (Kalpagam, 1986). Among diasporic groups, oral traditions at
‘community schools’ are helping young adults learn traditional music as well as develop
ties to and imaginaries about home in the absence of physical travel (Pradhan et al., 2019).
Some of these oral traditions have transcended borders and intensified their affective
capacities through cassettes (Kuruoglu & Ger, 2015) and other media. We recognise the
affordances of podcasting to digitally transmit affect as well as to foster access to knowl-
edge production and dissemination (Mulhanga & Lima, 2017).

Listeners overwhelmingly appreciate hearing student and academic voices from
around the world. Many of our students have approached us to say they enjoy the
banter between the hosts, hearing other students’ voices, and some of our ‘catch-
phrases’ like ‘Hashtag Bourdieu’. Students who are first-generation academics have
mentioned how the podcast has helped them explain their education to their family
members. Yet others have expressed how it has inspired them to reflect on our
consumer society as well as their roles within it, in ways that are critical of inequal-
ities, unsustainabilities, and other moral conundrums. Finally, academics — especially
CCT scholars - from around the world have shown support through social media and
included the podcast on their syllabi.

Moving forward, we would like to include more under-represented voices, particularly
from outside of Consumer Culture Theory (CCT)-dominant, usually Western, universities. We
have featured researchers from Brazil and India, but we have a long way to go. We would
also like to introduce more de-Western theories into our roster of critiques. This would both
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require and facilitate a process of decolonising our own ways and sources of knowing. We
have previously discussed work by de-Western and decolonial feminist scholars such as
Puwar (2021), Mahmood (2011), and Mohanty (1988) in our podcast episode on marriage
and love (Pradhan & Kuruoglu, 2021). We considered how Western frames depict the
practice of arranged marriage as non-normative and patriarchal (Khandelwal, 2009). De-
Western feminist scholars help us understand the complexities of arranged marriage
beyond stereotypical media depictions, and how women’s agency is situated, in hetero-
geneous ways, in these arrangements. This conversation helped us reflect on the ways in
which understandings of de-Western subjects such as women from de-Western societies, as
well as practices such as arranged marriage, are constructed in global media and marketing.
We believe these conversations are essential to decolonising critical marketing pedagogy
because they aid in complexifying understandings of consumer subjectivities. By discussing
some of our own embodied dispositions towards marriage and romance in the episode, we
also attempted to follow Puwar’s (2021) advice on listening to what we ‘carry’. Through
such documenting of our own learning processes on the podcast, we hope to encourage
students and the other stakeholders to follow in similar inquiries that might destabilise
previously held sources as well as ‘outlets’ of knowledge.

On a practical level, we are privileged to have a professional show producer, however,
others willing to replicate our example might not have this access. We believe that media
technology has advanced sufficiently for keen learners such as students, who are often
digital natives, to be able to develop editing skills. Our own podcast will employ a salaried
student producer going forward, as another way in which we can distribute the knowl-
edge production process.

Additionally, podcast production is a time-consuming process and we have found this one
of the biggest challenges of our endeavour. We spend hours preparing for episodes, lining up
guests, recording, and editing. We believe that systemic support would go a long way in
helping us produce the podcast sustainably in the long run. Universities can help by account-
ing for the production of this pedagogical tool as a part of academics’ work responsibilities
and adequately assigning resources to the process. Finally, we understand that while we
comment on the industry and its marketing practices, industry voices are missing from our
podcast. As a result, we would like to consider the inclusion of marketing industry actors on
the podcast at some point in the future.

To conclude, through the podcast, we enact an ‘ethics of care’ and encourage students to
‘develop themselves as critical (Tadajewski, 2016) and reflexive “ones caring” (Heath et al.,
2019, p. 441) towards fellow students as well as the larger world. By enrolling researchers
and students, as well as discussing diverse voices and theories on the podcast, we believe
that podcasts can serve to introduce a wider range of perspectives into marketing education
and become part of larger projects of decolonising universities. In this way, we hope to
contribute to developing critical, inclusive, creative, and caring marketing pedagogies.

Acknowledgement

As a member of the NIPE research group, the second author acknowledges the support from
National Funds of the FCT - Portuguese Foundation for Science and Technology within the project
UIDB/03182/2020.



JOURNAL OF MARKETING MANAGEMENT . 13

Disclosure statement

No potential conflict of interest was reported by the authors.

Notes on contributors

Mona Moufahim is a Senior Lecturer in the Marketing & Retail division of Stirling Management
School, University of Stirling. Her current research combines consumer research, politics and
marketing to further an understanding of the social, economic, political and environmental implica-
tions of religious tourism. She is also interested in the mechanisms of power and resistance at the
interface of market institutions and consumer-citizens (with a particular focus on marginalized
communities). Her work has been published in journals including Organisation Theory, Tourism
Management, Marketing Theory, Journal of Marketing Management. She is a Fellow of the Higher
Education Academy, and a member of the Research Committee of the Academy of Marketing.

Teresa Heath is an Associate Professor with Habilitation in marketing at the University of Minho,
prior to which she lectured at the University of Nottingham. She is a member of the research group
NIPE. Her research focuses on transformative marketing and its intersection with sustainability,
consumption and education. Her recent and ongoing research projects look at meanings of
consumption, care and ethics. Her work has been published widely, including in the Journal of
Business Research, Journal of Business Ethics, Marketing Theory, European Journal of Marketing and
Management Learning. She is a member of the Education Committee of the Academy of Marketing
and Fellow of the Higher Education Academy.

Lisa O’Malley is an experienced educator who champions critical and creative approaches to
pedagogy. Central to this is an appreciation that students are human beings and citizens of the
world, and not simply customers of a university or future marketing practitioners. Consequently,
students benefit from participating in engaging classroom experiences that stimulates their think-
ing and provides them with opportunities to interact with the world more reflexively.

Katherine Casey is a lecturer at Kent Business School, University of Kent. She holds PhD in Marketing
from the University of Limerick and was an Environmental Protection Agency Postdoctoral Fellow
for two years. Her research takes a critical perspective on sustainable consumption, production and
disposal, the ethics of consumption, community-based initiatives, alternative food consumption,
alternative food networks. Her research interests lie at the nexus of politics and marketing, where
consumption becomes political, and politics are manifest in the everyday.

Janice Denegri-Knott is Associate Editor of Marketing Theory and co-editor of the Journal of
Promotional Communications. She is Professor of Consumer Culture & Behaviour at Bournemouth
University where she teaches Consumer Insights. She is also Visiting Professor at the University of
Gothenburg. Her research interests span from conceptualising and documenting digital consump-
tion and its practices, the emergence of media technology, and more generally the subject of power
in consumer and marketing research. Her work has been published in journals including Journal of
Computer Mediated Communication, Journal of Consumer Research, Marketing Theory, Journal of
Marketing Management, Journal of Consumer Culture, Consumption, Markets & Culture and the
European Journal of Marketing.

Alev Kuruoglu is an Associate Professor with the Consumption, Culture and Commerce research unit
at the University of Southern Denmark. Her main research and teaching interests lie within the
political, spatial, and affective dimensions of markets and consumer cultures. Her research attends
to various intersections of gender, social class, ethnicity, and center-periphery dynamics and the
role of technologies in market-mediated contexts such as gyms, healthcare, music scenes, food
spaces, and craft communities. Her work has been published in marketing and sociology journals as
well as in edited peer-reviewed books. She co-hosts the Tales of Consumption podcast



14 M. MOUFAHIM ET AL.

Ismini Pavlopoulou is a Lecturer in Digital Marketing at the University of Stirling. Her doctoral
research focused on implementing gamification in social marketing programmes, using online
gamified services for physical activity, and explored consumer engagement, motivation and value
perceptions in such platforms. She has published in the area of gamified servicescapes, and her
current research interests involve e-sportsmanship, digital health, digital inclusion, accessibility and
wellbeing among diverse consumer groups.

Anuja Pradhan is an Assistant Professor at the Consumption, Culture and Commerce group at the
University of Southern Denmark, Odense, Denmark. She has a PhD in Marketing from Lancaster
University, UK. Her research interests include minority consumers’ marketplace interactions, taste
making, and media & cultural studies, with a focus on ethnicity, gender, and social class. She teaches
and supervises Masters and Bachelors students on subjects like Consumption Studies and Advanced
Marketing Communications. Her research has been published in Marketing Theory, Journal of
Customer Behaviour and Research in Consumer Culture Theory.

ORCID

Mona Moufahim () http://orcid.org/0000-0003-0531-5506
Teresa Heath (o) http://orcid.org/0000-0003-4209-8512
Janice Denegri-Knott () http://orcid.org/0000-0001-5208-8575

Access

You can search for the Tales of Consumption podcast on Apple Podcasts or Spotify, or listen here:
https://www.spreaker.com/show/tales-of-consumption

References

Armstrong, T. (2010). Neurodiversity: Discovering the extraordinary gifts of autism, ADHD, dyslexia, and
other brain differences. ReadHowYouWant.com.

Arnold, C. (2020, May 1). New sustainability marketing: Why the Triple Top Line has replaced the Triple
Bottom Line. Retrieved May 30, 2021, from https://www.linkedin.com/pulse/new-sustainability-
marketing-why-triple-top-line-has-replaced-arnold/?trackingld=2MvF662QSS5%2Bmr4cwqvtlag%
3D%3D

Bailin, S. (1998). Critical thinking and drama education. Research in Drama Education, 3(2), 145-153.
https://doi.org/10.1080/1356978980030202

Barnett, R. (2000). Realizing the university in an age of supercomplexity. Open University Press.

Barnett, R. (2009). Knowing and becoming in the higher education curriculum. Studies in Higher
Education, 34(4), 429-440. https://doi.org/10.1080/03075070902771978

Beirne, M., & Knight, S. (2007). From community theatre to critical management studies: A dramatic
contribution to reflective learning? Management Learning, 38(5), 591-611. https://doi.org/10.
1177/1350507607083209

Bernstein, B. (2000). Pedagogy, symbolic control and identity: Theory, research, critique. Rowman &
Littlefield.

Boud, D., & Lee, A. (2005). ‘Peer learning’ as pedagogic discourse for research education 1. Studies in
Higher Education, 30(5), 501-516. https://doi.org/10.1080/03075070500249138

Browne, M., & Freeman, K. (2000). Distinguishing features of critical thinking classrooms. Teaching in
Higher Education, 5(3), 301-309. https://doi.org/10.1080/713699143

Brown, C., & Sekimoto, S. (2017). Engaging critical pedagogy in the classroom: A student-centered
approach to advertising education. Journal of Advertising Education, 21(2), 18-24. https://doi.org/
10.1177/109804821702100207


https://www.spreaker.com/show/tales-of-consumption
https://www.linkedin.com/pulse/new-sustainability-marketing-why-triple-top-line-has-replaced-arnold/?trackingId=2MvF662QSS%252Bmr4cwqvtlag%253D%253D
https://www.linkedin.com/pulse/new-sustainability-marketing-why-triple-top-line-has-replaced-arnold/?trackingId=2MvF662QSS%252Bmr4cwqvtlag%253D%253D
https://www.linkedin.com/pulse/new-sustainability-marketing-why-triple-top-line-has-replaced-arnold/?trackingId=2MvF662QSS%252Bmr4cwqvtlag%253D%253D
https://doi.org/10.1080/1356978980030202
https://doi.org/10.1080/03075070902771978
https://doi.org/10.1177/1350507607083209
https://doi.org/10.1177/1350507607083209
https://doi.org/10.1080/03075070500249138
https://doi.org/10.1080/713699143
https://doi.org/10.1177/109804821702100207
https://doi.org/10.1177/109804821702100207

JOURNAL OF MARKETING MANAGEMENT . 15

Cadotte, E. R. (2016). Creating value in marketing and business simulations: An author’s viewpoint.
Journal of Marketing Education, 38(2), 119-129. https://doi.org/10.1177/0273475316649741

Carroll, L. (1965/2009). Alice’s adventures in wonderland and through the looking-glass. Classic Books
International.

CAST. (2022). About universal design for learning. Retrieved March 28, 2022, from https://www.cast.
org/impact/universal-design-for-learning-udl.

Cheung, L., & McColl-Kennedy, J. R. (2019). Addressing vulnerability: What role does marketing play?
The Journal of Services Marketing, 33(6), 660-670. https://doi.org/10.1108/JSM-09-2018-0271

Clouder, L., Karakus, M., Cinotti, A., Ferreyra, M. V., Fierros, G. A., & Rojo, P. (2020). Neurodiversity in
higher education: A narrative synthesis. Higher Education, 80(4), 757-778.https://doi.org/10.1007/
$10734-020-00513-6 .

Deshpande, R. (1983). “Paradigms lost”: On theory and method in research in marketing. Journal of
Marketing, 47(4), 101-110. https://doi.org/10.1177/002224298304700411

Drucker, P. (1973). Management: Tasks, responsibilities, practices. Harper Business. https://www.
worldcat.org/title/management-tasks-responsibilities-practices/oclc/729131336

Freire, P. (1970). The pedagogy of the oppressed. Bloomsbury Academic.

Furedi, F. (2011). Introduction. In M. Molesworth, M. R. Scullion, & E. Nixon (Eds.), The marketisation of
higher education and the student as consumer (pp. 25-38). Routledge.

Gabriel, Y. (2009). Reconciling an ethic of care with critical management pedagogy. Management
Learning, 40(4), 379-385. https://doi.org/10.1177/1350507609335846

Gaut, J., Redington, J., & Schlager, T. (2000). Undergraduate business internships and career success:
Are they related? Journal of Marketing Education, 22(1), 35-44. https://doi.org/10.1177/
0273475300221006

Goi, C. L. (2019). The use of business simulation games in teaching and learning. Journal of Education
for Business, 94(5), 5, 342-349. https://doi.org/10.1080/08832323.2018.1536028

Haas, R. W., & Wotruba, T. R. (1990). The project approach to teaching the capstone marketing
course. Journal of Marketing Education, 12(2), 37-48. https://doi.org/10.1177/
027347539001200206

Hamelink, W. (2016). The Sung home: Narrative, morality, and the Kurdish Nation. Brill.

Hampton, D., & Potter, J. (2009). The rise and development of peer learning within UK universities. In
D. Hampton & J. Potter (Eds.), Students supporting students (pp. 5-8). SEDA Special 26.

Hastorf, A. H., & Cantril, H. (1954). They saw a game; a case study. Journal of Abnormal and Social
Psychology, 49(1), 129-134. https://doi.org/10.1037/h0057880

Heath, T., O'Malley, L., & Tynan, C. (2019). Imagining a different voice: A critical and caring approach
to management education. Management Learning, 50(4), 427-448. https://doi.org/10.1177/
1350507619853284

Heyward, P. (2010). Emotional engagement through drama: Strategies to assist learning through
role-play. International Journal of Teaching and Learning in Higher Education, 22(2), 197-204.

Higgins, J. (2001, March 19). Critical thinking on the path totical thinking on the path to peace. Times
Higher Education Supplement, 22.

Hudson, L. A, & Ozanne, J. L. (1988). Alternative ways of seeking knowledge in consumer research.
The Journal of Consumer Research, 14(4), 508-521. https://doi.org/10.1086/209132

Kalpagam, U. (1986 September 20), Oral history reconstructing women's role. Economic&Political
Weekly,. 21(38-39). https://www.epw.in/journal/1986/38-39/our-correspondent-columns/oral-his
tory-reconstructing-women-s-role.html#

Khandelwal, M. (2009). Arranging love: Interrogating the vantage point in cross-border feminism.
Signs, 34(3), 583-609. https://doi.org/10.1086/593341

Kuruoglu, A. P., & Ger, G. (2015). An emotional economy of mundane objects. Consumption Markets
& Culture, 18(3), 209-238. https://doi.org/10.1080/10253866.2014.976074

Laasch, O., Suddaby, R., Freeman, R. E., & Jamali, D. (2020). Mapping the emerging field of respon-
sible management: Domains, spheres, themes, and future research. In O. Laasch, R. Suddaby,
R. E. Freeman, & D. Jamali (Eds.), Research handbook of responsible management (pp. 2-50).
Edward Elgar. https://www.e-elgar.com/shop/gbp/research-handbook-of-responsible-
management-9781788971959.html


https://doi.org/10.1177/0273475316649741
https://www.cast.org/impact/universal-design-for-learning-udl
https://www.cast.org/impact/universal-design-for-learning-udl
https://doi.org/10.1108/JSM-09-2018-0271
https://doi.org/10.1007/s10734-020-00513-6
https://doi.org/10.1007/s10734-020-00513-6
https://doi.org/10.1177/002224298304700411
https://www.worldcat.org/title/management-tasks-responsibilities-practices/oclc/729131336
https://www.worldcat.org/title/management-tasks-responsibilities-practices/oclc/729131336
https://doi.org/10.1177/1350507609335846
https://doi.org/10.1177/0273475300221006
https://doi.org/10.1177/0273475300221006
https://doi.org/10.1080/08832323.2018.1536028
https://doi.org/10.1177/027347539001200206
https://doi.org/10.1177/027347539001200206
https://doi.org/10.1037/h0057880
https://doi.org/10.1177/1350507619853284
https://doi.org/10.1177/1350507619853284
https://doi.org/10.1086/209132
https://www.epw.in/journal/1986/38-39/our-correspondent-columns/oral-history-reconstructing-women-s-role.html#
https://www.epw.in/journal/1986/38-39/our-correspondent-columns/oral-history-reconstructing-women-s-role.html#
https://doi.org/10.1086/593341
https://doi.org/10.1080/10253866.2014.976074
https://www.e-elgar.com/shop/gbp/research-handbook-of-responsible-management-9781788971959.html
https://www.e-elgar.com/shop/gbp/research-handbook-of-responsible-management-9781788971959.html

16 M. MOUFAHIM ET AL.

Mahmood, S. (2011). Politics of piety. Princeton University Press.

Maloni, M. J., Palmer, T. B., Cohen, M., Gligor, D. M., Grout, J. R, & Myers, R. (2021). Decoupling
responsible management education: Do business schools walk their talk? The International
Journal of Management Education, 19(1), 100456. https://doi.org/10.1016/j.ijme.2021.100456

Metcalf, L. E., Stern, N., Simon, L. R., Dobson, S., & Davis, B. (2016). The impact of peer mentoring on
marketing content mastery. Marketing Education Review, 26(3), 126-142. https://doi.org/10.1080/
10528008.2016.1201769

Mintzberg, H. (1983). The case for corporate responsbility. The Journal of Business Strategy, 4(2), 3-15.
https://doi.org/10.1108/eb039015

Mohanty, C. (1988). Under Western eyes: Feminist scholarship and colonial discourses. Feminist
Review, 30(1), 61-88. https://doi.org/10.1057/fr.1988.42

Molesworth, M., Nixon, E., & Scullion, R. (2011). The marketisation of higher education and the student
as consumer. Routledge.

Mousa, M., Massoud, H. K., Ayoubi, R. M., & Abdelgaffar, H. A. (2020). Should responsible manage-
ment education become a priority? A qualitative study of academics in Egyptian public business
schools. The International Journal of Management Education, 18(1), 1-12. https://doi.org/10.1016/
jijme.2019.100326

Mulhanga, M. M., & Lima, S. R. (2017). Podcast as e-learning enabler for developing countries:
Current initiatives, challenges and trends. In Proceedings of the 2017 9th International
Conference on Education Technology and Computers (pp. 126-130).

The National Archives. (2021) Neurodiversity in the workplace. Retrieved March 28, 2022, from https://
webarchive.nationalarchives.gov.uk/ukgwa/20210104113255/https://archive.acas.org.uk/index.
aspx?articleid=6676#What%20is%20Neurodiversity.

National Center for Education Statistics. (2017). Characteristics and outcomes of undergraduates with
disabilities. Retrieved March 25, 2022, from https://nces.ed.gov/pubs2018/2018432.pdf.

@degaard, M. (2003). Dramatic science. A critical review of drama in science education. Studies in
Higher Education, 39(1), 75-101. https://doi.org/10.1080/03057260308560196

Office for National Statistics. (2021). Outcomes for disabled people in the UK: 2020. Retrieved
March 24, 2022, from https://www.ons.gov.uk/peoplepopulationandcommunity/healthandsocial
care/disability/articles/outcomesfordisabledpeopleintheuk/2020#data-sources-and-quality .

Pradhan, A., Cocker, H., & Hogg, M. K. (2019). Ethnic identification: Capital and distinction
among second-generation British Indians. In Consumer culture theory (pp. 85-101). Emerald
Publishing Limited.

Pradhan, A., & Kuruoglu, A. (2021) Episode 8 — Let’s talk about (Heteronormative) love, baby!
(podcast) tales of consumption podcast. Retrieved March 16, 2022, from https://www.spreaker.
com/user/13980778/episode-8-love.

Puwar, N. (2021). Carrying as method: Listening to bodies as archives. Body & Society, 27(1), 3-26.
https://doi.org/10.1177/1357034X20946810

Razzouk, N. Y., Seitz, V., & Rizkallah, E. (2003). Learning by doing: Using experiential projects in the
undergraduate marketing strategy course. Marketing Education Review, 13(2), 35-41. https://doi.
org/10.1080/10528008.2003.11488827

Rutherford, & Cownie, F. (2020). Teaching advertising for the public good. Westminster Papers in
Communication and Culture, 15(2), 162-177. https://doi.org/10.16997/wpcc.381

Sarrett, J. C. (2018). Autism and accommodations in higher education: Insights from the autism
community. Journal of Autism and Developmental Disorders, 48(3), 679-693. https://doi.org/10.
1007/s10803-017-3353-4

Smart, C. A. (2019). African oral tradition, cultural retentions and the transmission of knowledge in
the West Indies. IFLA Journal, 45(1), 16-25. https://doi.org/10.1177/0340035218823219

Smith, I. (2010). Writing stage plays. In S. May (Ed.), Get started in creative writing (pp. 200-217).
Hodder Headline.

Tadajewski, M. (2016). Relevance, responsibility, critical performativity, testimony and positive
marketing: Contributing to marketing theory, thought and practice. Journal of Marketing
Management, 32, 17-18. https://doi.org/10.1080/0267257X.2016.1244974


https://doi.org/10.1016/j.ijme.2021.100456
https://doi.org/10.1080/10528008.2016.1201769
https://doi.org/10.1080/10528008.2016.1201769
https://doi.org/10.1108/eb039015
https://doi.org/10.1057/fr.1988.42
https://doi.org/10.1016/j.ijme.2019.100326
https://doi.org/10.1016/j.ijme.2019.100326
https://webarchive.nationalarchives.gov.uk/ukgwa/20210104113255/https://archive.acas.org.uk/index.aspx?articleid=6676#What%2520is%2520Neurodiversity
https://webarchive.nationalarchives.gov.uk/ukgwa/20210104113255/https://archive.acas.org.uk/index.aspx?articleid=6676#What%2520is%2520Neurodiversity
https://webarchive.nationalarchives.gov.uk/ukgwa/20210104113255/https://archive.acas.org.uk/index.aspx?articleid=6676#What%2520is%2520Neurodiversity
https://nces.ed.gov/pubs2018/2018432.pdf
https://doi.org/10.1080/03057260308560196
https://www.ons.gov.uk/peoplepopulationandcommunity/healthandsocialcare/disability/articles/outcomesfordisabledpeopleintheuk/2020#data-sources-and-quality
https://www.ons.gov.uk/peoplepopulationandcommunity/healthandsocialcare/disability/articles/outcomesfordisabledpeopleintheuk/2020#data-sources-and-quality
https://www.spreaker.com/user/13980778/episode-8-love
https://www.spreaker.com/user/13980778/episode-8-love
https://doi.org/10.1177/1357034X20946810
https://doi.org/10.1080/10528008.2003.11488827
https://doi.org/10.1080/10528008.2003.11488827
https://doi.org/10.16997/wpcc.381
https://doi.org/10.1007/s10803-017-3353-4
https://doi.org/10.1007/s10803-017-3353-4
https://doi.org/10.1177/0340035218823219
https://doi.org/10.1080/0267257X.2016.1244974

JOURNAL OF MARKETING MANAGEMENT . 17

Taylor, S. (2008). Theatrical performance as unfreezing: Ties that bind at the Academy of
Management. Journal of Management Inquiry, 17(4), 398-406. https://doi.org/10.1177/
1056492607306022

Thomas, K. D., & Jones, N. (2019). Critical reflexivity: Teaching about race and racism in the
advertising classroom. Advertising & Society Quarterly, 20(2). https://doi.org/10.1353/asr.2019.
0013

Thompson, B. (2017). Teaching with tenderness. University of lllinois Press. https://www.press.uilli
nois.edu/books/?id=p082702

UDL On Campus. (2022). UDL in higher Ed. Retrieved March 28, 2022, from http://udloncampus.cast.
org/page/udl|_landing .

Van Doren, D. C,, & Smith, D. B. (1999). Scenario planning: A new approach to teaching marketing
strategy. Journal of Marketing Education, 21(2), 146-155. https://doi.org/10.1177/
0273475399212008

Ward, J. L., & Stash, S. F. (1980). A conceptual framework for analyzing marketing strategy cases.
Journal of Marketing Education, 2(1), 57-63. https://doi.org/10.1177/027347538000200110

Woolf, D. (1988). The “Common Voice": History, Folklore and oral tradition in early modern England.
Past & Present, 120(1), 26-52. https://doi.org/10.1093/past/120.1.26

Zolyomi, A., Ross, A. S., Bhattacharya, A, Milne, L., & Munson, S. A. (2018, April 21-26) Values, identity,
and social translucence: Neurodiverse student teams in higher education. In Proceedings of the
2018 CHI Conference on Human Factors in Computing Systems, Montréal, QC, Canada (pp. 1-13).
ACM.


https://doi.org/10.1177/1056492607306022
https://doi.org/10.1177/1056492607306022
https://doi.org/10.1353/asr.2019.0013
https://doi.org/10.1353/asr.2019.0013
https://www.press.uillinois.edu/books/?id=p082702
https://www.press.uillinois.edu/books/?id=p082702
http://udloncampus.cast.org/page/udl_landing
http://udloncampus.cast.org/page/udl_landing
https://doi.org/10.1177/0273475399212008
https://doi.org/10.1177/0273475399212008
https://doi.org/10.1177/027347538000200110
https://doi.org/10.1093/past/120.1.26

