
 

 

 

 

 

 

Call for papers 

Special issue on Marketing Education 

 

 

A 2017 EY Report1 says that Australian education will be driven by five key trends, namely 

democratisation of knowledge and access, contestability of markets and funding, digital technologies, 

global mobility, and integration with industry. In this special issue, we ask - why only five? And do these 

trends only affect Australia? We think not. Globally the world of higher education is changing. Digital 

natives are now grown up. They represent the majority of those we find in our classrooms and online. 

How are we changing the teaching and learning landscape to account for the digital era in order to best 

develop the next generation of business/marketing professionals? 

 

Throughout the globe, knowledge that used to be locked up in the hallowed halls of academia is 

massively available via MOOCs and from leading-edge and large-scale universities that have the capacity 

and capability to lead the way in the democratisation of knowledge. How is this massive knowledge 

changing the world? How do ‘local’ universities compete in an era when students think that everything 

that can be known is already known and available on the Internet? Furthermore, how do educators help 

their students tell fact from fiction in an ever changing media landscape where dodgy knowledge is freely 

available difficult to tell from the good stuff.  

 

Markets are increasingly contestable and the competition for students means that student satisfaction 

requirements are at a new level of intensity.  How do you educate students in an environment where 

satisfaction (customer happiness) may lead to lesser levels of learning? How do the Academy meet the 

challenges of ‘the happy student’ alongside the challenges of imparting complex deep knowledge (which 

may be difficult to teach). 

 

Given the nature of an increasingly globalised world the global mobility of students, academics and 

universities needs to expand but global mobility is for the rich – or is it? How can universities build global 

mobility and global citizenship in an environment where funding is tighter and the economic and social 

value of global mobility is questioned? Can knowledge be truly democratised? Can access be enhanced 

for those who find themselves at the outer edges of social access to education?  

 

Increasingly universities are required to demonstrate impact as well as capacity to be innovative and 

creative. How do universities build these skills within their student cohorts? Can skills such as creativity 

be taught at all or are we looking at changing selection criteria to ensure that only those capable of 

making change appear in the (digital) classroom? How do we ensure that our students have the skills 

they need for meaningful employment after graduation? What are the tools and techniques to build 

sustained industry partnerships that deliver impactful learning outcomes? What can educators do to 

manage the mismatch in student expectations and industry practices in the ‘real world’? 

 

                                                
1 http://www.ey.com/au/en/industries/government---public-sector/uof_change-will-be-driven-by-five-trends 



How are marketing educators responding to these key challenges?  What changes are needed in the 

higher education system, courses and programs in order to address these concerns? 

 

Empirical (of any methodological approaches), conceptual and theoretical contributions are invited on (but 

not limited to) the following marketing education topics: 

 

● Digital education  

● Creativity and innovation 

● Social media  

● Teaching and learning  

● Micro-credentialling and MOOCs  

● Diversity and inclusion  

● Access to education and digital democracy  

● Valuing the outcomes of education  

● Global mobility and citizenship  

● Teaching quality and student satisfaction  

● Work integrated learning, service learning and skills development  

● Marketing curriculum design (including co-design and co-creation)  

 

 

Deadline for manuscript submissions:  

30 Jan 2018. (For Issue 2, 2018 – June) 

 

Submit manuscripts using the online AMJ EVISE website: http://www.journals.elsevier.com/australasian-

marketing-journal/ 

 

Papers must be formatted as stipulated for AMJ.  Recommended length limit of 6-8,000 words.  All 

articles will be subject to a double-blind review process. 

 

Co-Editors:    Professor Linda Brennan, RMIT University 

Dr Tania von der Heidt, Southern Cross University 

A/Professor Vinh Lu, The Australian National University 
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