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Abstract: The marketing industry is rapidly evolving, necessitating educational programs to adapt
and equip graduates with relevant skills and knowledge. This systematic literature review with
bibliometric analysis (SLRBA) explores the integration of Problem-Based Learning (PBL) in
marketing education. PBL is an instructional strategy that empowers students to solve real-life
problems by integrating theory and practice, thus fostering critical thinking and decision-making
skills. Our review synthesizes data from 71 sources, highlighting the definition of PBL, strategies to
promote its implementation in marketing education, and the benefits and challenges associated with
this approach. The findings indicate that PBL enhances student engagement, provides hands-on
experience, and prepares students for real-world marketing challenges. Strategies such as using
social media, serious games, e-learning, and feedback mechanisms are discussed for their
effectiveness in promoting active learning and student participation. Despite its advantages, PBL
faces challenges such as resource intensiveness, student resistance, and information integrity issues.
This review underscores the importance of PBL in bridging the gap between theoretical knowledge
and practical application, ultimately preparing marketing students to meet the demands of the
industry. The paper concludes with recommendations for future research and best practices for
implementing PBL in marketing education.

Keywords: problem-based learning; marketing education; active learning; student engagement;
educational innovation

1. Introduction

The marketing industry is continuously evolving, necessitating that education programs adapt
to accommodate new developments. Graduating marketing students must possess the requisite
knowledge and skills to meet current job market demands. Geitz et al. [1] highlight the importance
of creating learning environments that enable learners to acquire knowledge through complex and
meaningful real-life experiences. This approach ensures that students can perform as marketing
professionals at various levels, including the “micro-level of the customer, meso-level of value
constellation, and macro-level of society” (p.2). Problem-based learning (PBL) offers students
opportunities to address real-life problems, thereby fostering the development of critical skills such
as critical thinking and decision-making.

Rosenbaum et al. [2] describe PBL as an instructional and curriculum strategy designed to
empower students to devise viable solutions to specific problems by integrating theory and practice,
conducting research, and applying their knowledge and skills. This approach emphasizes active
learning and student engagement, encouraging learners to take responsibility for their educational
journey.

© 2024 by the author(s). Distributed under a Creative Commons CC BY license.
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PBL is an integral component of marketing education, as it equips new marketing professionals
with real-world experience and the ability to meet employers’ expectations. Marketing requires
creativity, strategic thinking, and the ability to adapt to rapidly changing market conditions and
consumer behaviors. Geitz et al. [1] identify PBL as an effective strategy for helping students develop
these essential capabilities. PBL engages students in projects that require them to integrate marketing
theories with practical applications, such as developing marketing strategies for new products,
analyzing consumer data, and creating advertising campaigns [3]. This hands-on experience is
invaluable, as it prepares students for actual marketing challenges and enhances their confidence and
competence.

Additionally, Mardani et al. [4] found that the collaborative nature of PBL aids students in
developing interpersonal and communication skills. For instance, students are required to work
effectively in teams, present their ideas persuasively, and negotiate differing viewpoints. This
dynamic creates opportunities for feedback, which Geitz et al. [1] identify as a tool for promoting
deep learning and fostering self-efficacy among marketing students. Therefore, PBL provides a
robust framework for equipping future marketers with the skills and mindset needed to thrive in
their careers.

This systematic literature review with bibliometric analysis (SLRBA) synthesizes data on the
concept of PBL and its integration into marketing education. The research findings are organized into
sections based on identified themes, including the definition of the PBL concept, strategies to promote
PBL in marketing education, and the advantages and challenges associated with its implementation.

2. Materials and Methods

The researcher employed a systematic literature review with bibliometric analysis (SLRBA)
methodology, which offers a comprehensive and objective approach to evaluating existing literature.
This method ensures that the research encompasses a broad range of studies and theoretical
perspectives. Problem-Based Learning (PBL), being an interdisciplinary approach, integrates
educational theory, marketing practices, and pedagogical innovations. The SLRBA method facilitates
the identification, analysis, and synthesis of data across multiple academic fields.

Unlike traditional literature reviews, SLRBA utilizes a replicable, scientific, and transparent
process designed to minimize bias by conducting an exhaustive search of both published and
unpublished literature relevant to the study topic. Additionally, the researcher provides an audit
trail, enabling readers to evaluate the quality of the included studies, research procedures, and
conclusions.

The SLRBA process involves a comprehensive screening and selection of information sources
through three phases and six steps, as detailed in Table 1, to ensure the validity and accuracy of the
presented data.

Table 1. Process of systematic SLRBA.

Fase Step Description
Step 1 formulating the research problem
Exploration ~ Step2 'se.arching fc')r appropriate literature.
Step 3 critical appraisal of the selected studies
Step 4 data synthesis from individual sources
Interpretation Step 5 reporting findings and recommendations
Communication Step 6 Presentation of the LRSB report

Source: adapted Rosario and Dias [5,6].

The researchers conducted their literature search using the Scopus database, a highly respected
resource in the scientific and academic communities. However, it is important to acknowledge the
study’s limitations due to its exclusive reliance on Scopus, thereby excluding other scientific and
academic databases. Ideally, the literature search should encompass peer-reviewed publications up
until May 2024.
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The initial search in the Scopus database used the keywords “problem-based learning,” yielding
21,612 sources. The researchers then screened the titles, abstracts, and keywords to assess relevance
to the study topic. Following this, duplicates were eliminated, and inclusion and exclusion criteria
were applied. The included studies had to focus on PBL and its integration into marketing education.
Additionally, the researchers selected sources with clear methodologies and robust data.

The results were further filtered by publication type, including peer-reviewed journal articles,
conference papers, books, book chapters, dissertations, and theses. This process reduced the search
results to 521 sources. Finally, incorporating the keyword “marketing” narrowed the relevant sources
to 71, which were synthesized in the final report (Figure 1).
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Figure 1. PRISMA flow diagram for literature search [7].

A set of standards aimed at improving the transparency and quality of systematic reviews is
crucial for ensuring robust and reliable scientific evidence. The PRISMA guidelines provide a detailed
checklist and a flow diagram to assist researchers in reporting their systematic reviews clearly and
comprehensively. This effort is essential for facilitating informed decision-making in both clinical
practice and scientific research.

For data analysis, we employed content and thematic analysis methods to categorize and discuss
the diverse documents, as recommended by Rosério and Dias. The 71 documents indexed in Scopus
were analyzed both narratively and bibliometrically to deepen our understanding of the content and
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identify common themes that directly address the research question. Among the selected documents,
46 are articles, 14 are conference papers, 7 are part of a book series, and 4 are books.

3. Publication Distribution

Problem-Based Learning Marketing Peer-Reviewed Articles through May 2024. The year 2019
had the highest number of peer-reviewed publications, reaching 9. Figure 2 summarizes the peer-
reviewed literature published through May 2024.
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Figure 2. Documents by year.

The publications were sorted out as follows, with 2 (Strategic Marketing Planning And Control
Third Edition; Sefi Annual Conference 2011; Reference Services Review; Nature Biotechnology;
Journal Of Public Health Management And Practice; Journal Of Marketing Education; International
Symposium On Project Approaches In Engineering Education; American Journal Of Pharmaceutical
Education; Advances In Intelligent Systems And Computing); and the remaining publications with
1 document.

Similarly, Figure 3 illustrates the regions with the most significant literature contributions on the
topic. The USA, Canada and SPAIN stand out with the highest levels of scientific output in related
fields, among other countries publishing on the subject.

Figure 3. Documents by Geographical Area.

Source: own elaboration.
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The publications were categorized as follows: 2 publications each for “Strategic Marketing
Planning And Control Third Edition,” “Sefi Annual Conference 2011,” “Reference Services Review,”
“Nature Biotechnology,” “Journal Of Public Health Management And Practice,” “Journal Of
Marketing Education,” “International Symposium On Project Approaches In Engineering
Education,” “American Journal Of Pharmaceutical Education,” and “Advances In Intelligent Systems
And Computing.” The remaining publications each had 1 document.

In Table 2, we analyze the Scimago Journal & Country Rank (SJR), the best quartile, and the H
index for various journals, including “Nature Biotechnology” with an SJR of 18,120, Q1, and an H
index of 511. There are a total of 17 publications in Q1, 13 publications in Q2, 6 publications in Q3,
and 3 publications in Q4. Publications in the best quartile Q1 represent 27% of the 62 publication
titles; best quartile Q2 represents 21%; best quartile Q3 represents 10%; and best quartile Q4
represents 5% of the 62 publication titles. Finally, 24 publications without indexing data represent
39% of the publications. As shown in Table 2, the significant majority of publications are in quartile

Q1.

Table 2. Top 10 countries by number of publications.

Country Number of Publications
USA 78
CANADA 27
SPAIN 18
PORTUGAL 17
AUSTRALIA 10
NEPAL 10
NETHERLANDS 8
UK 7
BRAZIL 6
THAILAND 5

Table 3. Process of systematic LRSB.

. Best
Title SJR Quartile H Index

Nature Biotechnology 18,120 Q1 511
Journal Of Thoracic And Cardiovascular Surgery 1,740 Q1 218
Journal Of Marketing Management 1,450 Q1 90
Advances In Health Sciences Education 1,450 Q1 82
Medical Teacher 1,380 Q1 139

Instructional Science 1,200 Q1 89

European Journal Of Psychology Of Education 1,160 Q1 68
Technology Knowledge And Learning 1,150 Q1 39
American Journal Of Pharmaceutical Education 1,110 Q1 78
Nurse Education Today 1,090 Q1 101

Journal Of Marketing Education 0,940 Q1 66

Journal Of Public Health Management And Practice 0,820 Q2 61
Health Promotion Practice 0,770 Q1 61

Journal Of Animal Science 0,760 Q1 182

Reference Services Review 0,750 Q1 43

Journal Of Human Lactation 0,710 Q2 69
Advances In Physiology Education 0,620 Q2 73
Manufacturing Letters 0,590 Q2 39

Decision Sciences Journal Of Innovative Education 0,580 Q2 28
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Community College Journal Of Research And Practice 0,550 Q2 38
Educational Media International 0,510 Q2 47
International Journal Of Pharmacy Practice 0,490 Q1 44
Cogent Education 0,470 Q2 36

Journal Of Education For Business 0,450 Q2 56
International Journal Of Engineering Pedagogy 0,440 Q2 22
Journal Of Forensic And Legal Medicine 0,430 Q1 58
Estudios Sobre El Mensaje Periodistico 0,390 Q1 17
Biochemistry And Molecular Biology Education 0,380 Q3 46
Nursing Education Perspectives 0,360 Q2 56

Indian Journal Of Pharmacology 0,350 Q3 68
Interdisciplinary Journal Of Problem Based Learning 0,300 Q2 19
Interaction Design And Architecture S 0,300 Q2 19
Canadian Journal Of Learning And Technology 0,300 Q3 8
Proceedings Frontiers In Education Conference Fie 0,260 -* 46
Journal Of The College Of Physicians And Surgeons Pakistan 0,250 Q3 40

ACM International Conference Proceeding Series 0,250 -* 151
Journal For Advancement Of Marketing Education 0,180 Q4 11
Pharmacy Education 0,170 Q3 20

Ucjc Business And Society Review 0,150 Q4 17
International Journal Of Learning Technology 0,150 Q4 13
Sefi Annual Conference 2011 0 -* 7
International Symposium On Project Approaches In Engineering 0 " 7

Education

Textile Asia 0 -* 14

Journal Of Hospital Marketing And Public Relations 0 il 11
Elektron 0 -* 3

Ars Pharmaceutica 0 -* 21

ASEE Annual Conference Proceedings 0 -* 28

ASEE Annual Conference And Exposition Conference Proceedings 0 - 28
17th Iapri World Conference On Packaging 2010 0 ¥ 6
Asia Pacific Journal Of Cooperative Education 0 ¥ 0

_* * *

Strategic Marketing Planning And Control Third Edition
Advances In Intelligent Systems And Computing -* - -*
Sustainability In Hospitality How Innovative Hotels Are

Transforming The Industry

Proceedings 2022 International Conference On Frontiers Of
Information Technology Fit 2022
Proceedings 2017 International Seminar On Application For
Technology Of Information And Communication Empowering -* - -*
Technology For A Better Human Life Isemantic 2017

Learning And Analytics In Intelligent Systems ¥ - -*
Key Challenges In Geography il - -*
Imsci 2020 14th International Multi Conference On Society . . "
Cybernetics And Informatics Proceedings
Handbook Of Research On Decision Making Capabilities . . .
Improvement With Serious Games i i i
Fisita 2014 World Automotive Congress Proceedings -* -* -*
Developments In Marketing Science Proceedings Of The Academy . . .
Of Marketing Science

Advances In Transdisciplinary Engineering - - -
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*data not available. Source: own elaboration.

The 71 scientific and academic documents covered a wide range of subject areas: Social Sciences
(35), Engineering (18), Business, Management and Accounting (16), Computer Science (12), Medicine
(10), Pharmacology, Toxicology and Pharmaceutics (5), Economics, Econometrics and Finance (5),
Biochemistry, Genetics and Molecular Biology (5), Mathematics (4), Nursing (3), Health Professions
(3), Psychology (2), Inmunology and Microbiology (2), Decision Sciences (2), Chemical Engineering
(2), Materials Science (1), Energy (1), Chemistry (1), Arts and Humanities (1), and Agricultural and
Biological Sciences (1).

The most cited article was “Barriers to the Circular Economy—Integration of Perspectives and
Domains,” with 320 citations. Published in Nature Biotechnology, this article has an SJR of 18,120, is
in the top quartile (Q1), and has an H index of 511. It explores how the proliferation of new media
and industry involvement in academic research affect public trust and engagement in science,
providing recommendations to enhance science communication.

Figure 4 analyzes citation trends for documents published until May 2024. The period from 2014
to 2024 shows a positive net growth in citations, with an R2 of 73%, reaching a total of 809 citations

by May 2024.
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Figure 4. Evolution of citations between 2014 and 2024. Source: own elaboration.

The h-index measures the productivity and impact of a published work based on the maximum
number of articles that have been cited at least that same number of times. Among the documents
considered for the h-index, 13 were cited at least 13 times.

From the period <2014 to May 2024, the 71 scientific and academic documents accumulated a
total of 809 citations, with 21 of these documents not receiving any citations. During the same period,
the self-citation count was 723.

The bibliometric analysis aimed to explore and identify metrics revealing the patterns and
development of scientific or academic content within the documents, using principal keywords
(Figure 5). In this visualization, the size of each network node indicates the frequency of the
associated keyword, representing how often it appears. Additionally, the connections between the
nodes signify keyword co-occurrences, where keywords appear together. The thickness of these links
highlights the frequency of these co-occurrences, illustrating how often the keywords are found
together.
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In these diagrams, the size of a node corresponds to the frequency of its keyword, while the
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thickness of the links between nodes indicates the frequency of keyword co-occurrences. Each color
represents a different thematic cluster, with the nodes illustrating the scope of topics within a theme
and the links showing the relationships among these topics under the same thematic umbrella.

The results were derived using the scientific software VOSviewer, specifically designed to
analyze the key search term “problem-based learning marketing.” This study utilized scientific and
academic documents focusing on this area. In Figure 6, we can analyze the connected keywords,
illustrating the network of keywords that co-occur in each scientific article. This analysis helps

identify the subjects investigated by researchers and pinpoint emerging trends for future studies.

2512, 50 tern
o
bmayomgy‘nozurnal
e

medic
commi caunn Ating
@ ‘ “ g of health services

customer experience
cognition

consumer. products
brand identity

problem solving

behavior

g

academic performenice  economics

s nigorre wions
internship agl residency education, pharmacy
management
cul > =
collaborative leadership e‘ng %
@ hum:
physician / _ accounting g
community-institutional relat
an surveys andiguestionnaires
blichealth
publichealth 1o ath Promotion  heaitn > \ 4
babyfood social marketing - student
orediaBing audience g e o
child 2 -4 methodology

ods

diabetes malléus/ type 2 educational status NV g

e R
cultural chardeteristics
chemistry
f/‘% VOSviewer

Figure 6. A network of Linked Keywords.

multidisciplinary team®

active learning

businas’n:rsmp

hands-oflactivites _engfberifg course
acadggi@ilbraries s annﬁ rate
criticalfiifking Q
case agalysis

& cov‘rce

computer aided instruction

St S

te@g

tion
PABBOBY qiaborativéllearning
business riskimanagement
education computing .
action learning

learning systems

mergen cooperatigg learning
decisiofynaking seriouggames
desighilictors
learninggutcome feeiBack
case baselfffbsoning

learninglehavior

markeunq(a(ion


https://doi.org/10.20944/preprints202406.1020.v1

Preprints.org (www.preprints.org) | NOT PEER-REVIEWED | Posted: 14 June 2024 d0i:10.20944/preprints202406.1020.v1

Lastly, Figure 7 displays an extensive bibliographic coupling based on the document analysis,
enabling interactive exploration of the co-citation network. This feature allows users to navigate
through the network and uncover patterns within “problem-based learning marketing” across
different authors.
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Figure 7. A network of co-citation.

In summary, the chosen methodology ensured precision and provided comprehensive data for
other researchers to build upon this review. By addressing key issues, the methodology enhanced
coherence and improved the overall validity and reliability of the findings. Consequently, we
adhered to established guidelines for systematic reviews and meta-analyses, achieving a high
methodological standard. These aspects will be discussed in further detail below.

4. Theoretical Perspectives

In recent years, employers have increasingly expressed concerns about graduates” inadequate
knowledge and skills. For example, Lisa et al. [8] found that most employers refrain from hiring
graduates due to a lack of practical and discipline-specific skills. Rapid technological advancements
have further highlighted significant gaps in students” abilities to perform effectively in marketing
roles. Problem-Based Learning (PBL) addresses this issue by exposing learners to real-world
challenges, thereby better preparing them for their future careers. This literature review section
synthesizes data on the PBL concept and its effectiveness in marketing education.

4.1. Understanding the Concept of Problem-Based Learning (PBL)

Problem-Based Learning (PBL) is an educational approach that emphasizes student-centered
learning through the exploration and resolution of real-world problems. First introduced in 1969 at
McMaster University, PBL serves as an alternative to traditional lecture-based instruction. This
method engages students by encouraging them to adopt active, self-directed learning approaches,
such as establishing learning objectives, searching for appropriate educational resources,
collaborating with peers to create solutions, and assessing their progress over time.

Geitz et al. indicate that students work collaboratively in small groups to identify what they
need to learn to address the problem, engage in self-directed research, and apply their findings to
develop and propose solutions. In this model, the instructor’s role shifts from being the primary
source of information to acting as a facilitator who guides the learning process, supports student
inquiry, and encourages critical thinking. Consequently, this approach helps students develop a
deeper understanding of the subject matter and enhances essential skills such as critical analysis,
problem-solving, teamwork, and effective communication.


https://doi.org/10.20944/preprints202406.1020.v1

Preprints.org (www.preprints.org) | NOT PEER-REVIEWED | Posted: 14 June 2024 d0i:10.20944/preprints202406.1020.v1

10

PBL is grounded in constructivist learning theories, which posit that knowledge is constructed
through active engagement and contextual experiences. This makes PBL particularly effective in
preparing students for the complexities of real-life professional environments.

4.2. Strategies Used in PBL in Marketing Education

Multiple strategies are used to implement PBL in marketing education. According to
Cunningham et al. [9], students have different learning preferences, and each approach has varying
results, such as various levels of student engagement and outcomes. Given that PBL is meant to be
student-centric, understanding its different techniques can help implement effective programs based
on individual student preferences and needs.

4.2.1. Social Media

Social media platforms enable students to engage with real-world marketing environments,
analyze market trends, and interact with consumers and brands. According to Antonoff [12], students
can use social media to develop and test marketing campaigns, gather and analyze consumer
feedback, and observe the immediate impact of their marketing strategies. For instance, students can
create and manage social media pages for hypothetical or real products, learn how to craft engaging
content, optimize posts for different audiences, and use social media analytics to measure campaign
success [13,14]. This hands-on approach enhances their understanding of digital marketing and
equips them with practical skills in content creation, community management, and data analysis.

4.2.2. Serious Games

Serious games are educational tools that incorporate game-based elements to facilitate learning
engagingly and interactively. They are used in PBL marketing education to simulate real-world
market scenarios where students must apply marketing principles to make strategic decisions.
Correia and Simdes-Marques [15] explain that these games often involve challenges such as product
launches, competitive market analysis, pricing strategies, and advertising campaigns. A serious game
in PBL might require students to manage a virtual company, where they need to balance budgets,
respond to consumer trends, and compete against other virtual businesses [16]. This immersive
learning experience allows students to experiment with different marketing tactics, understand the
consequences of their decisions, and develop problem-solving skills in a risk-free environment [15].
In addition, the immediate feedback and realistic consequences provided in serious games help
students grasp complex marketing concepts more effectively and prepare them for real-life marketing
challenges.

4.2.3. E-learning

E-learning leverages digital platforms and online resources to deliver educational content,
enabling a flexible and interactive learning experience. In PBL for marketing education, e-learning
can encompass a wide range of tools and activities, including online courses, webinars, interactive
modules, and virtual collaboration spaces. Delgado-Pefia and Subires-Mancera [17] indicate that e-
learning platforms provide students with access to multimedia content, discussion forums, and
quizzes that reinforce learning. Therefore, students can use these platforms to work on marketing
problems at their own pace and access resources such as case studies, tutorials, and industry reports
[18,19]. In addition, Monedero-Perales et al. [20] imply that e-learning facilitates remote collaboration,
allowing students to work in virtual teams, share insights, and develop solutions to marketing
challenges using tools like Google Docs, Slack, or Trello. This approach supports students’ diverse
learning needs and helps them build digital literacy and collaboration skills that are crucial in modern
marketing [21]. Therefore, integrating e-learning into PBL enables educators to create a learning
environment that enhances student engagement and prepares them for the digital aspects of
marketing careers.
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4.2.4. Feedback

Feedback provides students with valuable insights into their performance and progress. In PBL,
feedback can come from various sources, including instructors, peers, industry professionals, and
even consumers. Armengol et al. [22] explain that this feedback helps students refine their problem-
solving approaches, improve their marketing strategies, and enhance their overall learning
experience. For instance, instructors can provide formative feedback on assignments and projects,
highlighting strengths and areas for improvement. Peer feedback, facilitated through group
discussions and peer review sessions, encourages collaborative learning and diverse perspectives
[23]. In addition, McDonald [24] indicates that feedback from industry professionals through guest
lectures, mentorship, or project evaluations bridges the gap between academic learning and real-
world application. Students can also gather consumer feedback through surveys or social media
interactions, allowing them to understand market reactions to their marketing campaigns. Armengol
et al. [22] explain that effective feedback in PBL is timely, specific, and constructive, guiding students
to reflect on their learning, identify gaps, and make necessary adjustments. PBL programs with robust
feedback mechanisms result in continuous improvement and help students develop critical thinking
and adaptive skills.

4.2.5. Audience Response Systems

Audience response systems (ARS) are interactive technology tools that allow instructors to
gather immediate feedback from students during lectures and discussions. These systems are used
in PBL programs to enhance engagement, assess understanding, and facilitate active learning [25]. In
addition, they enable instructors to pose questions related to marketing problems or case studies and
receive instant responses from students through handheld devices or smartphones. According to
Wood and Shirazi [26], educators use ARS to quickly gauge students’ comprehension of key
marketing concepts, track their progress, and identify areas that may require further explanation.
Immediate feedback allows for responsive teaching, where the instructor can adjust the lesson based
on the student’s responses [27,28]. It also facilitates a more interactive and engaging learning
environment. Besides, ARS can promote active participation among students reluctant to speak up
in traditional classroom settings. They can anonymously submit their answers and contribute to
discussions without the fear of judgment [25]. As a result, this strategy encourages a more inclusive
and participatory classroom atmosphere. This use of ARS in PBL supports real-time formative
assessment and helps students develop critical thinking skills as they analyze and respond to
complex marketing scenarios.

4.2.6. User-Generated Content

User-generated content (UGC) refers to any form of content, such as videos, blogs, discussion
posts, digital images, and social media updates, created by users or students rather than by
instructors or marketers. UGC in PBL programs is a powerful tool for engaging students and
enhancing their learning experience [29]. They are encouraged to create and share their content as
part of their problem-solving activities. For example, they might develop marketing campaigns,
produce promotional videos, write blog posts, or create social media content [30]. This approach
allows students to apply marketing theories and concepts creatively, thereby developing practical
skills in content creation and digital marketing. Generating content enables students to experiment
with different marketing strategies, receive feedback from peers and instructors, and refine their
approaches based on real-world responses [31,32]. This hands-on experience is invaluable in
preparing students for the demands of the marketing industry, where user engagement and content
creation are critical. Moreover, incorporating UGC in PBL supports a collaborative learning
environment. Students can share their work with classmates, discuss various approaches, and
collectively analyze the effectiveness of different marketing strategies [33]. This collaborative aspect
of UGC helps build a sense of community and enhances peer-to-peer learning, as students learn their
experiences from the insights and feedback of others.
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4.2.7. Simulation Exercises

Simulation exercises are immersive, interactive activities that replicate real-world marketing
scenarios. They allow students to practice and refine their skills in a controlled environment [34]. In
PBL programs for marketing education, simulation exercises provide experiential learning
opportunities where students can apply theoretical knowledge to practical situations. These exercises
can take various forms, such as virtual simulations, role-playing games, or computer-based
simulations [35,36]. In these environments, students can analyze market data, adjust their strategies
based on simulated consumer feedback, and observe the outcomes of their decisions over time. As a
result, simulation exercises are associated with multiple educational benefits, including improving
students” understanding of the complexities of market dynamics and developing strategic thinking
skills [37]. Simulating real-life challenges allows students to gain insights into the cause-and-effect
relationships inherent in marketing decisions. Consequently, this enhances their problem-solving
abilities. Finally, simulations often include scenarios that require teamwork and collaboration. These
practices help students develop essential interpersonal skills [38]. For example, while working in
groups, students must communicate effectively, negotiate roles, and collaborate to achieve common
goals. This teamwork aspect mirrors the collaborative nature of the marketing profession, thereby
preparing students for future roles in the industry.

4.2.8. Educational Robotics

Educational robotics involves using programmable robots as learning tools to teach various
concepts and skills through hands-on, interactive activities. They are commonly associated with
STEM education. However, educational robotics can also be effectively integrated into PBL for
marketing education to enhance students’ understanding and engagement [39]. For instance,
students might program robots to perform tasks that simulate consumer interactions, automate
marketing processes, or demonstrate product features. This hands-on approach helps students
understand the application of technology in marketing, such as how automation and artificial
intelligence can optimize marketing campaigns and improve customer experiences [40,41]. Working
with educational robotics in a PBL context encourages students to think creatively and solve
problems related to marketing strategies and consumer engagement. They can design and program
robots to carry out specific marketing activities, such as distributing promotional materials,
conducting surveys, or even interacting with potential customers at simulated trade shows or events
[42]. These activities require students to apply marketing principles while also developing technical
skills in programming and robotics.

4.3. Advantages of PBL in Marketing Education

Research shows various advantages of implementing PBL programs in educational institutions.
For instance, PBL bridges the gap between theoretical instructions and the practical application of
concepts. This allows students to understand how concepts taught in class apply in real-life working
environments [43]. As a result, students engaged in PBL programs are more likely to graduate with
employable skills. Other advantages include improved ability to collaborate, enhanced problem-
solving and critical thinking skills, and enhanced student control. This section synthesizes data on
multiple benefits and opportunities of PBL in marketing education.

4.3.1. Access to Hands-On Experience

PBL provides hands-on experience by offering students a tangible understanding of marketing
concepts and strategies. Unlike traditional lecture-based approaches, PBL immerses students in real-
world marketing scenarios, allowing them to apply theoretical knowledge to practical situations [44].
Students engage directly with marketing challenges, such as developing marketing campaigns
through hands-on projects, case studies, and simulations. This allows them to analyze consumer
behavior and create strategic plans for product launches [45]. In addition, this experiential learning
approach provides students with a deeper understanding of marketing principles and practices. This
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occurs by allowing them to experience firsthand the complexities and nuances of marketing decision-
making [46,47]. Moreover, hands-on experience in PBL empowers students to develop essential skills
that are highly valued in the marketing industry. For instance, active participation in marketing
projects and simulations allows students to learn to think critically, analyze data, and make informed
decisions [48]. These skills are crucial for success in marketing roles. In addition, hands-on experience
encourages students to explore different approaches, experiment with new ideas, and learn from both
successes and failures, thereby fostering creativity and innovation.

4.3.2. Interactive Collaboration

Interactive collaboration offers students the opportunity to engage with peers, instructors, and
industry professionals in an interactive learning environment. In traditional classroom settings,
learning is primarily passive. PBL changes this by encouraging students to actively participate in
collaborative activities such as group projects, discussions, and problem-solving exercises [49,50].
This interactive collaboration benefits students by allowing them to share ideas, perspectives, and
experiences with their peers [51]. As a result, it enriches their learning experience and expands their
understanding of marketing concepts. In addition, interactive collaboration in PBL develops essential
teamwork and communication skills. Working together on marketing projects and assignments
allows students to learn to communicate effectively, negotiate differing viewpoints, and resolve
conflicts [52]. The collaboration creates a supportive learning environment where everyone feels
valued and respected. This sense of camaraderie enhances motivation and engagement and promotes
a culture of cooperation and mutual support [53]. Interactive collaboration in PBL facilitates
meaningful interactions, promotes deeper learning, and prepares students for the collaborative
nature of the marketing profession.

4.3.3. Problem-Solving and Critical Thinking Skills

PBL in marketing education is instrumental in cultivating problem-solving and critical-thinking
skills among students. These capabilities prepare them for the challenges in the marketing industry.
PBL encourages students to actively engage with real-world marketing problems, analyze
information, and develop creative solutions. Klebba and Hamilton [54] indicate that they work with
authentic marketing scenarios, which challenge them to think critically about market factors,
consumer behavior, and competitive landscapes. These practices help improve their ability to
identify, analyze, and solve complex problems [55]. In addition, the emphasis on inquiry-based
learning in PBL contributes to their critical thinking and problem-solving skills. Students in PBL
programs are tasked with asking questions, conducting research, and exploring multiple perspectives
to arrive at well-informed solutions [36]. This process encourages curiosity, independent thinking,
and a willingness to challenge assumptions. This mindset is essential for innovation and success in
marketing roles.

PBL programs allow students to engage in iterative problem-solving cycles. This approach
enables students to learn to evaluate the effectiveness of their strategies, reflect on their decision-
making processes, and adapt their methods based on feedback and new information [56]. Therefore,
students develop proficiency in solving marketing problems and cultivate broader cognitive skills
such as analytical reasoning, creativity, and resilience through PBL. The opportunity to experience
real-world marketing challenges enables students to learn to approach problems from multiple
angles, think strategically, and make sound decisions under uncertainty [57,58]. These capabilities
are particularly crucial given how fast-paced and competitive the marketing industry has become.
Therefore, PBL empowers students to become agile problem solvers and critical thinkers, equipped
to navigate the complexities of modern marketing and drive innovative solutions in their future
careers.

4.3.4. Improved Decision-Making Capabilities
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PBL in marketing education catalyzes improving students’ decision-making capabilities. Active
engagement in real-world marketing problems encourages students to analyze information, evaluate
alternatives, and make informed decisions [15]. This process mirrors the decision-making procedures
and challenges they will potentially encounter in their future marketing careers. Students enrolled in
PBL programs learn to approach decision-making holistically, considering the immediate
implications and long-term consequences of their actions [59,60]. Through iterative problem-solving
cycles, students learn to assess risks, seek feedback, and adapt their strategies based on changing
circumstances. This process fosters agility and resilience in decision-making [61,62]. They experience
real-world implications of their decisions within a supportive learning environment, thereby gaining
the confidence and competence to make sound judgments in their future marketing endeavors.
Ultimately, PBL equips students with the skills and mindset needed to overcome challenges in
marketing and make strategic decisions that drive business success [63]. The improved decision-
making capabilities through hands-on learning experiences empower them to become effective
leaders and innovators in marketing.

4.3.5. Active Learning and Participation

PBL promotes active learning and participation by engaging students in meaningful, hands-on
activities that encourage them to take ownership of their education. It requires students to engage
with marketing problems actively, collaborate with peers, and apply critical thinking skills to solve
real-world challenges [29]. This promotes student-centered instruction by encouraging students to
take an active role in their learning process. The self-directed inquiry and problem-solving activities
contribute to their understanding and retention of knowledge [64]. Moreover, students become more
motivated, engaged, and invested in their learning. Thus, PBL empowers students to become active,
lifelong learners who are well-prepared to succeed in their future marketing careers.

4.3.6. Opportunity for Community-Based Training

PBL programs allow students to engage with real-world stakeholders and apply marketing
principles in authentic contexts beyond the classroom. Community-based training involves
partnering with local businesses, nonprofit organizations, or community groups to address
marketing challenges or opportunities, benefiting both students and the community [28,65]. PBL
supports community-based training by integrating real-world projects and partnerships into the
curriculum. This strategy provides students with hands-on experience and exposure to diverse
marketing environments [23]. For example, students might collaborate with local businesses to
develop marketing strategies, conduct market research, or implement promotional campaigns.
Working directly with community stakeholders provides practical insights into the unique challenges
and opportunities facing businesses in the local area.

Community-based training in PBL promotes civic engagement and social responsibility by
encouraging students to apply their marketing skills to address real societal issues. For instance,
students might partner with nonprofit organizations or community groups to develop marketing
campaigns for social causes or raise awareness about local issues [24,66]. These projects allow them
to contribute positively to their communities while also gaining valuable experience in ethical
marketing practices and social impact initiatives [67]. In addition, community-based training
provides students with networking opportunities and professional connections that can benefit their
future careers [65]. Interactions with local businesses, industry professionals, and community leaders
expand their professional networks. They also create opportunities to gain insights into industry
trends and access potential internships or job opportunities [68]. This practical exposure to the
marketing industry enhances students” employability and prepares them for successful careers in
marketing.

4.3.7. Improved Student Control
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PBL increases students’ level of control over their learning process. In traditional lecture-based
approaches, instructors dictate the pace and content of instruction. On the contrary, PBL empowers
students to take ownership of their learning by actively engaging in problem-solving activities,
setting learning goals, and directing their inquiry [1]. In this case, PBL shifts the role of the instructor
from a knowledge transmitter to a facilitator, providing guidance and support as students navigate
through marketing challenges. Heini6 and Karjalainen [69] argue that this student-centered approach
allows learners to explore topics that align with their interests, strengths, and career aspirations. As
aresult, it establishes a sense of autonomy and motivation. Students have the flexibility to focus more
on marketing areas that intrigue them, conduct independent research, and pursue projects that reflect
their learning objectives.

Students in PBL programs could make decisions about how they approach and solve marketing
problems. They can choose their research methods, select relevant resources, and determine the best
strategies for addressing the challenges [70]. This level of control enhances students’” sense of agency
and promotes critical thinking and problem-solving skills as they learn to evaluate options and make
informed decisions [1]. Giving students control over their learning process through PBL programs
promotes accountability and self-regulation [71]. Students are responsible for managing their time,
setting deadlines, and monitoring their progress. This results in self-directed professional marketers.
The autonomy also builds a sense of ownership and commitment to learning, leading to greater
engagement, satisfaction, and achievement.

4.3.8. Accommodation of Students’ Preferences for Different Instructional Methods

PBL programs are designed to accommodate students’ preferences for different instructional
methods. They entail a diverse range of learning experiences tailored to individual needs and
learning styles. Garver et al. [13] found that these programs recognize that students have varying
learning preferences and strengths, thus offering flexibility in how content is delivered and assessed.
For instance, the PBL approach emphasizes active learning and experiential activities [9]. This offers
opportunities for students who prefer hands-on, practical learning experiences to engage in real-
world marketing projects. Moreover, Alkhasawneh et al. [72] explain that PBL incorporates various
instructional methods to appeal to different learning styles. For example, visual learners may benefit
from multimedia presentations, diagrams, and visual aids that help illustrate marketing concepts,
while auditory learners may prefer lectures, podcasts, or discussions. Kinesthetic learners may thrive
in interactive activities such as role-playing exercises or hands-on projects that involve physical
manipulation and experimentation [73]. Offering a mix of instructional methods in PBL programs
ensures that students with diverse learning preferences can engage with the material in ways that
resonate with them.

4.3.9. Multidisciplinary Student Projects and Teaching Approaches

PBL encourages multidisciplinary student projects and teaching approaches, thereby providing
students with a holistic understanding of marketing concepts and their applications across various
disciplines. This approach recognizes that marketing intersects with other areas, such as psychology,
economics, sociology, technology, and design [74]. It aims to promote collaboration and integration
across these fields. Multidisciplinary student projects in PBL create an opportunity for students to
explore diverse perspectives and insights from different disciplines [69]. Collaborating with peers
from various backgrounds provides exposure to alternative viewpoints and approaches to problem-
solving, enhancing their learning experience, creativity and innovation [75]. For example, a
marketing project that incorporates insights from psychology may explore consumer behavior and
decision-making processes. At the same time, one that integrates principles of economics may
analyze market trends and pricing strategies.

Multidisciplinary teaching approaches in PBL allow instructors to use a wide range of resources
and expertise to enhance student’s understanding of marketing concepts. In this regard, instructors
may incorporate case studies, guest lectures, and real-world examples from other disciplines to
illustrate key concepts and theories rather than relying solely on marketing textbooks and lectures
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[76,77]. For example, a marketing project on sustainability may involve input from environmental
science experts, while one on digital marketing may incorporate insights from technology specialists.
Besides, Heini6 and Karjalainen [69] indicate that multidisciplinary student projects in PBL prepare
students for the interconnected nature of the modern business world, where successful marketing
strategies often require collaboration across departments and disciplines. Students who engage in
these multidisciplinary projects develop valuable skills such as teamwork, communication, and
adaptability.

4.4. Challenges Associated with PBL in Marketing Education

Implementing PBL in educational contexts can be associated with various obstacles that
educators and institutions must navigate. For instance, the process of accommodating each student’s
preferences and needs can be resource-intensive. Institutions with limited resources may struggle to
provide adequate student-centric learning environments. Other issues identified in the research
include information integrity issues, resistance, and inadequate instructor preparedness.

4.4.1. Information Integrity Issues

The potential for information integrity issues is a major issue in PBL. This approach relies heavily
on real-world scenarios and external resources. This results in a higher risk of encountering
inaccurate or outdated information that may undermine the validity of student learning outcomes
[78]. Students may struggle to discern credible sources from unreliable ones, leading to
misconceptions or incomplete understandings of marketing concepts. Furthermore, the rapid
changes and developments in the marketing industry mean that information can quickly become
obsolete [79]. This requires instructors to continuously update course materials and resources to
ensure accuracy and relevance. Therefore, educators should guide evaluating sources and emphasize
the importance of critical thinking and fact-checking skills [80]. Students should learn to find and use
reputable sources of information to support their learning objectives.

4.4.2. Student Resistance

Instructors and institutions implementing PBL in marketing education are likely to encounter
student resistance, particularly among those accustomed to traditional forms of instruction. For
example, Cunningham et al. [9] found that 84% of participating students preferred PBL with small
learning groups with tutors as facilitators. However, 14% of students still preferred more traditional
teaching methods, including larger learning groups and tutors who taught didactically. Some
students may find the open-ended nature of PBL projects daunting or may struggle with the required
increased level of autonomy and responsibility [81]. In addition, students may resist collaborating
with peers or engaging in self-directed learning, preferring the structure and guidance provided by
traditional lectures. Educators can reduce student resistance by effectively communicating the
benefits of this approach, providing clear expectations and support structures, and creating a
supportive learning environment where students feel empowered to take ownership of their
learning.

4.4.3. Resource Intensive

Integrating PBL strategies into marketing curriculums can be resource-intensive, requiring
significant time, effort, and resources to design and implement effective learning experiences.
Developing authentic, real-world marketing projects, sourcing relevant case studies and resources,
and facilitating group collaboration can all demand substantial investment from instructors and
institutions [82]. In addition, PBL may require access to specialized technology or software tools to
support student learning, further increasing the resource requirements [80]. Limited resources may
pose challenges for educators, particularly those with heavy teaching loads or competing demands
on their time. As a result, educators may need to collaborate with colleagues, leverage existing
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resources and materials, and seek support from institutional stakeholders to ensure the successful
implementation of PBL initiatives in marketing education.

4.4.4. Inadequate Instructors Preparedness

Effective implementation of PBL requires instructors to possess a diverse skill set. These may
include expertise in marketing concepts, instructional design, facilitation techniques, and assessment
strategies [76]. Some instructors may lack experience or training in PBL methodologies, leading to
difficulties in designing and delivering engaging and effective learning experiences. Besides,
instructors may struggle to adapt to the shift from a traditional lecture-based approach to a more
facilitative role in PBL. As a result, Cunningham et al. [9] indicate that they may require ongoing
professional development and support to develop the necessary competencies. Education institutions
should invest in faculty training and development programs. These should provide opportunities for
instructors to learn about PBL methodologies, gain hands-on experience with implementing PBL
projects, and receive feedback and support from experienced mentors or colleagues.

5. Conclusions

Problem-Based Learning (PBL) is an effective approach to ensuring that marketing students
graduate with employable skills and knowledge. Its hands-on practice helps bridge the gap between
employers’ expectations and the skills of new professionals. PBL encourages active student
engagement, contrasting with traditional passive lecture-based formats. Educators using this
approach employ various strategies, such as social media platforms for developing and testing
marketing campaigns, serious games for simulating real-world activities, and e-learning platforms
for resource accessibility. Feedback mechanisms and tools like Audience Response Systems (ARS)
and User-Generated Content (UGC) further enhance engagement and learning experiences.

Implementing PBL programs offers numerous benefits, including hands-on experience,
interactive collaboration, and the development of critical thinking and problem-solving skills.
Students tackle real-world marketing challenges, collaborate with peers and industry experts, and
hone decision-making and communication skills. PBL also supports community-based training,
partnering with local businesses, NGOs, and other organizations, encouraging ethical professional
practices. Unlike traditional setups, PBL gives students control over their learning, allowing them to
set objectives and focus on topics of interest, enhancing engagement and satisfaction.

Most marketing PBL programs adopt a multidisciplinary approach, integrating concepts from
various disciplines to deepen students’ understanding of marketing principles. Despite these
benefits, challenges such as resource intensity, student resistance, and information integrity concerns
can hinder PBL implementation. Educational institutions and educators must address these issues to
optimize PBL programs effectively.

PBL emphasizes solving real-world problems to learn about a subject. In marketing, PBL mirrors
the industry’s dynamic, problem-solving nature. It forces students to apply theoretical concepts to
practical problems, enhancing understanding and adaptability. PBL involves teamwork, reflecting
professional marketing environments, and includes real-life business problems, providing firsthand
experience. The approach encourages reflection on the learning process, decision-making, and
outcomes. With digital marketing’s rise, PBL incorporates digital tools and platforms, preparing
students for modern challenges.

Future research in PBL for marketing should explore: (i) integrating technologies like Al, VR,
and AR for immersive learning; (ii) tracking career trajectories of PBL students; (iii) adapting PBL for
online and hybrid environments; (iv) integrating marketing with other disciplines like psychology
and data science; and (v) developing new assessment methods for cognitive and practical skills
gained through PBL. These areas will enhance the theoretical understanding and practical application
of PBL, ensuring marketing education remains relevant and effective.
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Appendix A

Table Al. Overview of document citations period <2014 to 2024.

Documents <2014 2015 2016 2017 2018 2019 2020 2021 2022 2023 2024 Total
(Feed Back as a Teaching Toei: Its
Impact on the Motivation ...

2023 - - - - - - - - - 1 - 1

Gender transformative advertising
. 2023
pedagogy: promoting gender. ..
Impact ofSerious Game Design
Factors and Problem based Peda ...

202 - - - - - - - - - - 2 2

Developing a distinctive
consulting capstone courseina 2021 - - - - - - - -3 1 1 5
sup ...
Exploring a problem-based
learning approach to improve 2021 - - - - - - - - - 2 1 3
theq...
Lab experience with seafood
control at the undergraduate 2020 - - - - - - - 2 -1 2 5
lev ...

Emerging MiningTrends:
Preparing Future Mining 2020 - - - - - - 1 1 1 - - 3
Professional ...

The practice research of
flipped-classroorn combined 2019 - - - - - - - -1 - - 1
mobilea ...

A challenge based learning
experience in forensic medicine
Learning with Educational
Robotics through Co-Creative 2019 - - - - -1 - -1 - - 2
Metho ...

How Novices Use Expert Case
Libraries for Problem Solving

2019 - - - - - 1 4 1 4 - - 10
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Teaching Geospatial
Competences by Digital 2019 - - - - - - 1 - - - - 1
Activities and E- ...
Rolling l.abs—Teachmg \./eh%cle 2019 - S
electronics from the beginni ...
(Massive open online course

instructor motivations, innovati 2019 - - - - - - 4 5 4 2 15

Using social media effectively 2016 - 1 1 6 4 5 7 3 - - . o

in a surgical practice

Are marketing students in

control in problem-based 2016 - - - - - - -1 2 - - 3
learning?
(Cases for teaching, problem-
based learning and consulting: 2016 - - -1 - - - - - - - 1

Promoting Problem-Based

Learning in Retailing and 2015 - - - - - - 3 2 1 - - 6
Services M ...
Matters of taste: Bridging
molecular physiology and the 2015 - - 1r - - - - - - - - 1
huma ...

A pharmacy business
management sirnulation 2014 - 12 1 - - 1 3 3 1 - - 13
exercise as a prac ...

Interactive Learning Activities

for the Middle School Classr .. '+ > oot
Learning Context and
Perceptions of Problem-Based 2013 - r - - - - - -1 - - 2
Learning: ...
Pr?blem-based service l.earnmg 2013 - R T
with a heart: Organizational ...
Theory to practice: Real-world
case-based learning for manag 2012 - -1 1 - - 1 1 1 2 - 7
(The ‘Ecosportech’ pro]ect.as Moyon 5 L g
example of entrepreneurial ...
Promoting aclive learning using
Audience Response Systemin 2012 15 3 8 2 4 4 4 5 3 2 - 50
Work in progress—Does the
marketing of engineering 2011 1 - - - - - - - - - 1
courses ...
Library and marketing class
collaborate to create next gener 20117 21 1 - - 1 1 1 - - - 7
Evaluating community-based
public health leadership 2011 3 - - 3 - - - 1 - - - 8
training
A university, community
coalition, and town partnership 2011 1 - 1 1 - 1 - - - - - 4

top ...
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Learning to maintain a proper
relationship with the pharmace 2010 - - - 1 - - - - - -1

Science communication 000 o 19 13 90 25 27 37 34 31 26 9 317
reconsidered
A review of problem-based
(PBL) pedagogy approaches to 2009 - - - - - - - - - 1 - 1

engin ...

Medical education and medical
educators in South Asia -A se ... 2009 4 2 2 ) ) 2 ) ) 1 ) ) 1

Strategic marketing: Planning 2007
and control: Third edition
Structured case analysis:
Developing criticai thinking 2007 17 1 1 4 2 1 2 2 4 7 1 42
skill. ..
Learning skills profiles of
rnaster’s students in nursing 2007 5 -1 - - - - - - - - 7
adm ...

A discussion of refractive
medical behavior froman 2006 1 - - - - - - - - - -
experien ...
Modeling the problem-based
learning preferences of 206 3 - - - 2 1 1 1 1 2 - 21
McMaster ...
Teaching pharmacovigilance to
medical students and doctors

2006 9 1 1 3 2 1 2 5 1 - 1 26

Enhancing problem-solving
expertise by meansofan 2006 7 5 3 2 1 - 1 1 - - - 20
authentic ...

Service scripts: A tool for
teaching pharmacy students 2006 3 - - - - - - - 1 1 - 5
how t...

Transforming the Marketing
Curriculum Using Problem- 2003 25 1 2 4 - 2 - 2 2 5 - 42
Based Le ...
Oregon State University’s Steer-
a-Year program: Integrating ...
Applying case methodology to

2002 1 - - - - - - - - - -1

teach pharmacy adrninistration 2002 1 - - -1 - - - -1 - 3
e. ..
Cognitive effects of an
authentic computer-supported, 2002 32 5 6 7 2 - - 2 2 - - 56
proble ...

Teaching hands-on inventive
problem solving
(Promoting online collaborative
learning experiences for tee ...
Assuring integrity of

2000 3 - - - - - - - - - - 3

2001 10 1 1 1 1 1 - - - 2 1 18

information utility in cyber- 1999 8 1 - - - 1 - - - - - 10
learning ...

Total 241 43 48 49 48 49 72 8 73 74 26 809
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