The Marketing Feud
The "Marketing Feud," easily adapted from the "Family Feud" TV game show, is particularly useful in consumer behavior and other marketing courses. Both the content of the game (i.e., specific questions and answers) and the process of playing the game (i.e., researching questions, guessing other people's answers, "families" forming and changing, etc.) can serve as active learning tools. 

The Marketing Feud has certain distinct advantages over most other games and game show adaptations for classroom use. Some of the benefits and advantages include: 

· Can introduce topic areas.
Name something a wife is likely to send her husband to the store to buy. 

· Demonstrates various aspects of decision-making: individual, group, effects of group pressure on individuals, and effects of time pressure.
Name a product people buy for status. 

· Highlights the importance of perception vis-a-vis reality in marketing—"correct" answers according to surveys are not always factually correct.
Name the country from which the U.S. imports the most. 

· Demonstrates the idiosyncratic and subjective nature of perceptions and attitudes.
What snack food goes best with beer? 

· Can be more meaningful and interesting to students by "localizing" content.
Name a restaurant in (our city). 

· Motivates students and illustrates motivation, both intrinsic (it's fun) and extrinsic (playing for extra-credit points; not wanting to get a "wrong" answer and disappointing your "family."
Name a specific need that motivates consumer behavior. 

· Answers usually require more thought than just recognizing or spelling a word or the name of a concept.
Name a type of product that is typically sold directly from producer to consumer. 

· Involves several students at once; unlike most other games/game shows that involve one or a very few students at a time, the Marketing Feud utilizes two teams of five, plus (optionally): a timer/scorekeeper, someone to operate the "answer board" (writing on the chalkboard or using an overhead projector work nicely), conducting surveys (see next item), or serving as host(ess).
What do students complain about most at (our school)? 

· Can introduce various aspects of marketing research, if some students are allowed to prepare and conduct surveys for questions and answers for subsequent use.
Name a (popular) (soft) drink. 

· Actively involves students—especially participants, but also "members of the studio audience."
Name a job or occupation in marketing. 

The Feud can be used at the beginning of the semester to put the class at ease and establish a classroom "climate" conducive to student participation and active learning. It can be an occasional change of pace or to reward students present on a low-attendance day (e.g., immediately before spring break). The Feud can be used periodically to introduce new topical areas. It can also be played regularly (e.g. weekly) for all or part of a class period. 

This and other games can be useful for encouraging slower or less motivated students. The Marketing Feud in particular can help get reticent students to participate in class, because of the "safety" of being part of a "family" rather than "on-stage" individually. 

Using other principles classes as the survey population for marketing principles class "Feuds" has had the unplanned added benefit of enticing some of these students into marketing courses. 

A useful adjunct to this—or any—classroom game is to require students to write a brief paper describing the benefits and drawbacks of playing "games" in general, and this game in particular, as a classroom learning activity. This serves to integrate and reinforce the positive aspects of the experience—including what they've learned from it. 

The Marketing Feud requires some advance preparation, but is an entertaining and instructive diversion from classroom routine — even though you don't really get to kiss the contestants. 

(I would be pleased to provide a copy of the rules and procedure handout I use, along with some additional sample questions.)

