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ABSTRACT

American businesses have a legacy o f being at the forefront o f  education reform 

efforts. They spend billions of dollars each year to support education. Yet, while they 

invest substantially in education, businesses continue to report that potential employees 

are unqualified to fill open positions. This research study surveyed businesses to explore 

their view of working in an education-business partnership focused on curriculum. By 

providing information on the types o f involvement activities businesses prefer and the 

returns they expect for their involvement, schools can gain knowledge and insight into 

pursuing businesses that will work cooperatively within an education-business 

partnership to impact curriculum. This is a non-experimental, quantitative study using a 

survey instrument, Surette Curriculum-Based Partnership Survey. Findings indicate that 

businesses felt that there was no difference in the types o f  involvement or expected 

returns they would desire based on their business size (small, medium, or large). 

Additionally, businesses felt that there was no difference in the types o f involvement or 

expected returns they would desire based on their school partnership preferences 

(elementary, middle, or high school). For public schools, this is a beneficial outcome 

since any business, no matter what their size, could be approached as a potential 

curriculum-based partner. The advantage that schools gain when not limited by business 

size, types o f involvement or expected returns is very motivating.



CHAPTER 1 

INTRODUCTION TO THE STUDY 

President Obama, in the U.S. Department o f Education report, A Blueprint fo r  

Reform: The Reauthorization o f  the Elementary and Secondary Education Act (2010), 

stated “Reforming our schools to deliver a world-class education is a shared 

responsibility.. . We must support families, communities and schools working in 

partnership to deliver services and supports that address the full range o f student needs” 

(p. 1). Furthermore, he declared the strengthening o f America’s public education system 

will be the result o f shared work between parents, students, educators, business and 

community leaders, elected officials, and other partners as America reaches the goal that 

every student should graduate from high school ready for college and career. College and 

career readiness is now a national priority (U.S. Department o f Education, 2010).

Achieve, Inc. is an independent, bi-partisan, non-profit education reform 

organization led by a board o f directors comprised o f governors and business leaders.

This organization is advancing the national ‘college and career ready’ agenda. Achieve, 

Inc. further clarified the meaning o f ‘college and career ready’ as high school graduates 

that have the academic knowledge and skills in literacy and mathematics required to 

qualify for and succeed in entry-level, credit-bearing postsecondary coursework or 

postsecondary job training. This postsecondary coursework or job  training may take place

1
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in a community college, university, technical/vocational program, apprenticeship, or 

significant on-the-job training (Achieve, Inc., 2012).

American businesses spend billions o f  dollars each year to support education. Yet 

businesses are also spending billions o f dollars annually to train employees. Even with 

businesses investing in education, employers continue to state that there is a significant 

gap in the skills that employers need and what is available with today’s workforce. When 

businesses cannot find qualified workers, they cannot grow or sustain their business and, 

as a result, their profitability and existence may be threatened. One reason cited for this 

skills gap is that the business needs are not understood. Businesses need to quantify and 

communicate their needs and educators must do a better job o f seeking this information 

(The Institute for a Competitive Workforce, U.S. Chamber o f  Commerce, 2012).

Business involvement in public education is not new. In fact, American 

businesses have a legacy o f  being at the forefront o f education reform efforts. Since the 

late 1800’s, industrial changes necessitated the creation o f educational programs and 

institutions that responded to the changing needs o f the work force. The link between 

education and businesses began to emerge. It was not until the late 1970’s that the term 

‘partnership’ became a popular notion within education (Grobe & Office o f Educational 

Research and Improvement, 1993). “Today, education partnerships -  cooperative efforts 

between a school and the private sector to improve the quality o f  education -  are truly a 

national movement permeating the entire education system” (p. 4) so says, America’s 

Schools: Everybody’s Business: A Report to the President published by the U.S. 

Department o f Education (1988). Business involvement in education partnerships, aimed 

at improving the educational system, operate at a number o f levels. They may be policy
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partnerships that work to bring about substantive changes in legislation or governance. 

They may exist to identify and address needed reforms in the educational system. They 

can be established to provide management assistance, support, and business expertise.

Still others provide training and development through expanded professional 

development (Merenda, 1989). Public relations concerns were the initial driving force for 

establishing partnerships. There was a desire for corporations in or near urban 

communities to be good neighbors. Initially, the focus was on giving financial donations 

or equipment to area schools or providing incentive rewards for students for improved 

school attendance or good grades (Grobe & Office o f Educational Research and 

Improvement, 1993).

The 1983 report, ‘A Nation at R isk’, published by the National 

Commission on Excellence in Education, strongly articulated the need for reforms 

in public education (Gardner & National Commission on Excellence in 

Education, 1983). The report made recommendations that citizens across the 

nation hold educators and elected officials responsible for providing the 

leadership necessary to achieve specified reforms and that citizens provide the 

fiscal support and stability required to bring about the proposed reforms.

Additionally, the report stated:

Reform o f our educational system will take time and 

unwavering commitment. It will require widespread, energetic, and 

dedicated action. For example, we call upon the National Academy 

o f Sciences, National Academy o f engineering, Institute o f  

Medicine, Science Service, National Science Foundation, Social



Science Research Council, American Council o f  Learned 

Societies, National Endowment for the Arts, and other scholarly, 

scientific, and learned societies for their help in this effort. Help 

should come from students themselves; from parents, teachers, and 

school boards; from colleges and universities; from local, State, 

and Federal officials; from teachers' and administrators' 

organizations; from industrial and labor councils; and from other 

groups with interest in and responsibility for educational reform 

(Gardner & National Commission on Excellence in Education,

1983, p. 36).

In ‘A Nation at Risk’, Gardner and the National Commission on Excellence in 

Education (1983), focused the attention o f the entire nation on improving education, 

linking student performance to economic growth, bringing governors to the forefront o f 

the reform movement, and setting expectations for the documentation o f  ongoing 

progress. The mid-1980’s evolved into the era o f commission pronouncements as 

numerous national education reports and policy recommendations were produced. Since 

the release o f ‘A Nation at Risk’, the media has reverberated with reports o f our troubled 

schools. Various entities, often led by prominent business leaders, weighed in with their 

own documents viewing the educational system through a diverse set o f lenses. Themes 

ranged from making the case for investing in early childhood education, to the successful 

preparation o f students for higher education and the work force, to adequate preparation 

o f teachers (Siegel, 2009). Demands for school reform from business leaders and 

politicians have followed every subsequent report that details how dismally our students



perform when compared to the students o f our economic competitors in this new global 

economy (Dietz, 1995). As Spring (2004) stated, . . most education reports in the early, 

the report stated, . . most education reports in the early 1980’s were using the public 

schools as a scapegoat for economic problems caused by factors outside the realm of 

education” (p. 59).

According to Levine (1985), three major changes occurring in the American 

economy pointed to businesses being more dependent on the quality o f public education. 

First, global competition increasingly required American industry to work smarter, faster, 

and more efficiently. Employees needed to be able to adapt to technological change in the 

workplace. Second, there was a shift in our economic base from smokestack industry to 

information-based, high technology industry. This created an increasing demand for 

better education workers with knowledge and skills in mathematics, science and 

technology. Third, in order to maintain our leadership in these new industrial areas, we 

need highly skilled individuals to keep us on the “cutting edge” o f  new technologies 

through research and development (Levine, 1985).

As America changed from a manufacture-based economy to a service-driven one, 

businesses grew increasingly alarmed about the lack o f preparation o f  its work force. 

Businesses found themselves burdened with training costs because entry-level employees 

were unable to meet the demands o f new and more complex job requirements. In order to 

ensure the continuing economic health o f  America, businesses needed to recapture the 

sense o f vested interest in improving the preparation o f its future labor force (Grobe & 

Office o f Educational Research and Improvement, 1993).
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Stimulated by educational reform agendas, businesses have worked in a variety of 

ways with schools to support change and improvement (Hood & Rubin, 2004). With or 

without documented results, education-business partnerships were increasingly seen a 

need for an improved labor force, businesses are working with schools to positively 

impact the education process. Educators, dealing with increasing conflicts between 

resources and goals, are encouraging business involvement (Baas, 1990). The education- 

business partnership movement remains vibrant today. Randall Stephenson, the CEO and 

Chairman of AT&T, spoke to the national college and career readiness priority when he 

stated,

It will take all o f us working together and supporting the hard work 

o f the education community to continue to improve graduation rates 

and preparedness for careers and college. American business has an 

enormous stake in the success o f our students. It’s time to commit 

more innovation and resources to the task (Achieve, Inc., 2012). 

Education-business partnerships are being formed each year as vehicles for fundamental 

change (Holley, 1998).

Yet, while business leaders are funding reform efforts, participating in 

commissions, and providing moral support, they are leery o f promoting “business” 

solutions for schools. American businesses are investing substantially in education and 

employers continue to report that too many potential employees are unqualified for the 

jobs available. Business leaders can support educators’ efforts to reform curricula and 

teaching practices by providing leadership for reforming schools into accountable, 

flexible, high-achieving organizations (The Institute for a Competitive Workforce, U.S.
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Chamber o f Commerce, 2007). Discovering factors for business involvement within 

school curriculum is important although it is difficult to ascertain motives and gauge 

impact.

In order to establish a mutually beneficial partnership, schools and businesses 

must fully understand the reason for forming an alliance: the improvement o f  education 

and preparation o f students for the transition from school to work. Improving educational 

experiences for students has far-reaching economic consequences. It can expand the 

economic opportunities and the quality o f future workers, enhance business’ potential and 

global competitiveness, and ultimately improve the quality o f life (Hall, 1993). A 

cooperative venture such as this requires a substantial degree o f coordination, hard work, 

patience, and commitment by education and business personnel.

STATEMENT OF THE PROBLEM 

With decades o f education reform efforts behind us, the 21st century is bringing 

unprecedented economic and social challenges to be addressed. Our children need to be 

prepared for the intellectual demands o f  a more complex society and modem workplace. 

Education and business are two interdependent, yet, vastly different factions o f American 

culture. When employers cannot find enough qualified workers, they cannot sustain or 

grow their business. The available workforce affects business profitability. It is therefore 

imperative that business stakeholders become key players in transformative educational 

reform efforts. A properly skilled workforce that can innovate, create new products and 

services, and bring them to market quickly and efficiently will thrive in a competitive 

global economy (The Institute for a Competitive Workforce, U.S. Chamber of 

Commerce, 2007).
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Education-business partnerships are often viewed as a way to improve education. 

However, there is little documentation about the perceptions that business people have 

when establishing and working within those partnerships to impact curriculum and 

education reform efforts. What specific factors influence the success o f  curriculum-based 

partnerships? If schools understood how businesses view their partnerships with schools, 

then they would have much needed information to establish new partnerships, enhance 

existing partnerships, and sustain established partnerships.

This non-experimental, quantitative study will investigate business interest in 

developing curriculum and their expectations in return for their involvement in a 

curriculum-based partnership. Additionally, this study will determine if  differences exist 

based on the organizational size and the preferred school level for working within a 

curriculum-based education-business partnership.

RESEARCH QUESTIONS 

This study was guided by the following research questions:

1. Is there a significant difference in the types o f  involvement and the expected 

returns based on organizational sizes (small, medium, or large)?

2. Is there a significant difference in the types o f  involvement and the expected 

returns based on school partnership preferences (elementary, middle, or high 

school)?

DEFINITION OF TERMS

1. Cross-sectional survey -  The survey information is collected at one point in time, as 

opposed to a longitudinal study where data are collected over a period o f time (Fink, 

2009).
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2. Curriculum -  An interrelated set o f plans and experiences that a student undertakes 

under the guidance o f the school (Marsh & Willis, 2003).

3. Education partnership -  Cooperative efforts between a school and the private sector 

to improve the quality o f education (U.S. Department o f Education, 1988).

4. Implementation -  The process o f incorporating a new curriculum into a school or 

classroom (Marsh & Willis, 2003).

5. Private sector -  For-profit businesses that are not owned by the government (Levine, 

1985).

6. Public school -  schools supported by public funds and overseen by a local or state 

education agency (Levine, 1985).

7. Simple random sampling -  Each survey participant has an equal chance o f being 

selected from the population. The population contains everyone who is eligible for 

the survey (Fink, 2009).

8. Stratified random sampling -  The population is first subdivided into subgroups or 

strata and a given number or proportion o f respondents from each stratum are chosen 

at random to get a sample (Fink, 2009).

9. Types o f  involvement -  There are four basic levels o f  partnership involvement; 1) 

Adopt-A-School; 2) programmatic initiative; 3) policy-changing; and 4) alliance and 

community coalition efforts (Kranberg, 1993).

DELIMITATIONS 

This study is delimited to a stratified random sample o f businesses that are

currently registered with the Georgia Chamber o f  commerce and operating in the state of

Georgia. A representative stratified random sample o f  large, medium, and small
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businesses will be compiled. Business leaders will be asked to respond to a descriptive 

survey composed of questions involving beliefs about curriculum, types o f partnership 

involvement activities, and the expected returns for partnering with public schools.

LIMITATIONS

The results o f this study may be affected by the following limitations:

1. The study is limited to members o f  the Georgia Chamber o f  Commerce

2. The study may be limited as the response rate is based upon the willingness o f

businesses to respond to the survey. Moreover, the survey may not have reached 

the intended employers and employees with the ability to decide to work within a 

curriculum-based partnership with public schools.

3. Participants may have had a preconceived notion about education-business

partnerships. Consequently, the objectivity o f the respondents may be limited 

and the findings subject to other interpretations.

ASSUMPTIONS 

The following assumptions were made in conducting this study:

1. The researcher trusted that the survey participants were truthful and provided 

information to the best o f their ability, based on their beliefs, knowledge and 

experiences.

2. Questions on the survey instrument elicited appropriate information.

3. It is assumed that survey participants understood the definition o f curriculum.

JUSTIFICATION

As a public school administrator, the researcher has experience working with 

business partnerships. However, the experiences are generally ones in which the business
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partner is content with offers o f money, support, and goodwill. The researcher wanted to 

determine if businesses would support school reform efforts by getting involved in the 

development and support o f  curriculum initiatives.

This study is unique because it is researching business beliefs about curriculum in 

schools, their interest in developing curriculum, and the expectations businesses expect in 

return for their partnership with public schools. The results o f this study will help public 

schools target potential business partners as well as specific curriculum-based partnership 

activities. As schools face the constant challenge to improve, it is important for them to 

understand the role businesses envision for themselves in reforming education. A 

research project to examine how businesses view their partnership with schools would 

provide much needed information and could become a catalyst for enhancing 

educational-business partnerships.
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CHAPTER 2 

REVIEW OF THE LITERATURE 

This literature review examines the history o f business involvement with 

American schools and the research that currently exists on the effectiveness o f those 

education-business partnerships. Its purpose is to connect existing literature with this 

proposed research study.

CALL FOR PARTNERSHIPS 

In the report, ‘Are They Really Ready To W ork?’ Bill Shore, Director, U.S. 

Community Partners for GlaxoSmithKline offered the following challenge to other 

business leaders:

The numbers don’t bode well for the future — the future o f 

our workforce. It is in our interest to help solve the 

problem. And business has the capacity to help solve the 

problem by partnering with education and community 

leaders to create opportunities for young people to practice 

the skills they need to be successful. (Casner-Lotto &

Barrington, 2006, p. 57)

Business leaders are among those who have led the way in citing deficiencies within the 

American educational system. The concern is with the quality o f  education and the 

preparation of students for the world o f  work. As a result, education-business 

partnerships became a visible presence within the school reform movement.
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According to Otterbourg and Timpane (1986), “partnerships are collaborative 

alliances in support o f education.” Businesses require well-prepared human capital and 

therefore have a vested interested in working with schools. Otterbourg and Timpane 

further assert that the combined effort o f  school and business partners produces better 

results for schools than if either o f these entities works independently to enhance 

education. The Council for Corporate and School Partnerships (2006) further defines 

partnerships as “a mutually supportive relationship between a business and a school or 

school district in which the partners commit themselves to specific goals and activities 

intended to benefit students and schools” (p. 2).

As the challenges o f  educating students in the 21st century unfold, education- 

business partnerships offer schools and districts opportunities they would not otherwise 

have. However, partnerships offer both opportunity and risk. It is the education leaders’ 

responsibility to assess the potential o f a partnership before entering into a relationship. 

Businesses can contribute to expanded opportunities within schools while also extending 

the capacity o f schools and districts. Schools and districts offer businesses greater 

visibility within the community which can greatly impact the businesses’ bottom line 

(Killion, 2011).

According to a 2009 report by the Bureau o f Labor Statistics, total employment 

in the United States is expected to increase by 10.1% by 2018. This equates to over 15 

million jobs. Projections indicate that service-providing sectors are predicted to represent 

96% of the total employment increase (Bureau o f Labor Statistics, 2009). A survey o f 

over 400 United States employers revealed that new entrants to the workforce lacked 

many of the skills vital to job success. 75.6% of employers placed the primary
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responsibility on K-12 schools to prepare this future workforce. Employers who were 

interviewed in the survey suggested that partnerships with educational institutions would 

support their efforts in communicating employability skills needed for the workplace and 

how those needs could adequately be addressed by educators (Casner-Lotto &

Barrington, 2006).

Barnett (2011) identified emerging curricula that is needed to meet employer 

needs. The following table contrasts traditional curricula with the emerging curricula: 

Table 1

Traditional vs. Emerging Curricula

Traditional Curricula Emerging Curricula

Knowing that Knowing how

Written communication Oral communication

Personal Interpersonal

Internal External

Disciplinary skills Transferable skills

Intellectual orientation Action orientation

Problem-making Problem-solving

Knowledge as process Knowledge as product

Understanding Information

Concept-based Issue-based

Knowledge-based Task-based

Pure Applied

Proposition-based learning Experiential learning



With the passage o f the No Child Left Behind (NCLB) A ct in 2001, the U.S. 

government’s influence on school curriculum became palpable as states had to 

demonstrate ‘Adequate Yearly Progress’ (AYP) through student performance on a series 

of standardized, high-stakes assessments. Federal regulations did not mandate the 

processes states could use in order to achieve prescribed test scores and in essence left 

curriculum quality up to the states (Davis, 2010). Partnerships among stakeholders can 

offer solutions to implementing and supporting curriculum reform efforts (Friedman, 

1994). Schools are turning to businesses to support the implementation o f curriculum.

Business leaders recognize that the economy o f  the 21st century will require a 

skilled workforce different from what currently exists. Our educational system is ill- 

equipped to foster the necessary curricular reforms and could benefit from the support of 

the business community (U.S. Department o f  Education, 1998).

EDUCATIONAL REFORM AND PARTNERSHIPS 

While education-business partnerships can be traced back as early as the 18th 

century, the 1990’s was the decade in which Am erica’s public schools were continually 

faced with the need for educational reforms. There were recommendations for increased 

decentralization and more local control. There were also advocates who hoped for 

increased centralization and a national curriculum. Yet other proponents o f school reform 

believed that competition among schools would increase the quality o f education being 

delivered to this country’s students. Still other education reformers wanted to improve 

teacher quality by redesigning evaluation systems and improving preparation programs. 

The proposals that were made to change the way America’s children are educated were
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numerous and diverse. There is no single answer to scares resource, increasing costs, 

changing demographics, and increased demands on schools (Grobe, 1990).

Although there seems to be significant commitment to the development o f 

education-business partnerships, the partnership process has yet to be studied in a 

comprehensive manner. Today, annual project reports, descriptive histories, or 

evaluations o f  components of partnership projects have provided the majority o f available 

information. This literature mostly lists characteristics or conditions for effective 

partnerships. Examples o f such lists include: a) potential problems o f  partnerships 

(Otterbourg & Timpane, 1996); b) generic elements o f education-business partnerships 

(Grobe, 1990); c) central elements o f  collaboration (Caplan, 1988); d) factors underlying 

characteristics o f inter-organizational relations (Ash, 1989); and 3) salient themes of 

partnership arrangements (DelPizzo, 1990). Strong leadership, careful communication, 

and planning for program development emerge from the literature as key elements o f 

successful partnerships (Shaklee et al., 1991).

The blueprint for education reform outlined in the U.S. Department o f 

Education’s report (1991), America 2000: An Educational Strategy, noted “achieving the 

goals national goals requires a renaissance o f sound American values -  proven values 

such as the strength o f family, parental responsibility, neighborly commitment, the 

community wide caring o f  churches, civic organizations, business, labor, and media” (p. 

21). Caton & Krchniak (1991) concluded that corporate America, in trying to recover lost 

influence in the global economy, is not about to allow schools to enter the 21st century 

without strong ties to business. Business involvement in education is limited only to the 

resources and creativity available in different states and localities.
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Much o f the literature has focused almost exclusively on partnerships from the 

schools’ perspective. If partnerships are going to impact school reform; then schools must 

investigate fundamental questions with businesses. Why are businesses involved in 

partnerships? What outcomes are expected? What kind o f collaboration do they envision? 

Based on the relatively small amount o f  information on the business view of partnerships, 

schools need to begin by asking businesses questions about the role they see for 

themselves in education reforms (Holley, 1998).

For partnerships to be formed, the partners must have a clear understanding o f 

each other and o f  the purpose for their partnership. The most successful partnerships are 

mutually beneficial and are developed with the needs and goals o f  both partners in mind. 

The success o f an education-business partnership program depends greatly on developing 

a close working relationship that meets cooperatively agreed upon goals established by 

both partners (MacDowell, 1989).

COMMUNICATION BETWEEN BUSINESS AND EDUCATION

There are many instances where organizations and individuals have 

misinterpreted the intentions o f stakeholders. These misinterpretations can result in 

consequences ranging from inconvenience and waste to conflict and failure. To avoid 

such misinterpretations, an understanding o f an organization’s co-orientation with its 

stakeholders on a particular issue can be facilitated by asking four questions:

1. What is our organization’s view o f this issue?

2. What is the stakeholder’s view o f this issue?

3. What does our organization think is the stakeholder’s view and does this 

agree with reality?
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4. What does the stakeholder think our organization’s view is and does this 

agree with reality?

The Co-orientation Model o f Communication (Figure 1) was developed at the 

University o f Wisconsin in the late 1960’s by Jack McLeod and Steven Chaffee (1973) 

and operates on the belief that a common understanding is the most important aspect o f 

communication.

Figure 1

Co-orientation Model

AG REEM EN T
Organization’s

definition
and evaluation of

an issue

Stakeholder A’s 
definition 

and evaluation of 
an issue

CONGRUENCY I
Organization’s ACCU RACY
perception of

Stakeholder A’s
views

CONGRUENCY

Stakeholder A’s 
perception of 

organization’s views

A dapted from M cLeod andChaffee. !9 '3

The Co-orientation model (Figure 1) as applied to education-business partnerships 

illustrates the education organization and the business stakeholder as simultaneously 

oriented toward an issue. Both o f the potential partners are aware o f  the issue and can 

communicate about it. When each is presented with the issue, the model assumes that 

they will know their own cognitions about the issue based on pertinence and salience. 

The model also assumes that each individual has some idea o f the other’s cognitions 

toward the issue. The boxes in the model represent cognitions o f each potential partner
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about the issue as well as their perceptions o f the other’s cognitions toward the issue. The 

boxes are connected by arrows which are the basic variables in the model representing 

three kinds o f relationships possible between the boxes. The relationships are 

congruency, agreement or understanding, and accuracy.

Congruency is the extent to which one side perceives that the other side agrees or 

disagrees with the issue. The higher the level o f agreement, the more there is congruency. 

Understanding is the extent to which the potential partners have the same salient 

evaluations o f the issue and agree on the importance o f the issue. The potential partners 

are considered co-oriented when there is complete understanding. Accuracy is how 

accurately the potential partners were able to predict what the other actually thinks 

(McLeod & Chaffee, 1973).

This model assumes that communication occurs when the potential partners are 

simultaneously oriented to the same object and are talking about the same thing. Another 

important assumption of the model is that a potential partner’s behavior toward an issue 

is based on that potential partner’s feelings and perceptions o f  others involved (McLeod 

& Chaffee, 1973). One o f the major findings o f  co-orientation research is that 

communication more often results in accuracy than congruence or understanding. The co

orientation model provides a promising model for the study o f agreement, congruency, 

and accuracy in the formation o f an educational-business partnership (Peterson, 1988).

PARTNERSHIP PERSPECTIVES 

Education-business partnerships can be a win-win proposition. The most 

successful partnerships are mutually beneficial and are developed with the needs and 

goals o f both partners in mind. MacDowell (1989) maintains that the success o f an
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education-business partnership program depends greatly on developing a close working 

relationship that meets cooperatively agreed upon goals established by both partners.

Benefits to business include:

• A better understanding by young people o f  how the economy 

works and an appreciation for private enterprise;

• A better educated workforce;

• More stability in neighborhoods where corporations produce or 

sell;

• Informed consumers and voters;

• Training in vocational education that matches what employers 

need;

• Employee satisfaction from working for a company that does 

good things for the community; and

• Bottom line results in productivity and product quality 

resulting from education and training improvements.

Benefits to schools include:

• A broadened base o f support for the educational system;

• Greater recognition o f schools and what they contribute to 

business and the economy;

• Business personnel working in the schools to help education 

students about careers and job  opportunities;

• Use o f business facilities and personnel for instruction;



21

• Commitment from the business community to the importance 

o f experience in learning;

• Financial resources;

• Access to state-of-the-art equipment;

• Support for appropriate education legislation;

• Management support

• Access to job placements for graduates; and

• Graduates who have a better understanding o f how the 

economy works (MacDowell, 1989).

DEVELOPING A CURRICULUM-FOCUSED PARTNERSHIP

Different routes could be taken in developing curriculum with a partnership 

concept in mind. The PIECE Model (Partnering Industry and Education for Curricular 

Enhancement), designed by Barnett, 2011 and illustrated in Figure 2, is designed around 

three assumptions: the process should be simple and sustainable; the process should 

provide an avenue to enhance curriculum, not reinvent it; and the process should begin 

and end with the partners involved in developing curriculum.
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Figure

PIECE Model
(Partnering Industry and Education for Curricular Enhancement)
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The PIECE model (Figure 2) starts with an assessment team which gathers 

information about the workforce environment through stakeholders (educational 

institution, businesses and industry, local government, regional economic 

development/workforce education boards, chambers o f  commerce, students, and 

state/national labor statistics). The assessment team then determines specific goals and 

skill sets that would benefit students and enhance their employability (Barnett, 2011).

The next phase o f this model is to conduct an analysis; comparing goals and skill 

sets to existing curriculum to locate gaps. While this model could be used to completely 

overhaul an entire curriculum, logistically it may not be conducive to formulating a 

curricular product that can be implemented in a timely manner. Barnett (2011) 

recommends that adding components to existing curriculum would be the most cost 

efficient and time sensitive way to accomplish stakeholder goals.
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Phase Three requires addressing the identified curriculum gaps and modifying 

existing curriculum by selecting learning experiences that help students to achieve the 

identified goals and skill sets. Measuring the attainment o f goals and skill sets through 

assessments that evaluate both knowledge and application should be developed (Casner- 

Lotto & Barrington, 2006; Barnett, 2011).

The fourth phase o f the PIECE Model is to put into practice what the assessment 

team established in the assessment phase, analysis phase, and modification phase. 

Educators would be prepared to incorporate new learning experiences that were selected 

and designed to close the gaps identified by stakeholders as important and necessary for 

employability. These learning experiences would involve real-world situations in order to 

authentically assess students’ ability to apply what they know (Barnett, 2011).

The PIECE Model represents a perpetual design in which the curricular 

modifications and the results o f  student learning would then return to phase one to be 

assessed by stakeholders in order to determine if  the gaps were filled or if  any gaps still 

exist, to identify new skill sets that may have been identified since the previous 

assessment phase, and to continue to offer improved learning experiences to enhance 

employability. Ongoing collaborative effort to enhance curriculum may provide a 

solution worth considering. Adding real-world experiences which promote employability 

skills such as leadership, problem-solving, and communication (verbal and written) 

would be a step to addressing overall employee gaps and employer concerns (Barnett, 

2011).
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KRANBERG’S PARTNERSHIP LEVELS 

According to Kranberg (1993), there are four basic levels o f  school-business 

partnerships. Kranberg states that the first level o f  partnerships is a relationship o f 

“Helping Hands” commonly referred to as Adopt-A-School. Helping Hands is a 

partnership in which businesses assist schools by helping to improve school activities that 

are already being implemented. Assistance may come in the form o f money, guest 

speakers, equipment, and scholarships. Additionally, businesses m ay donate awards to 

students who demonstrate increased academic achievement. For example, Pizza Hut 

restaurants provide “Book It’ awards to students who read a certain number o f books in a 

specified amount o f time. Award recipients receive certificates they can exchange for a 

free personal pan pizza at their local Pizza Hut restaurant.

Kranberg’s next level o f partnership addresses programmatic initiatives where 

schools collaborate with businesses to develop projects that meet curriculum objectives. 

The business partner may help address programmatic concerns such as student 

achievement, curriculum development, and preparation for future careers. The business 

works with school personnel to “develop programs that target specific curriculum and/or 

student and teacher needs” (Kranberg, 1993, p. 20). Junior Achievement is an 

organization that impacts programs in schools. This organization uses local business and 

community volunteers to go into K-12 classrooms to deliver lessons that promote active 

learning; allowing students to see real-world models demonstrating the value o f business 

on a first-hand basis. Its dedication to educating students about entrepreneurship, work 

readiness, and financial literacy is done through experiential, hands-on programs (Junior 

Achievement o f Georgia, 2008).
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The third partnership level addresses policy changes. Businesses involved in 

policy-changing activities have a common goal o f  advocating for schools to receive 

needed resources to implement and sustain new educational policies. For example, 

business representatives may lobby for increased funding to support career and technical 

education programs to help students secure job  opportunities while in high school. In the 

1990’s the school-to-work movement became prevalent as business representatives 

worked with schools to help students gain both paid and unpaid work experiences 

(Kranberg, 1993). Another example o f such a policy-changing partnership is the Jobs for 

the Future organization. This organization works on statewide initiatives and advocates 

for state and federal policies that promote and sustain effective practice. One such 

initiative project supported by this organization is the ‘Students at the Center: Teaching 

and Learning in the Era o f  the Common Core’. This particular project’s goal is to refocus 

reform debate on meeting individual needs to meet higher standards. They have released 

nine white papers that synthesize and adapt for practice current research on key 

components o f student-centered approaches to learning and will be publishing a book in 

the spring o f 2013 titled, “Anytime, Anywhere: Student Centered Learning for Schools 

and Teachers”. These papers are disseminated widely through conferences, social and 

mainstream media, professional development, and educational associations (Jobs for the 

Future, 2013).

The final partnership level deals with alliances and community coalition efforts.

At this level, several businesses or agencies, as opposed to just one in the second 

partnership level, work with a school or schools to help bring about significant 

educational change. This type o f restructuring is best implemented with the assistance of
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multiple partners to ensure ample perspectives are being considered before implementing 

changes that will affect what students are taught and how teachers deliver lessons. 

Collaborative efforts between businesses and schools often bring about significant 

curriculum and instructional changes (Kranberg, 1993).

In Georgia, Governor Nathan Deal signed SB 161 (OCGA 20-4-37) on May 11, 

2011 which offers grant funds for such alliance and community coalition partnerships 

defined as College and Career Academies. These are

“specialized charter schools established by a partnership which 

demonstrates a collaboration between business, industry, and 

community stakeholders to advance workforce development 

between one or more local boards o f education, a private individual, 

a private organization, or a state or local public entity in 

cooperation with one or more postsecondary institutions and 

approved by the State Board o f Education in accordance with 

Article 31 o f Chapter 2 o f  title 20 o f the Official Code o f Georgia 

(Georgia Charter School Act, 2011).

THE IMPACT OF PARTNERSHIPS ON CURRICULUM AND PEDAGOGY 

To “realize the county’s hopes for improvement in the curriculum and 

revitalization o f the teaching profession, education will need business as a partner all 

year, every year” (Otterbourg and Timpane, 1986, p. 73). The practical experience that 

businesses can bring to schools will assist schools in successfully educating students.

This notion is supported by John Dewey (1916) who believed that hands-on learning 

experiences which connect academic content to the real world were central to the
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learning processes o f students. Although curricula is often implemented the way teachers 

believe is best for student learning, curricula often expresses more than what is written on 

paper and can be viewed as an “embodiment o f  potential” (Ben-Peretz, 1975, p. 151). 

Ben-Peretz’s (1975) view is that educators and businesses should combine efforts to 

improve learning and maximize curricula. While modem curricula are still being 

designed to prepare students for work, there is potential for enhancement through 

collaboration between schools and businesses.

Curriculum, defined as “the course o f  study” by Wiles and Bondi (2002, p. 29) 

was coined around 1820 but not used in the United States until about one hundred years 

later. Sowell (1996) provides a broader definition encompassing intended and unintended 

information, skill, and beliefs that are transferred to students. She defines curriculum as, 

“what is taught to students” (Sowell, 1996, p. 5)

Harap (1953) addressed the roles that teachers and community members enact in 

curriculum development. He recognized that criticism o f school curriculum is reduced 

when citizens were involved in working with schools to improve curriculum. Including 

others who do not specialize in education to assist schools was a move towards 

progressivism. The progressive view is one in which “change as inevitable, pervasive, 

and good.” Progressives welcome change and enlist themselves in the cause o f shaping a 

better future” (Walker, 1990, p. 96).

In 1916, Dewey stated in Democracy and Education that students should have the 

opportunity to actually practice the skills they learn. Though teachers know the content 

areas they teach and possess an understanding o f the knowledge students should gain 

from the curriculum, it is often necessary to include professional practitioners who have a
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more developed knowledge and experience to help create a relevant curriculum and 

practical learning experiences (Marsh and Willis, 2003). Business partners provide 

opportunities for curricula to be maximized in ways that cannot solely be provided by 

educators.

RESOURCE DEPENDENCE THEORY 

Resource dependence theory (RDT) is an open-systems perspective that suggests 

that organizations exchange resources with entities in the environment as a condition for 

survival. Its basic logic asserts that organizations survive based on their ability to acquire 

resources in an uncertain environment (Pfeffer and Salancick, 1978).

RDT proposes that organizations lacking essential resources make efforts to 

establish relationships with others in order to obtain needed possessions. RDT operates 

from the following assumptions:

a) Organizations depend on their environments for survival in that the 

survivability o f an organization depends on its ability to acquire resources;

b) Organizations need social legitimacy;

c) Organizations should diversify their dependencies with the expectation of 

reducing uncertainty; and

d) Organizational managers operate in three managerial roles: symbolic, 

responsive, and discretionary.

Within this theoretical framework, environmental uncertainty is inevitable and 

organizational interdependency increases this uncertainty (Pfeffer & Salancick, 2003).

According to Pfeffer & Slancick (1978), effective organizations satisfy “the 

demands o f those in its environment from whom it requires support for its continued
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existence” (p. 60). If schools are not viewed as providing important community services, 

they might not gain the needed resources that could be provided from the larger 

community. Fortunately, most businesses view schools as providing an important service; 

educating youth who will be entering the workforce. Consequently, schools are 

considered socially legitimate (Pfeffer & Slancick, 1978).

After reviewing the basic tenets o f  RDT, it is understandable how education- 

business partnerships affect educational processes and outcomes. Although schools rely 

on government funding to sustain a quality education for students, problems arise with 

meeting the needs o f such an endeavor (King, Swanson, & Sweetland, 2003). Hence the 

environment is unstable and school leaders look for other means such as business 

partners to assist with securing needed resources and support. Alternatively, businesses 

rely on schools to produce quality human capital capable o f  working within their 

organizations (Linnehan & De Carolis, 2005). Consequently, schools and businesses have 

mutual dependencies.

SUMMARY

The 21st century has brought a call for reform in education. Businesses have been 

called to action in the support and enhancement o f  public education. Education-business 

partnerships exist on different levels and stakeholders have varying perspectives o f the 

current needs and issues needing to be addressed. Curricular modification to identify and 

fill gaps in knowledge and skills could be achieved through an education-business 

partnership. Businesses can provide schools with valuable information to better prepare 

students for the world o f work. Schools can provide businesses with quality, capable



employees who are prepared for the world o f  work as a result o f  their schooling 

experiences.
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CHAPTER 3 

METHODOLOGY

Methodology refers to the steps to be followed in the research process that will 

answer the research questions. The methodology chapter o f  a dissertation’s research 

proposal includes the kinds o f information that will be collected, the process for 

collecting it, and how the collected data will by classified and interpreted (Thomas and 

Brubaker, 2008).

Considering the methodological design o f a study requires decision-making. Time 

and access must be taken into account. A researcher must also deliberate about the 

participants, the study setting, and the anticipated limitations o f the research study. A 

well-developed research proposal includes a methodological chapter that is clear, 

appropriate and descriptive of the study to be conducted (Krathwohl and Smith, 2005).

The purpose o f this study is to explore the business view o f working in an 

education-business partnership focused on curriculum. By providing information on the 

types o f involvement activities businesses prefer and the returns they expect for their 

involvement, schools can pursue businesses that will work cooperatively within an 

education-business partnership to impact curriculum. The purpose o f this non- 

experimental, quantitative study is to determine i f  businesses are interested in working 

with schools to develop curriculum. Additionally, this study will determine if differences 

exist based on the organizational size and the preferred school level for working within a 

curriculum-based education-business partnership.
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PARTICIPANTS

The participants for this survey study will be private sector businesses that are 

registered with the Georgia Chamber o f Commerce and operating in the state o f Georgia, 

A representative stratified random sample o f large, medium, and small businesses will be 

compiled.

For the purposes o f this study, a small business will be defined as having 1-49 

employees, a medium business will be defined as having 50-99 employees, and a large 

business will be defined as having 100 or more employees. This determination was made 

because there are varying classifications o f  business sizes. The United States Census 

Bureau does not define small or large businesses. Instead, they provide statistics to 

inform users o f the number o f paid employees (U.S. Census Bureau, 2008). The Georgia 

Small Business Development Center Network uses the United States Small Business 

Administration endorsement for classifying small businesses by size standards as firms 

having less than 500 employees (Georgia Small Business Development Center Network, 

2011). The researcher narrowed the small business size category to classify 

organizational size for statistical reporting.

The researcher will identify the organization’s size strata and their actual 

representation in the population. A listing o f businesses in each stratum will be assigned a 

number and then using a random number table the research will select a sufficient 

number o f  participants. An equal sample size from each stratum will be identified. For 

the purposes o f this study, the desired sample size for each stratum will be 25 participants 

for a total o f 75 participants. Allowing for a 50% response rate (The University of Texas
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at Austin, 2011), 150 surveys, 50 for each stratum will be mailed. This will address time 

and money constraints upon this researcher.

INSTRUMENTATION 

This is a quantitative, non-experimental study using a self-administered survey 

instrument. This is the appropriate method for this study because the researcher (a) will 

study a sample that represented a population, (b) will use preconceived concepts and 

theories to determine the appropriate data that was collected, (c) will use statistical 

methods to analyze the collected data, and (d) will prepare objective reports o f the 

research findings (Gall, Gall, & Borg, 2007). The purpose o f this study will be to 

determine if there are differences in the types o f partnership involvement activities and 

the expected returns based on business sizes (small, medium, or large) or based on school 

partnership preferences (elementary, middle, or high school).

In this study there are two independent and two dependent variables. The 

independent variables are the business sizes and the school partnership preferences. The 

dependent variables are the types o f  partnership involvement and the expected returns.

The survey instrument contains 20 Likert-type scale choices to indicate judgments 

or likeliness o f participation. The 1-5 scale allows survey participants a choice range 

from ‘not at all’ coded as a ‘ 1’ to ‘very interested’ coded as a ‘5’. An answer o f ‘not at 

all’ would indicate that there is no interest in that type o f involvement or no expected 

return for involvement. An answer o f  ‘very interested’ would indicate that there is a high 

level o f interest in that type o f involvement or a high interest in receiving that return for 

participating in a school partnership. The multiple choice format was used as it has been
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proven to be efficient and reliable (Fink, 2009). There are also tw o demographic 

questions and one open-ended question.

The survey instrument, Surette Curriculum-Based Partnership Survey (Appendix 

B), will be used to collect data for this study. The survey instrument was created by the 

researcher based on the literature from Peggy Siegel o f  the Boston College Center for 

Corporate Citizenship (2009), Achieve, Inc. (2012), Killion (2011), and the U.S.

Chamber o f Commerce (2012). Appendix D shows the literature connection to each 

survey question.

The survey instrument will take participants approximately ten minutes to 

complete. It can be completed by participants using pencil or pen and paper. The survey 

instrument is short and the procedures are simple. Careful consideration was given to the 

types and order o f the questions, the format o f  the survey, the wording utilized, and the 

population to whom the survey instrument will be given (Creswell, 2009). A letter 

outlining the purpose o f the survey instrument, directions for completing the survey and a 

self-addressed envelope stamped, self-addressed envelope will be included to ease return.

One open-ended question was included on the survey. It offers potential insight 

into additional information that businesses may wish to share about curriculum-based 

partnerships. According to Fink (2009), interpreting open-ended questions can be 

difficult; however, one was included in this study to add clarity to the business responses. 

The decision items on the survey were ordered so that all items were independent o f each 

other. When creating the survey items, the researcher (a) used standard language rules,

i.e. conventional grammar, spelling, and syntax, (b) kept the questions concrete and close
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to the participant’s experiences, (c) was cautious to avoid words, names, or views that 

may result in bias, (d) used a single thought in each choice item (Fink, 2009).

PILOT STUDY

Prior to distributing the survey instrument to the sample population it will be pilot 

tested to determine that it could be administered easily and according to plan. The pilot 

test will help to determine if  the survey instrument is suitable for its purpose (Fink,

2009). It will be conducted with a target sample o f  10% o f the survey population 

(approximately 6 business organizations). This pilot test will be conducted to analyze 

procedures, to see the kinds o f likely responses that will be collected, and to make sure 

that the actual responses obtained will be o f sufficient quality to answer the research 

questions. Question clarity, format, and the variance in responses will also be examined. 

This test will be used to make the necessary revisions ensuring a valid and reliable survey 

instrument.

VALIDITY

A survey is valid if  the information it provides is an accurate reflection o f the 

participant’s knowledge, attitudes, values, and behavior. Content validity will be used to 

ascertain whether the survey instrument covers the content appropriately. To establish 

content validity, expert professors will be asked to evaluate whether the survey assesses 

the content that it should measure. The survey items will be reviewed and rated by at 

least two professors to determine the degree to which they represent the behaviors of 

interest in this study (Mertens, 2010). Establishing content validity will help to ascertain 

whether this survey instrument is appropriate for this research study (Creswell, 2009).
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Internal validity threats for this survey research include the prior experiences o f  

the participants that may threaten this researcher’s ability to draw inferences from the 

data about the population. Internal validity issues may arise due to participants 

misunderstanding the survey instrument. The survey instrument will include directions 

and explanatory wording where needed (Creswell, 2009).

External validity issues can result from the narrow characteristics o f the survey 

participants which may make it impossible to generalize to a larger population. To 

address external validity concerns, population selection procedures will be clearly 

delineated so they can be replicated. Definitions and meanings o f  terms within the survey 

instrument will be provided where necessary. Generalizability o f  the respondents to the 

target population will be established by comparing demographic information (business 

size) o f the respondents to the demographic information o f non-respondents. A relatively 

large participant group will be needed to ensure representativeness (Tuckman, 1972).

A weakness is that the survey will not be validated by an institution or 

organization as it was created by the researcher and pilot tested; therefore, the only 

psychometric properties available for the survey will be the ones that come from the pilot 

testing and the actual study. There was no normed and validated survey available that met 

the purpose o f this research so the researcher was required to create one.

Two demographic items were included on the survey. The first identified the 

participant’s organization size. The range of choices were internal rating scales from 

small (1-49 employees), medium (50-99 employees), and large (100 or more employees) 

(Fink, 2009). The second demographic question inquires about which school level 

(elementary, middle school, or high school) the participant is interested in working. The
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demographic questions were placed at the conclusion o f the multiple choice portion o f 

the survey as these could be answered quickly (Fink, 2009).

RELIABILITY

Reliability with survey instruments can be obtained internally when all items 

within a single instrument yield similar results. Another step to ensure consistent 

measurement is that each participant in the sample is asked the same set o f  questions 

(Fowler, 2009). Reliability analysis will be conducted on the pilot study to determine if 

the respondents’ answers are consistent across items. If  indicated, revisions will be made 

to survey items to increase reliability. This method o f assessing the internal consistency 

o f the data through the use o f Cronbach’s alpha is appropriate to use as this survey 

instrument will have only one administration (Mertens, 2010). Furthermore, the survey 

instrument will be administered to all participants in the same manner (Leedy & Ormrod, 

2005).

PROCEDURES

Preceding the commencement o f this study, the researcher will apply to Mercer 

University’s Institutional Review Board (IRB) (Institutional Review Board, Mercer 

University, 2006) for review and approval o f this human subject research study. The 

application process is designed to ensure that the study and the researcher protects the 

rights and welfare o f human subjects by minimizing risks, selecting subjects equitably, 

obtaining informed consent, and ensuring privacy and confidentiality.

Prior to mailing the survey instrument, a case number will be assigned, which will 

correspond to a coded list o f respondents. No additional identifying information will be 

on the survey instruments. Business participants will receive a cover letter (Appendix B)
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and a survey instrument (Appendix C) with a stamped, self-addressed return envelope. 

Returned survey instruments will be checked in by case number, and one week after the 

original mailing, postcard reminders (Appendix D) will be mailed to all o f  the non

respondents. Two weeks after that, those who still have not returned the survey 

instrument will receive a second copy by mail (Mertens, 2010).

All o f the returned survey instruments will be kept secure to protect the 

anonymity of the respondents. Since this survey instrument is unsolicited, a response rate 

o f 50% will be considered adequate. In this case that would be approximately 75 

respondents returning a completed survey instrument (Fink, 1995).

RESEARCH QUESTIONS AND DATA ANALYSIS

Research methodology requires that researchers choose viable research questions. 

In doing so, the researcher must also consider the data required to investigate the 

problems and the means o f collecting and interpreting the data (Leedy & Ormrod, 2005).

This study was guided by the following research questions:

3. Is there a significant difference in the types o f involvement and the expected 

returns based on organizational sizes (small, medium, or large)?

4. Is there a significant difference in the types o f  involvement and the expected 

returns based on school partnership preferences (elementary, middle, or high 

school)?

Prior to recording survey instrument responses, the returned survey instruments 

will be examined for any missing data, conflicting answers, or questions where more than 

one response is identified. Missing data can be anticipated to result from total 

nonresponse or item nonresponse. Weighting adjustments can be used for total
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nonresponse and data imputation methods can be used to assign values for item 

nonresponses (Brick & Kalton, 1996). Notes regarding the survey instrument 

examination will be kept in a codebook along with annotations about how any 

ambiguities will be treated for analysis. The use o f a codebook will ensure that research 

decisions are documented and consistent.

The researcher will enter the individual data on a Microsoft Excel spreadsheet and 

check it for correctness and completion. Once the data are entered into Excel, it will be 

transferred to the data analysis program (SPSS version 19.0) and it will be tabulated and 

analyzed using descriptive statistics and multivariate analysis o f variance (MANOVA). 

The descriptive statistics will include the most appropriate measure o f central tendency 

(mean, median, or mode), standard deviation, or frequencies and percentages, which will 

be used to provide simple summaries about the sample and the measures. Measures o f  

variation provide valuable information about how spread out the scores o f  a distribution 

is as well as the shape o f a distribution (Urdan, 2001).

Multivariate Analysis o f  Variance (MANOVA) will be used to determine whether 

significant differences on business’ types o f  involvement and the expected returns are 

based on organization size and/or their partnership preferences. The assumptions will first 

be tested and if  the MANOVA is statistically significant, appropriate follow-up post hoc 

comparisons such as Univariate ANOVAs or Discriminant Function Analyses will be 

conducted.
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RESEARCH DESIGN

The design o f this survey research includes research questions with dependent and 

independent variables. Each of the following research questions includes one independent 

variable and two dependent variables.

1. Is there a significant difference in the types o f  involvement and the expected 

returns based on organizational sizes (small, medium, or large)? The 

organization’s size is the independent variable. The types o f partnership 

involvement activities and the expected returns are the dependent variables.

2. Is there a significant difference in the types o f involvement and the expected 

returns based on school partnership preferences (elementary, middle, or high 

school)? The school level partnership preference is the independent variable. 

The types o f partnership involvement activities and the expected returns are 

the dependent variables.

The results would be o f interest to public schools in determining the most viable 

businesses with which to partner. Statistical data will be presented to breakdown the 

results, determine conclusions, and to make recommendations (Lomax, 2001).

SUMMARY

This is quantitative non-experimental survey research. This method is appropriate 

because the researcher used preconceived concepts and theories to determine the 

appropriate data to be collected and will use statistical methods to analyze the collected 

data. Statistical inference procedures will be used to generalize the findings from the 

sample to a defined population in the objective report o f the research findings. The 

purpose o f this study is to determine if businesses are interested in working with public



schools to develop curriculum and if there is a relationship between the businesses size 

based on the number o f  employees and the businesses preferred level of school 

partnership with regards to their beliefs about curriculum, their interest o f  partnership 

activities, and their expected returns.

The survey instrument, Surette Curriculum-Based Partnership Survey, will be used 

to collect data for this study. The survey instrument was created by the researcher based 

on the literature (Siegel, 2009; Achieve, Inc., 2012; Killion, 2011; & U.S. Chamber o f 

Commerce, 2012). It will gather data on business beliefs about curriculum, their interest 

in partnership activities, and their expected returns through its 20 Likert type questions, 

two demographic questions, and one open-ended question. The mailed survey will be sent 

to a stratified random sample o f  private sector businesses in Georgia.
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CHAPTER 4 

RESULTS

The purpose o f this non-experimental, quantitative study was to determine if there 

were differences in the types o f  partnership involvement activities and the expected 

returns based on business sizes (small, medium, or large) or based on school partnership 

preferences (elementary, middle, or high school). Initially, the researcher gained Mercer 

University’s Institutional Review Board (IRB) approval for this research study (Appendix

A). Businesses were identified through a stratified random sample o f  Georgia Chamber 

of Commerce members.

Through the use o f the Surette Curriculum-Based Partnership Survey, business 

owners/managers were asked to rank a variety o f decision items to determine their 

interest in participating in a curriculum-based partnership. The researcher mailed 150 

survey instruments to a stratified random sample o f  businesses based on their size. 

Business sizes were categorized as small businesses with 1-49 employees, medium 

businesses with 50-99 employees, and large businesses with 100 or more employees.

The survey instrument included an explanation o f the purpose and significance of 

the study as well as assurance that the participants would remain anonymous (Appendix

B). There were 51 businesses who responded to the survey instrument. O f the 150 survey 

instruments mailed, a total of 14 or 9% were returned to the researcher as undeliverable. 

Based on this response, the return rate for the survey instrument was 37.5% overall and
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The data were collected from the tabulated results o f the survey. The Statistical 

Package for the Social Sciences (SPSS) 19.0 was used to analyze collected data.

PILOT STUDY

Prior to distributing the survey instrument to the sample population it was pilot 

tested to determine if  it would generate valid and reliable data (Fink, 2009). The targeted 

pilot sample was 10% o f the survey population (approximately 15 business 

organizations). O f the 15 surveys sent to businesses for the pilot study, seven surveys 

were returned for a response rate o f 47%. The data were analyzed to see the likely 

responses and to insure that the actual responses obtained would be o f sufficient quality 

to answer the research questions. Reliability analysis was conducted using Cronbach’s 

alpha on the pilot study data to determine if  the respondents’ answers were consistent 

across items. The Cronbach’s alpha is interpreted as a proportion o f variance and a .828 

indicates a high level o f internal consistency. An alpha above .70 is considered reliable 

(Warner, 2008).

The validity o f  the survey instrument was checked by the following experts: four 

college professors, two business owners, a principal, and a teacher. Feedback was 

provided and the necessary changes for clarification o f the survey instrument were made 

to enhance respondents’ understanding o f the questions asked.

The pilot study results indicated a high level o f internal consistency. Based on the 

results o f the pilot study there is evidence that the survey instrument will generate valid 

and reliable data.
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DESCRIPTIVE STATISTICS 

The population o f this study consisted o f  private sector businesses that are 

registered with the Georgia Department o f  Revenue and operating in the state o f Georgia. 

There were 51 total respondents who participated in the study. The overall response rate 

for participation in the Surette Curriculum-Based Partnership Survey  was 37.5%. Table 2

represents the business size response rate.

Table 2

Survey Instrument Response Rate

Business Sizes Response Rates

Small (1-49 employees) 34%

Medium (50-99 employees) 28%

Large (100 or more employees) 40%

The descriptive statistics include the most appropriate measure o f central 

tendency (mean), standard deviation, or frequencies and percentages which are used to 

provide simple summaries about the sample and the measures.

The first research question explored if  there was a significant difference in the 

types o f involvement and the expected returns based on organizational sizes (small, 

medium, or large). Table 3 includes the number o f  responses for each selected interval 

response for small, medium, and large sized businesses regarding their interest in types of 

involvement.
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Table 3

Types o f  Involvement Responses

Questions Business Sizes 1
n Responses 
2 3 4 5

1: contributing to impact small 2 1 7 3 4
medium 0 1 3 7 3
large 2 4 6 4 4

2: support implementation small 3 1 4 6 3
medium 0 4 6 0 4
large 2 9 4 3 2

3: collaborating on small 2 0 3 9 3
development medium 0 3 5 3 3

large 4 4 5 5 2

small 3 1 2 7 4
4: long-term partnership medium 0 3 2 6 3

large 2 5 8 2 3

small 6 3 0 5 3
5: financial donations medium 4 3 7 0 0

large 4 4 10 0 2

small 6 2 2 4 3
6: donate materials and supplies medium 0 10 0 4 0

large 4 5 7 3 1

small 2 0 6 7 2
7: mentoring medium 0 5 5 4 0

large 2 5 7 5 1

small 0 2 6 7 2
8: decision-making committee medium 0 4 6 4 0

large 3 2 8 6 1

small 9 0 3 3 2
9: financially sponsor programs medium 0 3 11 0 0

large 3 7 5 2 3

small 10 0 3 3 2
10: financially sponsor students medium 0 3 4 7 0

large 3 10 2 2 3
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Table 3 (continued)

11: review curriculum small 0 0 8 4 5
medium 0 4 7 3 0
large 2 2 6 8 2

12: offer cooperative education small 3 0 2 6 6
experiences medium 0 3 1 6 4

large 4 3 4 6 3

Table 4 includes the means and standard deviations o f  the responses regarding 

types o f involvement. Higher standard deviations indicate more variance across 

responses. A Likert scale was used ranging from 1-5. The 1-5 scale allowed survey 

participants a choice range from ‘not at all’ coded as a ‘ 1’ to ‘very interested’ coded as a 

‘5’. An answer o f ‘not at a ll’ would indicate that there is no interest in that type of 

involvement. An answer o f ‘very interested’ would indicate that there is a high level o f 

interest in that type o f involvement.

Table 4

Mean and Standard Deviation-Types o f  Involvement

Business Sizes Means Standard Deviations n

Small 38.41 13.02 17

Medium 35.71 3.60 14

Large 34.50 11.80 20

Total 36.14 10.65 51
Note. N = 51

Table 5 includes the number o f responses for each selected interval response for 

small, medium, and large sized businesses regarding their expected returns.
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Table 5

Expected Returns Responses

Questions Business Sizes 1
n
2

Responses
3 4 5

13: reward small 15 0 2 0 0
medium 10 4 0 0 0
large 15 4 0 0 1

14: recognition small 7 3 3 2 2
medium 7 4 1 2 0
large 14 1 2 2 1

15: financial reward small 13 4 0 0 0
medium 14 0 0 0 0
large 17 2 0 0 1

16: exposure small 13 0 2 0 0
medium 14 0 0 0 0
large 13 4 2 0 1

17: contributions anonymous small 2 0 11 0 4
medium 0 5 6 0 3
large 3 3 12 1 3

18: contributions public small 5 0 2 8 0
medium 3 1 6 4 0
large 3 3 9 3 2

19: tax break small 9 2 2 4 0
medium 14 0 0 0 0
large 12 2 5 1 3

20: no expectations small 0 3 5 2 5
medium 0 0 0 0 14
large 5 3 5 1 3

Table 6 includes the means and standard deviations o f the responses regarding 

expected returns. Higher standard deviations indicate more variance across responses. A 

Likert scale was used ranging from 1-5. The 1-5 scale allowed survey participants a
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choice range from ‘not at all’ coded as a ‘ 1’ to ‘very interested’ coded as a ‘5’. An 

answer o f ‘not at all’ would indicate that there are no expected returns. An answer of 

‘very interested’ would indicate that there is a high level o f  expected returns.

Table 6

Mean and Standard Deviation-Expected Returns

Business Sizes Means Standard Deviations n

Small 17.06 4.49 17

Medium 17.00 1.57 14

Large 16.10 6.77 20

Total 16.67 4.98 51
Note. N = 51

The second research question explored if  there was a significant difference in the 

types of involvement and the expected returns based on school partnership preferences 

(elementary, middle, or high school). Table 7 includes the means and standard deviations 

o f the responses regarding types o f  involvement. Higher standard deviations indicate 

more variance across responses. A Likert scale was used ranging from 1-5. The 1-5 scale 

allowed survey participants a choice range from ‘not at all’ coded as a ‘ 1 ’ to ‘very 

interested’ coded as a ‘5’. An answer o f ‘not at all’ would indicate that there are no 

expected returns. An answer o f ‘very interested’ would indicate that there is a high level 

o f expected returns.
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Table 7

Types o f  Involvement-Descriptive Statistics

Business Sizes Means Standard
Deviations n

Elementary School 30.00 0.00 2

Middle School 46.00 0.00 1

High School 36.42 9.20 31

Elementary and High School 40.00 5.66 2

Middle and High School 37.29 9.12 7

Elementary, Middle, and High 
School 50.33 12.66 3

Total 37.54 9.57 46
Note. N = 46

Table 8 includes the means and standard deviations o f the responses regarding 

expected returns. Higher standard deviations indicate more variance across responses. A 

Likert scale was used ranging from 1-5. The 1-5 scale allowed survey participants a 

choice range from ‘not at all’ coded as a ‘ 1’ to ‘very interested’ coded as a ‘5’. An 

answer o f  ‘not at all’ would indicate that there are no expected returns. An answer of 

‘very interested’ would indicate that there is a high level o f  expected returns.
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Table 8

Expected Returns-Descriptive Statistics

Business Sizes Means Standard
Deviations n

Elementary School 15.00 4.24 2

Middle School 12.00 0.00 1

High School 16.81 3.46 31

Elementary and High School 17.50 .71 2

Middle and High School 16.14 3.93 7

Elementary, Middle, and High 
School 25.33 12.70 3

Total 17.11 4.81 46
Note. N = 46

STATISTICAL RESULTS 

Multivariate analysis o f variance (MANOVA) was used to determine whether 

significant differences on business’ types o f involvement and the expected returns are 

based on organization size and/or their partnership preferences. The purpose o f this 

analysis is to be able to state whether or not the differences in means or responses in the 

various questions were statistically significantly different. When means are statistically 

significantly different, it can be concluded that the differences are meaningful and 

substantive. The effect size will be provided for any statistically significant research 

questions (Kirk, 1994).

A MANOVA was run to analyze research question 1 using types o f involvement 

and expected returns as the dependent variables and organizational sizes (small, medium, 

or large) as the independent variable. The assumptions for MANOVA were first tested.
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These included: (1) independent observations, (2) random sampling, (3) multivariate 

normality, and (4) homogeneity o f  covariance matrices. Each business that returned the 

survey instrument was independent from the other businesses as they were chosen from a 

stratified random sample o f  businesses belonging to the Georgia Cham ber o f  Commerce. 

The multivariate normality was tested: “Types o f Involvement” was normal however 

“Expected Returns” was both skewed and kurtotic, however, this is not a concern since 

all four MANOVA statistics are relatively robust to violations o f multivariate normality 

(Field, 2009). Homogeneity of covariance matrices was tested through Box’s Test of 

Equality o f Covariance Matrices. This assumption was violated, B ox’s M = 43.20, F  (6, 

34750) = 6.75, p  <.001. The results o f the MANOVA were not statistically significant 

based on Pillau’s Trace = .03, F ( 4, 96) = 0.36, p  = .84. These results show that the types 

o f involvement and expected returns were not significantly different based on 

organizational size.

A MANOVA was run to analyze research question 2 using types o f involvement 

and expected returns as the dependent variables and school partnership preference 

(elementary, middle, high school) as the independent variable. The assumptions for 

MANOVA were first tested. These included: (1) independent observations, (2) random 

sampling, (3) multivariate normality, and (4) homogeneity o f  covariance matrices. Each 

business that returned the survey instrument was independent from the other businesses 

as they were chosen from a stratified random sample o f  businesses belonging to the 

Georgia Chamber of Commerce. Homogeneity o f  covariance matrices was tested through 

Box’s Test o f Equality o f Covariance Matrices. This assumption was violated, Box’s M =
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13.77, F ( 6, 238.45) -  1.68,/? <.001. The results o f  the MANOVA were not statically 

significant based on Pillau’s Trace = .348, F (1 0 , 80) = 1.68,/? = .10.

OPEN-ENDED QUESTION

The survey instrument asked one open-ended question to gain potential insight 

into any additional information that a business wished to share about curriculum-based 

partnerships. It was o f great interest to the researcher that the only businesses that 

answered the question “Is there anything else you would like to have been asked about 

curriculum partnerships between private, for-profit industry and public schools that was 

not included in this survey? If so, please explain.” during the pilot study and the study, 

were large businesses with 100 or more employees. Overall six comments were offered 

and were divided by the researcher into positive and negative categories for analysis.

The positive comments category included the following:

• I think public education should be based on 3 groups: 1) 

school system; 2) community (including business); and 3) 

parents. Business has much to add to our local schools. To 

date they have largely been shut out o f the process. It is 

good business to support local schools.

• We are already very involved in programs nationally to 

support public schools, graduation, college prep, etc.

The negative comments returned on the survey instrument included:

• We have been very supportive o f efforts to improve public 

schools. However, I don’t feel that we are qualified to 

influence the curriculum at public schools.
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•  I know negative answers indicate a cold heart, but I 

concentrate my support to college level education including 

Ga Tech, Ga State, and Agnes Scott.

• 1 do not believe that any curriculum change can be effective

without changing service delivery. School management 

should be decentralized. Principals should have hiring/firing 

capability. Teachers should be incentivized to produce 

results. In the absence o f such fundamental change to the 

education model, curriculum changes are rendered irrelevant 

and will probably prove ineffective -  there should be more 

“business model” structure to education than the current 

education model - schools should be run year round, etc.

• Do you think that any change to public school curriculum is 

possible given that educators are know-it-all, control freaks?

ANCILLARY FINDINGS 

Interesting results from this study that were not anticipated at the onset were the 

combinations o f school levels that businesses would prefer to work with. Initially, it was 

thought by the researcher that a business would check one level o f  school (elementary, 

middle, or high school) and it turned out that many survey instrument responses indicated 

a desire to work at multiple levels. The independent variable used was adjusted to include 

combinations such as elementary school and high school, middle school and high school, 

elementary school, middle school, and high school, as well as singular levels of 

elementary school, middle school, and high school. It was also o f  curiosity to the
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researcher that no business indicated a desire to work with an elementary school and a 

middle school.
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CHAPTER 5 

DISCUSSION

The purpose o f this non-experimental, quantitative study was to explore business’ 

view o f working in an education-business partnership focused on curriculum. The 

research questions asked during the study were to determine if differences exist based on 

the organizational size and the preferred school level for working within a curriculum- 

based, education-business partnership. This chapter will provide conclusions and a 

summary discussion with respect to the purpose o f this study. Considerations regarding 

the limitations o f the study and implications for practice will follow. Finally, suggestions 

for future research conclude this chapter.

CONCLUSIONS AND DISCUSSION 

There were 12 survey questions that were designed to help identify the types o f 

involvement businesses might wish to have to impact curriculum when partnering with a 

school. There were eight survey questions that were designed to help identify the 

expected returns businesses would hope for when partnering with public schools. 

Research question number one asked participants the following question:

1. Is there a significant difference in the types o f  involvement and the expected 

returns based on organizational sizes (small, medium, or large)?

Based on research question number one, participants felt that there was no 

difference in the types o f involvement or expected returns they would desire based on 

their business size (small, medium, or large). For public schools, this is a beneficial
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outcome since businesses in their community, no matter what their size, could be 

approached as a potential curriculum-based partner.

Research question number two asked participants the following question:

2. Is there a significant difference in the types o f involvement and the expected 

returns based on school partnership preferences (elementary, middle, or high 

school)?

Based on research question number two, participants felt that there was no difference in 

the types o f  involvement or expected returns they would desire based on their school 

partnership preferences (elementary, middle, or high school). There was no significant 

difference in the types o f involvement and the expected returns businesses would expect 

from elementary, middle, and/or high school level partnerships.

For public schools, this outcome indicates that any level o f  public school 

(elementary, middle, or high school) could approach any size business (small, medium, or 

large) to query their potentiality o f becoming a curriculum-based partner. While the 

outcomes for statistical results were non-significant the indication is that a greater 

flexibility is available for schools in searching for a business partner to support 

curriculum initiatives. The advantage that schools gain when not limited by business size, 

types o f involvement or expected returns is very motivating.

Communication between public schools and businesses can be challenging. If 

there are misinterpretations in regards to goals, efforts, and programs involving 

curriculum then consequences might range from inconvenience and waste to conflict and 

failure. The Co-orientation Model o f Communication illustrates that the education
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organization and the business must be simultaneously oriented toward the work. This 

research study supports congruency and gaining a high level o f  agreement.

Businesses may have good intentions but if  their partnership with schools is a part 

o f an ineffective partnership system .then positive gains may not be realized. Schools and 

businesses need strategic plans aimed at improving school curriculum initiatives with 

appropriate ways to measure the impact o f their partnership work. Measuring the success 

o f partnerships can sometimes be difficult yet businesses do wish to make an impact for 

their educational investments. Putting a partnership plan together requires knowledge 

about needs, populations, resources, and goals. To build a successful education-business 

partnership, goals need to be identified as well as the knowledge, skills, and abilities 

needed to accomplish the identified goal. This survey instrument attempted to gauge 

business interest in influencing curriculum directly through practice. Practice-oriented 

partnerships tend to yield tangible results but may be limited in their scope and difficult 

to sustain over time. When building a practice-oriented partnership, both partners should 

be involved in its creation, decision-making processes should be aligned, a strong 

interpersonal relationship should be built to advance the goals o f  the partnership, and 

communication should be and on-going, two-way path. It is essential that the 

partnership’s working relationship makes meaningful change. A sense o f urgency, 

brought by the business, can be one o f the most important tools businesses bring to a 

partnership with public schools. (The Institute for a Competitive Workforce, U.S. 

Chamber o f Commerce, 2012).

Engaging private industry businesses in education business partnerships can help 

schools meet the increasing demands to do more in preparing students for college and
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career. Enlisting the help o f businesses will help educators meet the ever increasing 

challenges that students face. The degree to which any education-business partnership 

engages students in curriculum depends on the extent to which the skills and experiences 

offered to students have value. A partnership vision will determine the manner in which 

curriculum is impacted and the outcome desired. The terms for collaborating to design 

the mission that reaches the vision must be negotiated between the school and the 

business involved in the curriculum partnership. Each o f Kranberg’s four levels of 

partnerships could be the framework for a curriculum-based, education-business 

partnership. A successful partnership, at any level, should provide mutual benefits to each 

partner while improving the quality o f education for all students involved. Partnerships 

are working relationships between businesses and schools.

The comments provided by business participants were categorized into positive 

and negative statements. The first positive comment, “I think public education should be 

based on 3 groups: 1) school system; 2) community (including business); and 3) parents. 

Business has much to add to our local schools. To date they have largely been shut out of 

the process. It is good business to support local schools,” indicates that the person who 

completed the survey believes that the business community would be a positive influence 

to schools. The second positive comment, “We are already very involved in programs 

nationally to support public schools, graduation, college prep, etc.,” confirms that the 

business is already involved with school programs. Neither comment however, indicated 

that the influence businesses have with schools would impact curriculum. Curriculum 

impact was not excluded but it is difficult to ascertain if  the business believes they could 

or are adding to the public school curriculum in a positive manner.
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The negative comments ranged from a belief in a lack o f ability to complete 

condemnation o f educators. The comments indicated a lack o f  knowledge regarding 

public-school curriculum, a disbelief in public school effectiveness, and name-calling of 

educators. Whether it is a lack o f qualifications or a misunderstanding o f how curriculum 

can impact business, educators should be prepared to teach businesses how they can 

assist public schools with curriculum initiatives. The last two comments seem to indicate 

that there is no possibility that businesses could impact curriculum in public schools. In 

fact, they are pessimistic and judgmental. Educators need to be prepared for rejection 

from businesses with such frames o f mind and formulate their partnership plan to 

overcome such harsh and critical beliefs.

LIMITATIONS

Critical evaluation of survey research requires a careful review o f all 

methodology, including sample selection, biases o f  the participants, effectiveness of the 

survey instrument, and statistical procedures. A reliable sample is a match to the target 

population and that is somewhat difficult to ensure. Although efforts were made to 

determine commensurability only one factor, business size based on the number of 

employees, was considered for comparison o f businesses. This information was 

approximate and based on internet information which could result in sampling error. 

Although the sample population seems to reflect the target population this study’s 

generalizability should be approached with caution.

Response bias is another limitation to consider. Although the participants were 

told that the surveys would be anonymous and that the data would only be presented in 

aggregate, it is impossible to know if the responses are completely forthright for all
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questions. The survey instrument was designed to assess perceptions, a subjective matter, 

and the study depended on the participants’ willingness and ability to report their feelings 

accurately.

It should be noted that that the participants are all members o f the Georgia 

Chamber o f Commerce. Caution is advised in generalizing the results to businesses who 

are non-members o f this organization. Participants may have had a preconceived notion 

about education-business partnerships. Consequently, the objectivity o f the respondents 

may be limited and the findings subject to other interpretations.

A review o f the survey instrument itself is important in the limitations discussion. 

It is assumed that survey participants understood the definition o f  curriculum provided at 

the beginning o f the survey. The survey instrument seemed to work well and the 

respondents did not report any confusion. It is impossible however, to ascertain if the 

survey instrument reached the intended employers and employees who have the ability to 

decide to work within a curriculum-based partnership with public schools.

RECOMMENDATIONS FOR PRACTICE

American businesses are encouraged to become more involved in education and 

the results o f this study indicate that they are open to being involved in curriculum-based 

partnerships with public schools. The findings o f this study have several implications for 

the development o f education-business partnerships.

Successful education-business partnerships can reach their true potential as agents 

for improving education if they are a part o f  a plan. Future research dedicated to 

improved strategic planning skills within school and business partnerships may be 

beneficial. Stakeholders in the public and private sector need to recognize their common
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interests and mutual interdependence. Closing the gap between schools and work is a 

venture that schools and businesses should endeavor to achieve.

Determining shared objectives and pursuing them jointly is the place to start. 

Businesses have unique assets to bring to education and should engage in education- 

business partnerships for a focused period o f time; investing time and energy becoming 

acquainted with the issues facing education. As a public agency, schools spend public 

dollars to serve its citizens. Transformative change must be created with curriculum to 

significantly raise student achievement and impact college and career readiness.

The growth o f education-business partnerships in public schools can be expected 

to continue as school, businesses, and community leaders team up to improve the 

educational process. Educators are accountable for student success just as businesses are 

accountable for customer satisfaction. With such complementary goals, schools and 

businesses collaborating could provide mutually beneficial outcomes for all.

RECOMMENDATIONS FOR FUTURE RESEARCH 

While answering questions about business interest in a curriculum-based 

partnership with public schools, this study also raises issues for further research. Future 

research could include the examination o f publicly held companies versus privately held 

companies. Since publicly held companies produce annual reports for their stockholders, 

it would be interesting to find out if  they have a greater concern for working with 

curriculum to please their stockholders as they work to secure future employees that have 

specific skills? Additionally, it would be interesting to explore which occupational groups 

would be most likely to partner with public schools to enhance and support curriculum 

initiatives.
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Perhaps most importantly, a study is needed to examine the substantive 

educational gains that schools experience as a result o f  a curriculum-based partnership. 

Another area o f interest would be to explore how the financial, human, and physical 

resources provided by the business partner contribute to student achievement, attendance, 

and teacher/staff morale.

With the increased demand and focus o f the business community to improve 

schools, little attention has been paid to the knowledge, skills, and abilities o f school 

leaders who are generally responsible for implementing partnerships. Each school and 

business is a unique entity, making each partnership unique. Educational leaders will be 

the motivating force for the partnership.

A study conducted from the perspective o f the business partner to determine the 

factors that are related to their involvement in education would be helpful. What does the 

business partner look for in an education partner? What are their expectations for the 

partnership? These are questions that need to be answered. An extension o f this study 

would be to determine the characteristics o f a business partner that makes them effective.

A study of current education-business partnerships to determine their 

effectiveness in impacting curriculum would be o f interest. Following this could be 

studies focusing on the evaluation process o f curriculum-based partnerships utilizing 

various evaluative tools and methods. Since no two partnerships are exactly the same 

there are multiple ways this could be studied. Finding an effective way to measure 

partnership success would be o f benefit to both partners. The average education-business 

partnership is seldom critically evaluated for its effectiveness. We cannot assume that 

because all partners are content, the partnership is working.
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Partnerships have the potential for enhancing learning for students. Understanding 

the elements o f an effective partnership will be beneficial to everyone involved from the 

school to the community to the students. Even more research into these elements might 

help make sure that when working with a partner that everyone is better prepared to 

create the best possible relationship.

Establishing educational-business partnerships can be mutually beneficial by 

providing enhanced opportunities for all stakeholders. Partnerships take time and energy 

to develop and sustain; successful relationships are at the heart o f  successful partnerships. 

They require planning, attention, and a willingness to monitor and adjust as the 

partnership evolves. It is difficult for schools to develop long-lasting, meaningful 

partnerships that make a systemic impact on school reform and improvement when there 

is a lack o f information from businesses on their motives, interest, goals. If schools could 

obtain this information, it could guide them in forming and sustaining effective 

partnerships that are mutually beneficial.



64

REFERENCES

Achieve, Inc., (2012, September 13). Closing the expectations gap  (Report). Retrieved 
from http://www.achieve.org/files/Achieve201250StateReport.pdf

Ash, A. M. (1989). Inter organizational relations and effectiveness in school-business
partnerships. Retrieved from ProQuest Digital Dissertations. (AAT 303782998).

Baas, A. (1990). The role o f  business in education. Eugene, OR: ERIC Clearinghouse on 
Educational Management. (ERIC No. ED321344)

Barnett, D. R. (2011). Partnering industry and education for curricular enhancement: A 
response for greater educational achievement. Online Journal o f  Workforce 
Education and Development, 5(2), 1-15. Retrieved from 
http://opensiuc.lib.siu.edu/cgi/viewcontent.cgi?article=l 11 l&context=ojwed

Ben-Peretz, M. (1975). The concept o f curriculum potential. Curriculum Theory 
Network, 5(2), 151-159.

Brick, J.M. & Kalton, G. (1996). Handling missing data in survey research. Statistical 
Methods in Medical Research, 5(3), 215-238. Abstract retrieved from 
http://smm.sagepub.eom/content/5/3/215.abstract#cited-by

Bureau o f Labor Statistics. (2009). Employment projections: 2008-2018 summary. 
Retrieved from http://stats.bls.gov/news.release/ecopro.nrO.htm

Caplan, J. H. (1987). Public school and private university collaboration: A process fo r  
effecting change. Retrieved from ProQuest Digital Dissertations. (AAT 
303589688).

Casner-Lotto, J. & Barrington, L. (2006). Are they really ready to work? Em ployers'
perspectives on the basic knowledge and applied skills o f  new entrants to the 21s' 
century U.S. wor/force. Retrieved from
http://www.ed.psu.edu/isal/PDFs/Transitions_ABE_to_W ork_l 1 -09.pdf

Caton, J. J. & Krchniak, S. P. (1991). What makes school-business partnerships 
successful? Business Education Forum, 45(8), p. 3-6.

Council for Corporate and School Partnerships. (2006). A how-to guide for school- 
business partnerships. Retrieved from http://www.nhscholars.org/School- 
Business%20How_to_Guide.pdf

Creswell, J.W. (2009). Research design: Qualitative, quantitative, and mixed methods 
approaches. (3rd ed.). Thousand Oaks, CA: Sage.

http://www.achieve.org/files/Achieve201250StateReport.pdf
http://opensiuc.lib.siu.edu/cgi/viewcontent.cgi?article=l
http://smm.sagepub.eom/content/5/3/215.abstract%23cited-by
http://stats.bls.gov/news.release/ecopro.nrO.htm
http://www.ed.psu.edu/isal/PDFs/Transitions_ABE_to_Work_l
http://www.nhscholars.org/School-


65

Davis, W.J. (2010). Baldrige and education: “A good (and popular) methodology that is 
being inappropriately applied”. The Educational Forum, 74( 1), 37-48.

DelPizzo, M. T. (1990). A naturalistic study o f  the salient themes o f  a school/business 
partnership. Retrieved from ProQuest Digital Dissertations. (AAT 303907863).

Dewey, J. (1916). Democracy and education. New York, NY: McMillan.

Dietz, D. (1995). Worksite schools: A study o f  cooperation between public education and  
private business. (Doctoral Dissertation). Retrieved from ProQuest Digital 
Dissertations. (AAT 275737074).

Field, A. (2009). Discovering statistics using SPSS. Thousand Oaks, CA: Sage.

Fink, A. (1995). How to sample in surveys (Vol 6). Thousand Oaks, CA: Sage.

Fink, A. (2009) How to conduct surveys (4th ed.). Thousand Oaks, CA: Sage.

Fowler, F. J. (2009). Survey research methods (4th ed.). Thousand Oaks, CA: Sage.

Friedman, D. (1994). Business and early childhood education reform. Theory into 
Practice, 33(4), 235-241.

Gall, G., Gall, J. & Borg, W. (2007). Educational research: An introduction  (8th 
ed.).Boston, MA: Pearson.

Gardner, D. P., National Commission on Excellence in Education (ED), W. C., & And,
O. (1983). A nation at risk: The imperative for educational reform. An open letter 
to the american people. A report to the nation and the secretary o f education. 
Retrieved from http://www.eric.ed.gov/PDFS/ED226006.pdf

Georgia Charter School Act, GA.Stat. §§ 20-4-37 (2011).

Georgia Small Business Development Center Network: Department o f Applied Research 
(2011, May). The state o f  Georgia small businesses. Retrieved from 
http://www.georgiasbdc.org/pdfs/georgiabusiness2011 .pdf

Grobe, T., Office o f  Educational Research and Improvement (ED), W. E., & And, O. 
(1993). Synthesis o f existing knowledge and practice in the field o f  educational 
partnerships. Retrieved from http://www.eric.ed.gov/PDFS/ED325535.pdf

Goth, D. W. & Marsh, C. (2005). Adventures in public relations: Case studies and  
critical thinking. Boston, MA: Allyn & Bacon.

Hall, J. R. (1993). Education is everyone’s business. C hief Executive, (85), p. 24-28.

http://www.eric.ed.gov/PDFS/ED226006.pdf
http://www.georgiasbdc.org/pdfs/georgiabusiness2011
http://www.eric.ed.gov/PDFS/ED325535.pdf


66

Harap, H. (1953). Curriculum trends at mid-century. Cincinnati, OH: South-Western.

Hoff, D. (1998). Adopt-a-school partnerships: The business perspective. (Doctoral
dissertation). Retrieved from ProQuest Digital Dissertations. (AAT 304428204)

Holley, B. C. (1998). School business partnership: A case study o f  an elementary school 
partnership to determine factors for success. (Doctoral dissertation). Retrieved 
from ProQuest Digital Dissertations. (AAT 304461202)

Hood, L.K. and Rubin M.B. (2004). Priorities for allocating corporate resources to 
improve education (Office o f  Community College Research and Leadership 
Report). Retrieved from
http://occrl.illinois.edU/files/Projects/partnerships_be/Report/BoeingReport2003.p
df

Institutional Review Board, Mercer University (2006). Application forms. Retrieved from 
http://www2.mercer.edu/ResearchCompliance/IRB/IRB+Application+Forms.htm

Jobs for the Future. (2013). Students at the center: Teaching and learning in the era o f  the 
common core. Retrieved February 26, 2013 from http://www.jff.org/

Junior Achievement o f Georgia. (2008). Retrieved February 26, 2013 from 
http://georgia.ja.org/

Killion, J. (2011). The perfect partnership. Journal o f  S ta ff Development, 32(1), 10-15.

King, R. A., Swanson, A. D., & Sweetland, S. R. (2003). School finance: Achieving high 
standards with equity and standards. Boston: Allyn & Bacon

Kirk, R.E. (1994). Experimental design: Procedures fo r  behavioral sciences (3rd ed.). 
Belmont, CA: Wadsworth.

Kranberg, S. (1993). 50 important things you can do to improve education. New York, 
NY: Book Industry Study Group.

Krathwohl, D. R., & Smith, N. L.(2005). How to prepare a dissertation proposal:
Suggestions fo r  students in education and the social and behavioral sciences. 
( l sted.). Syracuse, NY: Syracuse University Press.

Leedy, P. D. & Ormrod, J.E. (2005). Practical research: Planning and design. (8lh ed.). 
Upper Saddle River, NJ: Pearson Education.

Levine, M. (Ed.). (1985). The private sector in the public school: Can it improve 
education? Washington: American Enterprise for Public Policy Institute.

http://occrl.illinois.edU/files/Projects/partnerships_be/Report/BoeingReport2003.p
http://www2.mercer.edu/ResearchCompliance/IRB/IRB+Application+Forms.htm
http://www.jff.org/
http://georgia.ja.org/


67

Linnehan, F. & De Carolis, D. (2005). Strategic frameworks for understanding employer 
participation in school-to-work programs. Strategic Management Journal, 26,
523- 529.

Lomax, R. G. (2001). An introduction to statistical concepts fo r  education and behavior 
sciences. Mahwah, NJ: Lawrence Erlbaum Associates.

MacDowell, M. A. (1989). Partnerships: Getting a return on the investment. Educational 
Leadership, (47), p. 8-11.

Marsh, C. J. & Willis, G. (2003). Curriculum: Alternative approaches, ongoing issues 
(3rd ed.). Upper Saddle River, NJ: Pearson.

McLeod, J. M. & Chaffee, S. H. (1973). Interpersonal approaches to communication 
research. American Behavioral Scientist, 16(4), p. 469-499.

Merenda, D. W. (1989). Partners in education: An old tradition renamed. Educational 
Leadership 47(2), p. 4-7.

Mertens, D. M. (2010). Research and evaluation in education and psychology:
Integrating diversity with quantitative, qualitative, and m ixed methods. (3rd ed.). 
Thousand Oaks, CA: Sage.

Otterbourg, S.D. and Timpane, M. (1986). Partnerships and schools. In P. Davis (Ed.),
Public-Private Partnerships: Improving Urban Life (60-73). New York: Academy 
of Political Science.

Peterson, J. W. (1988). A study o f  the coorientation o f  high school principals, journalism  
teachers, and local newspaper editors in selected Iowa communities. Paper 
presented at the Annual Meeting o f the Association for Education in journalism 
and Mass Communication.

Pfeffer, J. & Salancick, G. R. (1978). The external control o f  organizations. New York: 
Harper.

Pfeffer, J. & Salancick, G. R. (2003). The external control o f  organizations: A Resource 
dependence perspective. Stanford University Press.

Shaklee, B., Padak, N., Barton, L., & Johnson, H. (1991). Educational partnerships:
Gifted program advocacy in action. Gifted Child Quarterly, (35), p. 200-203.

Siegel, P. (2009). Taking a team approach to education reform. (Research Report). 
Retrieved from Boston College Center for Corporate Citizenship website: 
http://www.bcccc.net/document/docWindow.cfm?fuseaction=document.viewDoc 
ument&documentid= 1264&documentFormatId=:2226

http://www.bcccc.net/document/docWindow.cfm?fuseaction=document.viewDoc


68

Sowell, E. J. (1996). Curriculum: an integrative introduction. Englewood Cliffs, N.J.: 
Merrill.

Spring, J. (2004). Conflict o f  Interest. New York: McGraw Hill.

The Institute for a Competitive Workforce, U.S. Chamber o f  Commerce. (2007). Leaders 
and laggards: A state-by-state report card on educational effectiveness [Report]. 
Retrieved from
http://www.uschamber.com/sites/default/files/files/07reportcard/USChamberLead
ersandLaggards.pdf

The Institute for a Competitive Workforce, U.S. Chamber o f  Commerce. (2012). Help 
wanted 2012: Addressing the skills gap  [Report]. Retrieved from 
http://icw.uschamber.com/sites/default/files/HelpWanted%202012.pdf

The Institute for a Competitive Workforce, U.S. Chamber o f  Commerce. (2012).
Education reform playbook: A business leader's guide [Report]. Retrieved from 
http://icw.uschamber.com/sites/default/fiIes/Education_Reform_Playbook.pdf

The University o f  Texas at Austin (September 21, 2011). Instructional assessment 
resources: Conduct research [Website]. Retrieved from
http://www.utexas.edu/academic/ctl/assessment/iar/teaching/gather/method/surve
y-Response.php?task=research

Thomas, R. M. & Brubaker, D. L. (2008). Theses and dissertations: A guide to planning, 
research, and writing (2nd ed.). Thousand Oaks, CA: Corwin.

Tuckman, B.W. (1972). Conducting educational research. San Diego, CA: Harcourt 
Brace Jovanovich.

Urdan, T.C. (2001). Statistics in plain English. Mahwah, NJ: Lawrence Erlbaum 
Associates.

U.S. Census Bureau. (2008). Statistics about business size (including small business) 
from the U.S. Census Bureau. Retrieved January 12, 2013, from 
http://www.census.gOv/econ/smallbus.html#EmpSize

U.S. Department o f Education (1988). Am erica's schools: Everybody's business: A 
report to the president. Retrieved from
http://www.eric.ed.gov7contentdelivery/servlet/ERICServlet?aceno=ED301973

U.S. Department o f Education (1991). America 2000: An education strategy. Retrieved 
from http://www.eric.ed.gov/PDFS/ED327009.pdf

http://www.uschamber.com/sites/default/files/files/07reportcard/USChamberLead
http://icw.uschamber.com/sites/default/files/HelpWanted%202012.pdf
http://icw.uschamber.com/sites/default/fiIes/Education_Reform_Playbook.pdf
http://www.utexas.edu/academic/ctl/assessment/iar/teaching/gather/method/surve
http://www.census.gOv/econ/smallbus.html%23EmpSize
http://www.eric.ed.gov7contentdelivery/servlet/ERICServlet?aceno=ED301973
http://www.eric.ed.gov/PDFS/ED327009.pdf


69

U.S. Department o f Education. (2001). No child left behind act o f 2001. Retrieved from 
http://www2.ed.gOv/policy/elsec/leg/esea02/l 07-110.pdf

U.S. Department o f Education (2010). Blueprint fo r  reform: The reauthorization o f  the 
elementary and secondary education act. Retrieved from 
http://www2.ed.gov/policy/elsec/leg/blueprint/blueprint.pdf

Warner, R. M. (2008). Applied statistics: From bivariate through multivariate 
techniques. Thousand Oaks, CA: Sage.

Wiles, J., & Bondi, J. (2002). Curriculum development: A guide to practice. Upper 
Saddle River, N.J.: Merrill/Prentice Hall.

Walker, D. F. (1990). Fundamentals o f  curriculum. San Diego: Harcourt Brace 
Jovanovich.

http://www2.ed.gOv/policy/elsec/leg/esea02/l
http://www2.ed.gov/policy/elsec/leg/blueprint/blueprint.pdf


APPENDICES

70



71

APPENDIX A

MERCER IRB APPROVAL

17-Jan-2013

M arla S ure tte  
M ercer University 
Tift College of Education 
M acon, GA 31207-0001

RE: Education-Business Partnerships: A Study of Interest and Business Involvement in Developing 
Public School Curriculum (H1212302

Dear S ure tte :

Your application  en titled : Education-Business P artnersh ips: A S tudy o f In te res t an d  Business Involvem ent 
in D eveloping Public School Curriculum  (H1212302 w as rev iew ed  by th is  Institu tional Review Board for 
H um an Subjects R esearch in acco rdance w ith Federal R egulations 21 CFR 5 6 .110(b) and  45 CFR 46.110(b) 
(for exped ited  review) and  w as approved  u n d e r Category 7 per 63 FR 603 6 4 .

Your application  w as approved  for o n e  year of s tudy  on  17-Jan-2013. The p ro to co l expires 17-Jan-2014.
If th e  study  con tinues beyond  o n e  year, it m ust b e  re -ev a lu a ted  by th e  IRB C om m ittee .

Item(s) Approved:
New Application

Please com plete  th e  survey for th e  IRB and  th e  Office of R esearch C om pliance. To access th e  survey, 
click on th e  following link: h ttp ://n ttps ww.su ̂  /CJ.18B

Respectfully,

Ava C ham bliss-R ichardson, M.ED., CIP, CIM

M em ber
Intuitional Review Board
M ercer University IRB & Office o f R esearch C om pliance

Phone (478) 301-4101 
Fax (478) 301-2329 
ORC_M ercer@ M ercer.Edu

M ercer u n iv e rs i ty  nos adopted. and  a g r e e t  to  conduct its clinical r e t e a r c  n s-tod ies in acco rd ance  wrtn tne 
h tle in a tio n a l C u i i ' c i c i i c c  o n  I laMMCMiz.ation» >ICI I) O u id e l ii ie i  fu> < 3oud C lin ica l P r a c t ic e .

1 *»l IK C ol I r w  s t r r r f  t  VI jhf o n  C iforr»tx i 1 ’• I .tXMl
t* I^S'i * 0 1  I I O I  ♦  F A X Y  I 7 S >  * 0 1  2 3 2 P

http://nttps
mailto:ORC_Mercer@Mercer.Edu
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APPENDIX B 

INFORMED CONSENT

Informed Consent Cover Letter
Dear Business Owner/Manager:

Thank you in advance for taking the time to help a doctoral student with their studies. My 
name is Marla Surette and I am appealing to jour business for help. I am not asking for funds - 
all I am asking for is a few minutes of your time.

As part of my doctoral dissertation at Mercer University, 1 am conducting research to 
gauge the level of interest potential business partners have in collaborating with public schools to 
develop and/or support curriculum. Your participation will be a valuable contribution to my 
research. It will benefit you as it will give you an opportunity to identity business’ interest and 
perceptions in partnering with local public schools. An advantage to society is that business’ 
perceptions of working with public schools in the area of curriculum will be available to enhance 
the creation and sustainability of mutually beneficial partnerships.

Participation in this research will include completion of the enclosed Curriculum 
Partnership Survey instrument. Please feel free to answer the survey questions with the full 
confidence that all responses are confidential. Many businesses in our community are being 
invited to share opinions about this topic and all information collected will be held in the strictest 
of confidence as no names of businesses or their employees will be used in the final report. Your 
participation is voluntary. There is no penalty if you choose not to participate or if you choose not 
to answer all of the questions, and you are free to withdraw at any time. There are minimal risks 
to participate in this study as you will complete the survey instrument about your own 
perceptions. Any information that is obtained in connection with this study will remain 
confidential. Results of the survey will be presented in summary form and individual responses 
will not be identifiable. Upon completion of the study and the approval by the dissertation 
committee, all bard copies of the survey instrument will be maintained in a secure location for 
two years after which they will be shredded and discarded.

I understand that you have additional responsibilities that require your time. The total 
time to complete this survey instrument is approximately 10 minutes. Since I am contacting only 
a sample of businesses to participate in this survey; your input is very important.

As a participant, you have the right to ask questions and have those questions answered. 
If you have questions about this study, please contact me or my faculty advisor whose contact 
information is located at the end of the informed consent.

You will be given a copy of this consent form to keep for your records. This project has 
been reviewed and approved by the Mercer University Institutional Review Board under tracking 
number H1212302.

• Title of Project: Education-Business Partnerships: A Study o f Interest and Business 
Involvement in Developing Public School Curriculum

• Principal Investigator Marla Surette, 205 Dillion Drive, Hampton, GA 30228, 770-897- 
9252, maria surette66@gniail.com

• Faculty Advisor, Dr. Mary Nell McNeese, Mercer University, 1400 Coleman Avenue, 
Macon Georgia, 31207. 478-301-2262. mcneese_mn@mercer.edu

Thank you in advance for your cooperation. I appreciate your time.
Sincerely,

Marla Surette
Mercer University Doctoral Candidate

v 3 ) ,  £>cn>-
Investigator Signature ^-Date (_)
You can be assured that your responses will remain strictly confidential. Results of the survey 
will be presented in summary form and individual responses will not be identifiable.

r , •

01/1 ll to  U  
Oljl l lAD 'V-

mailto:surette66@gniail.com
mailto:mcneese_mn@mercer.edu
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APPENDIX C

SURETTE CURRICULUM-BASED PARTNERSHIP SURVEY

This survey is to gauge private, for-profit business’ level o f  interest in working with 
public schools in a curriculum focused partnership. For the purposes o f this survey, 
curriculum is defined as the interrelated set o f plans and experiences that a student 
undertakes under the guidance o f the school.

Instructions: Read each statement carefully. Check the box of the number that best 
indicates your agreement with the statement. The scale range is from 1 indicating 
‘Not at all’ to 5 indicating ‘Very interested’.

1.
I am interested in contributing to the 
impact o f  curriculum practices in public 
schools.

Not at all |__ | |__ | |__ | [_] |__|
Very interested

1 2 3 4 5

2.
I am interested in having my business 
support the implementation of 
curriculum.

Not at all G  L J  L J L J L J
Very interested

1 2 3 4 5

3.
I am interested in collaborating on the 
development o f public school 
curriculum.

Not at all |__| | __1 1 1 11 1 1
Very interested

1 2 3 4 5

4.
I am interested in a long term 
partnership to support curriculum-based 
initiatives.

Not at all L J |__ | |__| |__ | [ J
Very interested 

1 2 3 4 5

5. I will provide financial donations to 
support curriculum-based initiatives.

Not at all |__| [ __ | | __1 PH 11
Very interested 

1 2 3 4 5

6. I will donate materials and supplies to 
support curriculum-based initiatives.

Not at all |__| |__|
Very interested

1 2 3 4 5

7. I will provide employee mentoring 
support to schools.

Not at all [ J  L J  L J L J 1__1
Very interested

1 2 3 4 5

8.
I will work collaboratively with schools 
and other businesses on a curriculum- 
based decision-making committee.

Not at all |__| |__| |_ | L J LJ
Very interested

1 2 3 4 5

9. 1 will financially sponsor academic 
programs.

Not at all |__| | __ | | __| | __ | | __|
Very interested

1 2 3 4 5

10. I will financially sponsor students’ 
participation in academic activities.

Not at all I I  L J L I  
Very interested

1 2 3 4 5

11. 1 will review curriculum and offer input 
from the business perspective.

Not at all L J 1__1 1 1 1 1 1 1
Very interested

1 2 3 4 5
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12.
I will provide opportunities for students 
to participate in cooperative education 
experiences at my business.

Not at all [_ ] 1__| 1__| 1__| 1__|
Very interested

1 2 3 4 5

13. I expect a reward for my business’ 
support o f public schools.

Not at all □  □  |__I L J 1__1
Very interested 

1 2 3 4 5

14. I expect public schools to recognize my 
business support.

Not at all □  LJ D  LJ □
Very interested 

1 2 3 4 5

15.
I expect financial rewards as a result o f 
my partnership activities with public 
schools.

Not at all L J L J  1__1 1__1 LJ
Very interested 

1 2 3 4 5

16.
My business should be offered 
exclusive chances for exposure during 
academic events

Not at all L J L J  L J L J LJ
Very interested 

1 2 3 4 5

17.
My business contributions to 
curriculum initiatives will be 
anonymous.

Not at all L J L J  L J LJ LJ
Very interested 

1 2 3 4 5

18.
My business contributions to 
curriculum initiatives should be public 
knowledge.

Not at all 1 I 1 1  1 1  LJ 1 1 
Very interested 

1 2 3 4 5

19. I expect a tax break for my business.
Not at all |__| | __| | __| | __|

Very interested
1 2 3 4 5

20. I do not expect anything in return for 
my business’ support o f curriculum.

Not at all |__| | __ | | __| | __| | __|
Very interested 

1 2 3 4 5

Please check one for each of the two following questions.
A. What is your organization’s size (check B. If  your organization is interested in
one)? working with a school, which level would

you prefer to work with (check all that
L J Small (1-49 employees) apply)?

L J Medium (50-99 employees)
LJ Elementary (Kindergarten -  5th

L J Large (100 or more employees) Grade)

□  Middle School (6 th -  8th Grade)

□  High School (9th -  12 Grade)

Is there anything else you would like to have been asked ab9ut curriculum partnerships 
between private, for-profit industry and public schools that was not included in this 
survey? If so, please explain.
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Thank you for taking your valuable time to complete and mail this survey. Please mail 
your completed survey in the postage-paid, return envelope provided.

I greatly appreciate your assistance with this worthwhile research topic.

Sincerely,

Marla Surette 
Doctoral Candidate
Curriculum & Instruction, Tift College o f  Education, M ercer University
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APPENDIX D 

POSTCARD REMINDER

Dear Business Recipient,
About two weeks ago, you w ere sent a survey instrum ent about 

partnering w ith public schools to develop and/or support curriculum  efforts. I f  
you have already filled it out and returned it, please accept my thanks.

I f  you have not gotten to it yet, please take some tim e to fill out the 
survey instrument and return it. Y our responses to  the survey instrument are 
important because they represent the views o f  many business persons like 
yourself. Y our views are im portant to understanding how to  establish and 
sustain collaborative relationships w ith public schools.

If  for some reason you did not receive a C urriculum  Partnership 
Survey Instrument, please call me and I w ill send one out right away. Thanks 
agaia

M arla Surette 
Doctoral Student 

Curriculum  & Instruction 
Tift College o f  Education, M ercer U niversity

770-897-9252
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APPENDIX E

ITEM ANALYSIS OF SURVEY WITH REFERENCES

1. I am interested in contributing to the impact o f  curriculum 
practices in public schools.

(Boston
College
Center for
Corporate
Citizenship,
Peggy Siegel,
2009)

2. I am interested in having my business support the implementation 
of curriculum.

(Achieve, 
Inc., 2012)

3. I am interested in collaborating on the development o f  public 
school curriculum.

(Achieve, 
Inc., 2012)

4. 1 am interested in a long term partnership to support curriculum- 
based initiatives.

(Achieve, 
Inc., 2012)

5. I will provide financial donations to support curriculum-based 
initiatives.

(Killion,
2011)

6. I will donate materials and supplies to support curriculum-based 
initiatives.

(Killion,
2011)

7. I will provide employee mentoring support to schools. (Killion,
2011)
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8. I will work collaboratively with schools and other businesses on a 
curriculum-based decision-making committee.

(Boston
College
Center for
Corporate
Citizenship,
Peggy Siegel,
2009)

9. I will financially sponsor academic programs.

(U.S.
Chamber o f 
Commerce, 
2012)

10. 1 will financially sponsor students’ participation in academic 
activities.

(U.S.
Chamber o f 
Commerce, 
2012)

11. I will review curriculum and offer input from the business 
perspective.

(Achieve, 
Inc., 2012)

12. I will provide opportunities for students to participate in 
cooperative education experiences at my business.

(Achieve, 
Inc., 2012)

13. I expect a reward for my business’ support o f  public schools. (Killion,
2011)

14. I expect public schools to recognize my business support. (Killion,
2011)

15. I expect financial rewards as a result o f my partnership activities 
with public schools.

(Killion,
2011)
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16. My business should be offered exclusive chances for exposure 
during academic events

(Killion,
2011)

17. My business contributions to curriculum initiatives will be 
anonymous.

(U.S.
Department of
Education,
1998)

18. My business contributions to curriculum initiatives should be 
public knowledge.

(U.S.
Department of
Education,
1998)

19. I expect a tax break for my business. (Killion,
2011)

20. 1 do not expect anything in return for my business’ support o f 
curriculum.

(U.S.
Department of
Education,
1998)


