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A quasi-experimental design was used to statistically com›
pare academic achievement among 277 students in single›
grade and multigrade classrooms in the Pacific Northwest. 
Adjustments were made using analysis of covariance to help 
insure comparable group means. Results indicate that 
academic achievement with a single exception is not related 
to enrollment in single grade or multigrade classrooms even 
after the effects of gender and length of years in classroom 
were held constant. Less direct instruction and more process 
time was observed in multigrade rooms. 

BACKGROUND OF THE PROBLEM 

Although the one-room multigrade schoolhouse is part and parcel of 
American history and tradition, trends in education since the early 1800s 
have moved toward and in most cases centered around the single-grade 
self-contained classroom (Gocdlad & Anderson, 1963; Lincoln, 1981) .. 

Dodendorf (1983) cites population shifts, improved transportation 
(vehicles and roads), and school consolidation for financial reasons as  

the forces leading to a decline in the number of rural multigrade schools. 
Barker (1986) indicates that in 1900 some200,OOO one-teacher schools 
were in existence in the United States. By late 1959, the number had 
dropped to 23,695. Excluding "specialty, continuation, alternative, or 
private schools," Barker estimated that 840 one-teacher schools are still 
in operation, the greatest number being in Nebraska (385), Montana (99), 
South Dakota (87), California (41), Alaska (28), Wyoming (31), North 
Dakota (25), and Idaho (21), with an average student/teacher ratio of 
11.2 to 1 (p. 148). 
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In the Spring 1993 edition of the JRCE, Bruce Wrenn and 
Philip Kotler (pp. 119-134) drew from social exchange 
theory to explain why people choose parochial education. 
Wrenn and Kotler argue that marketing theory can both 
inform and improve marketing practice in such non-profit 
organizations as parochial schools. 

Why do people select parochial schooling over publicly funded 
education? The concept of marketing as an exchange process is central 
to the authors 's thesis. Two key principles underlie the concept of 
marketing as exchange: value and free choice. The product that one 
party offers must be valued by another party ; otherwise, the second party 
will not freely choose to accept the product or benefit from it. As a 
result, no mutual transaction exch ange or satisfaction occurs. Likewise, 
without free choice, there is no exchange. There could be "extortion, 
manipulation, acquiescence, or accommodation, but not exchange" 
(Wrenn & Kotler, 1993). An organization that does not understand this 
concept soon looses the support of its constituents. 

Conditions for Exchange 

Four prerequisites adapted from Kotler (1982) are necessary for 
exchange: 

• A minimum of two parties -marketer and a consumer-must be 
involved. 

• The product that each party offers must be viewed as valuable 
by the other party . 

• Both parties must be able to communicate inform ation about and 
deliver their products. 


