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Abstract  

The marketing education requires innovative teaching and learning pedagogy due to its vulnerability 

and complexity. This study analyzed how marketing management curriculum’s blended learning 

approach impacts student engagement. It examined the implementation of blended learning in terms 

of achieving learning outcomes, instruction delivery, and assessment or evaluation used; characterized 

the level of academic, intellectual, and socio-emotional engagement; and analyzed the how blended 

learning predicts the student engagement. A sample of 75 students from a marketing management 

program were surveyed because the study employed quantitative research method. General Linear 

Model (GLM) was used to analyzed the data. Findings reveal that the blended learning approach was 

well implement specifically achieving learning outcomes, diverse instructional delivery methods, and 

project-based assessments were observed. However, areas for improvement were identified such as 

the provision of clearer learning outcomes, incorporation of technological learning tools, and 

utilization appropriate/competency-based assessment methods. High student engagement was found 

across all three domains implying a favourable learning environment that illustrates achievement, 

curiosity and social interactions. The findings suggest that to improve student engagement and 

learning outcomes, educators may adopt and maximize the benefit of the use of blended-learning 

approach. 
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Introduction  

Blended learning is described as a flexible and personalize learning experience that 

caters diverse learning style and preferences (Anthony et al., 2020). According to Kotler and 

Keller (2021), blended learning evolves as relevant pedagogical approach or strategy 

specifically in the ever-changing and technologically drive landscape of marketing, thus, 

integrating in-person, online learning, and hybrid settings to boost student engagement and 

learning results (Kotler & Keller, 2012). More research is needed to examine the usefulness of 

blended learning, for raising student involvement and improving learning results in marketing 

management courses even though blended learning is becoming popular. The marketing world 

is fast changing and driven by technology so new teaching methods are needed in teaching 

marketing management. Chiu (2021) says that blended learning, which mixes face-to-face and 

online learning environments is a way to raise student involvement improve learning results 

and ready students for today’s business world (Kotler & Keller 2012). In marketing 

management courses, blended learning has been shown to be beneficial in achieving various 

learning outcomes. Blended learning has been proven in studies to improve student 

understanding of essential marketing concepts and theories (Zeng, 2023; Cannon et al., 2023), 

to improve critical thinking and problem-solving skills (Picciano et al., 2013), and to foster 

collaboration and teamwork (Anthony et al., 2020). 

Blended learning courses use ways to deliver the instruction to fit the learning styles 

and preferences. Online components often use simulations, multimedia presentations and 

discussion forums (Angwaomaodoko, 2025). In‑person meetings let the class have talks case 

studies and hands‑on activities that reinforce the theory and apply the theory to real‑world 

situations. Assessment, in learning courses includes ways to evaluate the student 

comprehension and the development. Traditional assessments, like quizzes, exams and essays 

often get help from resources such, as online quizzes, discussion forums and peer evaluations 

(Kotler & Keller 2012; Fredricks et al., 2004; Torto, 2020). Blended learning settings let the 

assessment become more personal and stay continuous, and it gives both students and teachers 

clear feedback. 

Most research focus more on the claimed benefits of blended learning despite the lack 

of data to back those claims (Picciano et al. 2013; Angwaomaodoko, 2025). Further research 

specifically on the features that drive student engagement in learning is needed because this 

can shape how educators design and run blended learning courses (Fredricks et al., 2004; Torto, 

2020). In marketing management education, student participation matters for learning results. 

In this sense, students who are engaged in the learning process are more likely to apply the 

information that students learn to life (Boden, 2019; Bergdahl et al., 2024). Academic 

engagement is the involvement of students in the thinking parts of learning. Academic 

engagement includes attending classes, joining discussions, finishing projects, and asking 

instructors for help when needed (Holmes, 2017). The academic involvement leads to the 

accomplishment in marketing management courses (Fredricks et al., 2004; Torto, 2020; 

Bergdahl et al. 2024). In other words, academic involvement helps the accomplishment in the 

marketing management expected outcomes and competencies. 

Intellectual engagement goes beyond involvement. Intellectual domain of student 

engagement includes students’ thinking, problem solving and analysis skills. Students who are 

intellectually engaged tend to question assumptions, challenge views and create solutions 

(Fredricks et al., 2004; Torto, 2020). Intellectual engagement is very important, in marketing 

management education because it prepares students for the complex business world, meaning 

students who are engaged handle business challenges better. Students’ socio‑emotional 

engagement is the way students relate to the learning environment and to their classmates. A 

feeling of sense of belonging, identifying with the course content, and feeling supported by the 

instructors and the classmates are all examples of this domain of engagement (Patwardhan et 
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al., 2020; Fredricks et al., 2004; Picciano et al. 2013). Socio‑emotional engagement helps build 

drive, tenacity, and resilience (Chiu, 2021). The drive, the tenacity, and the resilience support 

success in marketing management education.  

Given these situations, the focus of the paper is clear, that is: to assess the 

blended‑learning approach and the student engagement of Marketing Management students of 

Jose Rizal Memorial State University‑Dipolog Campus. The paper examines how the 

blended‑learning approach influences the student engagement of Marketing Management 

students. The researchers also look at how the student engagement of Marketing Management 

major students changes with the blended‑learning approach. The results of this study can help 

the academic body plan, use learning and teaching methods that equip Marketing Management 

students with marketing competence. This paper also addresses two interconnected United 

Nations Sustainable Development Goal: 4 – Quality Education and Goal 8 – Decent Work and 

Economic Growth. 

Significance of the Study  

One of the significances of the study lies in its ability to bridge the research void or gap 

in comprehending the effectiveness and efficiency of blended learning in increasing student 

involvement, participation, or engagement and improving learning outcomes or competencies 

in marketing management education. There is limited data to back the claimed benefits of 

blended learning in the field of business and marketing, and the need to describe the dimensions 

that drive student engagement in learning settings. These reasons demonstrate the gap that the 

study wants to address. Blended learning can help design and run the blended learning courses, 

in marketing management education. Educators can make choices about picking and mixing 

face‑to‑face activities when they know how blended learning changes student engagement and 

learning results. The study's findings can help to shape the development of marketing 

professionals with the skills and knowledge needed to succeed in today's business environment. 

Research Objectives 

The objective of my study is to: 

1. The study aimed to assess the blended-learning approach implemented in the marketing 

management curriculum and the degree to which it predicts or influence student 

engagement in terms of academic engagement, intellectual engagement, and socio-

emotional engagement. 

Research Questions 

Following research questions will address in the present study: 

1. To what extent the blended-learning approach is implemented in the marketing 

management curriculum in terms of achieving learning outcomes, instruction delivery, 

and assessment or evaluation used? 

2. What is the level of student engagement in the marketing management curriculum in 

terms of academic engagement, intellectual engagement, and socio-emotional 

engagement? 

3. Is there a significant causal relationship between the extent of the implementation of 

blended-learning approach and the level of student engagement in the marketing 

management curriculum?  

Theoretical Framework 

The study was anchored in two commonly known theoretical framework: self-

determination theory (SDT) and community of inquiry (COI). Self-determination theory 

(SDT) offers a thorough framework for comprehending the aspects that drive student 

motivation and engagement, both of which are critical for success in blended learning 

situations (Chiu, 2021). SDT can assist academics in identifying techniques for building 

blended learning courses that encourage student engagement and generate positive learning 
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outcomes by concentrating on the needs for intellectual engagement (autonomy), academic 

engagement (competence), and socio-emotional engagement (relatedness). Thus, this 

theory served as the basis for defining each domain of the student engagement ensuring 

that each domain (intellectual, academic, and socio-emotional) captured key motivational 

needs that predict learning outcomes in blended learning context.   

The community of inquiry (COI) framework gives a way to build learning environments 

that bring a shared purpose, critical thinking, collaborative learning and shared 

responsibility for learning results (Patwardhan et al. 2020). The community of inquiry (COI) 

framework can help academic personnel design blended learning courses increases student 

engagement and raise learning outcomes. This framework includes teaching presence, 

cognitive presence and social presence. I have used the community of inquiry (COI) 

framework, in my classes. Seen the benefits. The community of inquiry (COI) framework 

works well. In the context of this study, instructional delivery reflects teaching and social 

presence, as it involves the design, organization, and facilitation of instruction. Assessment 

or evaluation connects to teaching presence and cognitive presence. Assessment or 

evaluation captures how assessment strategies support meaning-making and learning 

progression. it emphasizes students’ ability to construct meaning through sustained 

reflection and discourse an essential indicator of effective blended learning. Thus, the COI 

identifies the elements needed in implementing the blended learning approach in marketing 

management program. 

       Conceptual Framework 

 

      

        

 

 

 

 

 

The framework shows the causal relationship between blended-learning (independent 

variable) and student engagement (dependent variable). Blended learning, as defined 

previously, is a pedagogical approach that combines online and offline classes to achieve high 

level of engagement and positive learning outcomes. This means that the approach can clearly 

help student involved or engage and makes learning results even better. In the framework, 

student engagement has three domains namely, academic engagement, intellectual engagement, 

and socio‑emotional engagement. The blended learning approach provides the students the 

ability to control over the way they learn. In other words, the students can take charge of their 

learning experience. It also can foster deeper intellectual engagement though the aid of critical 

thinking, problem-solving, and collaboration by online discussions and group works. Aside 

from these, blended learning also pushes and encourages the students to think beyond what 

they know. Blended learning encourages the students to use thinking to solve problems and to 

work together. Finally, the framework says blended learning can strengthen students’ socio-

emotional connection. Blended learning does this by giving chances, for interaction by building 

relationships with peers and instructors, and by promoting a sense of community. 

Materials and Methods  

In this study, a quantitative research approach was employed to investigate the effect of 

blended learning approach on student engagement. The study’s population was the 2nd year to 

4th year marketing management students who had experienced the blended learning approach 

in their curriculum. A stratified sampling technique was used to pick 75 respondents, from the 

Student Engagement 

Academic engagement 

Intellectual engagement 

Socio-emotional engagement 

Dependent Variable     Independent Variable 

Blended Learning Approach 

Achieving learning outcome 

 Instruction delivery 

Assessment or evaluation used 
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total population of 92 students. The sample size of 75 was seen as enough to represent the 

population for many reasons:  

• A sample size of 75 is considered a moderate size, which is suitable for descriptive 

research (Krejcie & Morgan, 1970).  

• The stratified random sampling technique ensured that the sample was representative of 

the entire population, as it ensured that each stratum (i.e., each year level) was 

proportionally represented in the sample.  

• According to Cohen et al. (2007), having the 75 respondents for the study provided enough 

to enable statistical analysis and ensure that the results were generalizable to the 

population.  

• Malhotra and Dash (2013) have shown that a sample size of 75 is sufficient and can give 

valid and reliable results and interpretation of the data. 

This study analyzed the how the blended learning approach impacted the student 

engagement in the context of marketing management curriculum. The blended learning was 

then operationalized through the three constructed parameters namely ‘achieving learning 

outcome’ (ALO), ‘instruction delivery’ (ID), and ‘assessment or evaluation use’ (AUE). 

Meanwhile, the student engagement was operationalized and measured through the 3 domains 

namely ‘academic engagement’ (AE), ‘intellectual engagement’ (IE), and ‘socio-emotional 

engagement’ (SE). The questionnaire was validated by three professionals in the field of 

marketing management and business education through the face and content validity. The 

instrument was also pilot-tested with 30 non-actual respondents (meaning with similar 

characteristics with the actual respondents) to determine its dependability. The results yielded 

a Chronbach’s alpha value of 0.9 which can be interpreted that the instrument was dependable, 

appropriate, and ready for usage. 

Different statistical techniques were utilized for this study specifically on the causal 

relationship between the blended learning approach and student engagement. The average 

weighted mean was used to characterize or describe the extent to which the blended learning 

approach is implemented in the marketing management program. The same statistical tool was 

used to describe the level of student engagement. Moreover, the General Liner Model (also 

known as GLM) specifically the multivariate test was also used to analyzed keenly significant 

effect of the blended learning approach on ALO, ID, and AUE, and in relation to AE, IE, and 

SE. Data were examined at a significant level of 0.05. A statistical software was utilized to 

answer the specific research questions. 

Despite the rigorous methodology adopted for this study, however, it is also essential 

to acknowledge that there were limitations of this study when interpreting the results. The study 

was conducted within a single university which may limit its generalizability to other 

institutions. The nature of the assessment was on self-reported by the respondents which may 

be subject to potential bias and limitations. Furthermore, other factors exist that influence the 

student engagement that were not accounted for in this study. Given these constraints, the study 

could still contribute a baseline yet deeper understanding of the impact of blended learning on 

the student engagement in the marketing management curriculum. The findings may have 

recommendations for educators, administrators, and other academic bodies who seek to 

improve learning systems, student engagement, and learning outcomes in higher education. 

Findings of the study  

Assessment of Implementation of Blended Learning Approach in the Marketing Management 

Curriculum 
Table 1 

            Assessment of the students to the implementation of blended-learning approach to 

Marketing Management program 
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Implementation of Blended Learning 

Approach 

Mean Interpretation 

1. Achieving learning outcomes (ALO) 

2. Instruction delivery (ID) 

3. Assessment or evaluation used (AUE) 

     4.23 

           4.37 

           4.18 

        Highly Observed 

        Highly Observed 

        Much Observed 

Table 1 showed a weighted average of 4.23 for the implementation of blended learning 

in achieving the learning outcomes of the marketing management courses. This implies that 

students generally highly observed the used of blended learning approach in the program. In 

this context, students appreciated and witnessed the activities they do together to finish an 

intellectual project, get comprehensive information of the course’s objectives and expectations, 

and present themselves academically and socially both offline and online in order to achieve 

the learning outcomes set in the program. Despite these appreciations to the use of blended 

learning for achieving learning outcomes, the use of technology-enabled learning tools and the 

provision of the instructor’s learning at the end of each session found to be areas that needed 

improvements. 

On the second dimension, students rated the instruction delivery (ID) of blended 

learning as highly observed which means that teaching and learning delivery in this approach 

are highly implemented. This implies that professors utilize a range of instructional techniques 

such as project-based learning, group presentations, interactive sessions, and online, modular, 

and/or in-person trainings which were appreciated by the students. However, learning 

assignment flexibility and clear notification of deadlines were identified as areas needing 

further improvements.  

Though the first two dimensions showed positive response from students regarding the 

implementation of the blended learning, the assessment and evaluation (AUE) yielded only a 

‘much observed’ rating by the marketing management students. This means that most of the 

assessments or evaluations used in this approach are needed enhancement. Project-based tests 

were most favored and yielded a positive value by the students because these performance-

based outputs are aligned with the learning goals of the course. Other areas that need 

improvement were formal and informal evaluation, qualitative and quantitative ratings, method 

to monitor student progress, and validated rubrics for student outputs.  

These findings are consistent with earlier research of Picciano et al. (2013), Holmes 

(2017), and Benitez (2023) that they suggest blended learning strategies can improve learning 

outcomes and active participation in university academic activities. The findings infer that the 

blended learning approach is truly a valuable teaching and learning approach for upcoming 

course modification. 

Student Engagement in the Marketing Management Curriculum 

Table 2 

Level of engagement of the Marketing Management students with blended learning in 

terms of Academic engagement 

Student Engagement Mean Interpretation 

1. Academic Engagement (AE) 

2. Intellectual Engagement (IE) 

3. Socio-emotional engagement (SE) 

4.12 

4.18 

4.43 

High Level 

High Level 

Extreme Level 

The table 2 explicitly revealed the analysis of the student level of engagement in the 

blended learning approach in the context of marketing management curriculum. A high level of 

academic engagement (AE) was exhibited by the students which indicates that they are actively 

participative in their education and made use of the opportunities blended learning has offered 

for them. As seen in their high levels of involvement in both offline and online assignments and 

completion of task on time, students were very driven to connect with the learning materials 
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and take ownership of their education. These findings supported the claims of Cao (2023) which 

the research noted that the control and flexibility of blended learning have enhanced the 

learning outcomes and engagement of the students. Although students showed a high degree of 

interest, students found areas for improvement to further increase their academic engagement. 

These improvements include the utilization of the university’s learning management system for 

assignments, actively listening to instructors or professors during class discussion, and 

participating in online and offline class discussions and activities.  

In the intellectual engagement (IE), marketing management students exhibited a high 

level of engagement in the blended learning approach as shown in table 2. This implies that 

students were reportedly active in applying their knowledge, evaluating difficult assignments, 

and applying higher order thinking skills. This is consistent with the study of Zeng’s (2023) 

that found blended learning increase student’s intellectual engagement in a higher education. 

This is because this approach increased opportunities for individualized instructions, 

involvement, and collaboration. 

Marketing management students also revealed an extreme level of socio-emotional 

engagement in the blended learning approach which means that they are extremely active in 

working with classmates, in seeking assistance from instructors or professors, and in 

developing strong relationships. In addition, they also demonstrated high levels of eagerness 

to learn with peers, ask questions, and express their point of view or thoughts in group 

discussion. A high level of communication and teamwork was also evident. According to 

Tabassum et al. (2024), these levels exist because blended learning fosters strong bonds 

between students and academic personnel as well as a feeling of community among the students. 

The authors even further emphasized and clarifies that blended learning provides greater 

opportunities for customization and individualization. This conclusion is strongly supported by 

Angwaomaodoko’s (2025) findings that show how blended learning has improved the capacity 

of the students specifically for collaborative learning and teamwork while being aware of 

oneself. 

Multivariate Tests of Blended Learning Approach in Marketing Management 

Curriculum 

Table 3 

Tests of Between-Subjects Effects Blended Learning Approach to Student Engagement 

 

Tests of Between-Subjects Effects 

Source Dependent 

Variable 

Type III 

Sum of 

Squares 

df Mean 

Square 

F Sig. 

Corrected 

Model 

AE 16.641a 58 .287 4.686 .001 

IE 16.245b 58 .280 4.066 .002 

SE 15.034c 58 .259 4.234 .001 

Intercept 

AE 833.681 1 833.681 13616.790 .000 

IE 814.301 1 814.301 11822.438 .000 

SE 866.799 1 866.799 14157.719 .000 

ALO 

AE 1.773 
1

1 
.161 2.632 .039 

IE .394 
1

1 
.036 .520 .863 

SE 1.375 
1

1 
.125 2.042 .094 

ID AE .967 
1

1 
.088 1.436 .248 
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IE 2.190 
1

1 
.199 2.890 .027 

SE 1.565 
1

1 
.142 2.323 .061 

AUE 

AE 1.196 9 .133 2.170 .085 

IE .428 9 .048 .690 .708 

SE .938 9 .104 1.703 .169 

ALO * ID 

AE .000 0 . . . 

IE .000 0 . . . 

SE .000 0 . . . 

ALO * AUE 

AE .000 0 . . . 

IE .000 0 . . . 

SE .000 0 . . . 

ID * AUE 

AE .000 0 . . . 

IE .000 0 . . . 

SE .000 0 . . . 

ALO * ID * 

AUE 

AE .000 0 . . . 

IE .000 0 . . . 

SE .000 0 . . . 

Error 

AE .980 
1

6 
.061 

  

IE 1.102 
1

6 
.069 

  

SE .980 
1

6 
.061 

  

Total 

AE 1291.878 
7

5 

   

IE 1286.898 
7

5 

   

SE 1345.020 
7

5 

   

Corrected 

Total 

AE 17.620 
7

4 

   

IE 17.347 
7

4 

   

SE 16.014 
7

4 

   

a. R Squared = .944 (Adjusted R Squared = .743) 

b. R Squared = .936 (Adjusted R Squared = .706) 

c. R Squared = .939 (Adjusted R Squared = .717) 

The three interrelated aspects of student engagement: academic engagement (AE), 

intellectual engagement (IE), and socio-emotional engagement (SE) are the dependent variables 

of this study. A multivariate test of between-subjects effects was used to achieve this. The 

independent variables of the blended learning include achieving learning outcome (ALO), 

instruction delivery (ID), and assessment or evaluation used (AUE) are subjected for their 

independent effects. In addition, this study searchers for potential links between these domains 

and their potential effects on each engagement dimension. 

Based from the presented data in table 3, each dimension of the blended learning 

approach significantly affects at least of the dimensions of student engagement. One of the 

most interesting results is on how ALO has a significant influence on the AE (with a p-value 
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of 0.039). This result emphasizes that on achieving the ALO in the blended learning approach 

has a favourable effect on student’s academic engagement. The present results agree with 

Prinsen and De Bruijn-Smolders (2024). But, it appears that ALO has no effect afternoon on 

either socio-emotional engagement (SE) or intellectual engagement (IE). 

Instructional delivery (ID), on the other hand, has a substantial effect on IE (with a p-

value of 0.027) which suggests that the blended learning’s specific instructional delivery 

method is truly crucial in developing and increasing an intellectual engagement. ID also shows 

a slightly significant effect on SE (with a p-value of 0.061) which means instructional delivery 

may considerably has smaller effect on socio-emotional involvement. Another interesting 

finding is that AUE trends toward significance for AE (with a p-value of 0.085) but it does not 

attain statistical significance for any of the student engagement dimension. This means that the 

type of assessment or evaluation used in blended learning may not have a direct effect on the 

student engagement.  

Another finding is the absence of interactions effects between any combination of 

blended learning approach and student engagement dimensions. This clearly implies that each 

domain of the implementation of blended learning effects on student engagement function 

separately and are not affected by one another. These results indicate that in increasing the 

engagement of student in the marketing management curriculum, educators may give top 

priority specifically on creating blended learning strategies that emphasize the attainment of 

learning outcomes, excellent instructional delivery, and efficient assessment techniques. 

Conclusion and Implications 

Based on the findings of the study, the following are concluded: 

• The implementation of blended learning strategy was highly, positively received by the 

marketing management program’s students as they rated ‘highly observed’ for achieving 

the learning outcomes, the use of wide range of instructional delivery, and the used of 

evaluation or assessment tools. However, there are areas for improvement such as offering 

flexibility in learning assignments, employing a wider range of assessment techniques 

with more transparent communication and mechanisms for feedback, providing clearer 

learning outcomes in the end of the end of sessions, and adding more technology-enabled 

learning tools. 

• Students in marketing management program exhibited extreme level of engagement 

across three domains: academic, intellectual, and socio-emotional in the blended learning 

setting. Meaning, they exhibit critical thinking, teamwork, and active participation. The 

study concluded and claims that blended learning approach improves academic 

performance, intellectual growth, and learning environment for marketing management 

students. In this study, blended learning develops a strong learning space for students 

studying the marketing management program, encourage academic success, constructive 

and social interactions, and intellectual curiosity. But despite that, there are rooms for 

improvement specifically for the use of online platforms and participation in class 

discussions. 

• All three blended learning approach domains (Achieving Learning Outcomes (ALO), 

Instruction Delivery (ID), and Assessment or Evaluation Used (AUE)) have independent 

effects on student engagement.  Aligning learning activities with course goals (ALO) 

fosters academic engagement, while the chosen instructional delivery method (ID) 

significantly impacts intellectual engagement and potentially socio-emotional 

engagement as well.  Assessment methods (AUE) show a trend towards influencing 

academic engagement, but further research is needed to confirm this effect. 
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Recommendations 

Based on the findings of the study, the following are recommended: 

• Program chairpersons and marketing management instructors may review the 

Marketing Management curriculum to ensure that blended learning approach 

aligns with industry standards and expectations. 

• Marketing management program may send their instructors to trainings in how to 

effectively use blended learning methods in their teaching. 

• Marketing management program may develop a variety of blended learning 

approaches depending on specific learning outcomes of the course and the needs 

of the students. 

• Instructors may use a variety of assessment methods to evaluate student 

performance comprehensively. They may implement clear and timely 

communication of feedback mechanisms for all assessments. 

• Future researchers may develop framework for evaluating the effectiveness of 

blended learning programs and may replicate this study on other course 

offerings/programs. 

• Conduct a longitudinal study to track student engagement and learning outcomes 

over time within the Blended Learning environment. This would provide valuable 

information on the program's long-term effectiveness. 
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